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KUESIONER PENGARUH PROMOSI, PERSEPSI HARGA, KUALITAS PRODUK, 

DAN KEPERCAYAAN TERHADAP MINAT BELI ULANG PRODUK SKINCARE 

KAHF PADA MAHASISWA UNIVERSITAS NASIONAL 

IDENTITAS DIRI 

Nama  : 

NIM  : 

Jurusan : 

 

PETUNJUK PENGISIAN 

Berilah tanda centang (√) untuk setiap pernyataan ini sesuai dengan keterangan nilai yang ada. 

1: Sangat Setuju 

2: Setuju 

3: Tidak Setuju 

4: Sangat Tidak Setuju 

No. PERNYATAAN 
PENILAIAN 

1 2 3 4 

A. PROMOSI 

1 
Anda selalu melihat atau mendengar pesan promosi dari 

Skincare Kahf 

    

2 
Skincare Kahf selalu menggunakan media promosi 

dalam melakukan promosinya 

    

3 
Anda selalu menemui promosi produk Skincare Kahf 

dalam satu bulan terakhir 

    

B. PERSEPSI HARGA 

1 
Harga yang ditawarkan produk Skincare Kahf terjangkau 

bagi Anda 

    

2 
Harga yang ditawarkan produk Skincare Kahf sesuai 

dengan kualitasnya 

    

3 
Harga yang ditawarkan produk Skincare Kahf bersaing 

dengan produk sejenis di pasaran 

    

C. KUALITAS PRODUK 

1 Wujud fisik produk Skincare Kahf sangat baik     

2 
Kinerja produk Skincare Kahf sesuai dengan ekspektasi 

Anda 

    

3 
Produk Skincare Kahf sesuai dengan kebutuhan dan 

keinginan Anda 

    

4 Produk Skincare Kahf tahan lama     

5 
Produk Skincare Kahf ‘handal’ dalam pemakaian sehari-

hari 

    

6 
Produk Skincare Kahf mudah diperbaiki jika mengalami 

kerusakan 

    

7 Gaya Produk Skincare Kahf sesuai dengan selera Anda     

8 Anda puas dengan desain produk Skincare Kahf     

D. KEPERCAYAAN 



64 
 

 

 
 

1 
Anda yakin dengan integritas perusahaan produk 

Skincare Kahf 

    

2 
Anda yakin dengan niat baik perusahaan produk 

Skincare Kahf 

    

3 

Anda yakin akan kompetensi perusahaan produk 

Skincare Kahf dalam menyediakan produk yang 

berkualitas 

    

4 
Perusahaan produk Skincare Kahf konsisten dalam 

menjalankan bisnis 

    

E. MINAT BELI ULANG 

1 
Anda berminat untuk melakukan pembelian ulang 

produk Skincare Kahf 

    

2 
Anda akan merekomendasikan produk Skincare Kahf 

kepada orang lain 

    

3 
Anda memilih produk Skincare Kahf dibandingkan 

dengan merek/produk lain 

    

4 
Anda berminat untuk mengeksplorasi produk-produk lain 

dari perusahaan produk Skincare Kahf 
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LAMPIRAN 2 TABEL TABULASI 

1. Variabel Promosi (𝑿𝟏) 

No X1.1 X2.2 X3.3 

Uj-01 4 4 3 

Uj-02 2 3 2 

Uj-03 2 2 4 

Uj-04 4 4 4 

Uj-05 3 4 2 

Uj-06 3 4 4 

Uj-07 4 3 4 

Uj-08 4 4 4 

Uj-09 4 4 3 

Uj-10 4 2 2 

Uj-11 4 1 4 

Uj-12 3 2 3 

Uj-13 1 4 2 

Uj-14 2 3 4 

Uj-15 4 2 4 

Uj-16 2 3 3 

Uj-17 4 3 4 

Uj-18 4 3 4 

Uj-19 1 2 2 

Uj-20 1 4 3 

Uj-21 2 2 2 

Uj-22 4 2 1 

Uj-23 4 2 4 

Uj-24 4 1 2 

Uj-25 3 3 4 

Uj-26 3 2 2 

Uj-27 2 4 2 

Uj-28 2 3 3 

Uj-29 2 3 2 

Uj-30 3 1 3 

 

2. Variabel Persepsi Harga (𝑿𝟐) 

No X2.1 X2.2 X2.3 

Uj-01 4 3 3 

Uj-02 4 3 3 

Uj-03 2 1 2 

Uj-04 4 2 4 

Uj-05 2 4 3 

Uj-06 4 4 4 

Uj-07 4 2 3 
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Uj-08 4 3 3 

Uj-09 4 2 3 

Uj-10 3 2 4 

Uj-11 2 1 3 

Uj-12 4 3 4 

Uj-13 2 4 3 

Uj-14 4 3 3 

Uj-15 4 4 2 

Uj-16 3 4 3 

Uj-17 4 4 4 

Uj-18 3 4 3 

Uj-19 1 2 2 

Uj-20 4 3 3 

Uj-21 1 3 2 

Uj-22 4 1 1 

Uj-23 4 3 3 

Uj-24 2 3 2 

Uj-25 1 2 2 

Uj-26 3 4 1 

Uj-27 4 2 3 

Uj-28 2 4 3 

Uj-29 2 1 4 

Uj-30 1 1 3 

 

3. Variabel Kualitas Produk (𝑿𝟑) 

No X3.1 X3.2 X3.3 X3.4 X3.5 X3.6 X3.7 X3.8 

Uj-01 4 4 3 4 4 4 4 4 

Uj-02 2 3 4 1 1 2 2 2 

Uj-03 1 3 2 2 3 3 3 2 

Uj-04 3 3 4 3 4 2 2 4 

Uj-05 4 3 3 4 2 3 4 2 

Uj-06 4 3 2 4 4 2 4 2 

Uj-07 3 3 2 3 2 3 4 2 

Uj-08 3 3 3 3 3 3 4 2 

Uj-09 2 3 3 2 4 3 4 3 

Uj-10 4 3 3 4 4 3 4 4 

Uj-11 3 3 3 3 3 2 3 4 

Uj-12 3 3 4 4 3 4 3 3 

Uj-13 4 4 4 3 3 3 1 2 

Uj-14 4 1 4 3 4 3 4 1 

Uj-15 3 3 3 2 3 3 2 3 

Uj-16 4 3 4 2 3 4 3 2 

Uj-17 1 2 3 3 3 3 2 4 

Uj-18 2 3 3 4 3 3 3 2 
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Uj-19 4 3 3 1 2 2 2 3 

Uj-20 3 1 1 3 3 2 1 4 

Uj-21 1 2 3 1 3 3 1 2 

Uj-22 1 2 1 4 2 3 3 2 

Uj-23 3 4 3 1 2 2 3 3 

Uj-24 2 4 3 1 4 1 4 2 

Uj-25 2 1 3 3 1 4 1 3 

Uj-26 2 2 3 3 3 4 4 4 

Uj-27 1 2 3 1 3 3 3 1 

Uj-28 4 3 1 1 1 2 3 1 

Uj-29 2 1 3 4 3 1 1 1 

Uj-30 1 3 2 2 3 2 4 3 

 

4. Variabel Kepercayaan (𝑿𝟒) 

No X4.1 X4.2 X4.3 X4.4 

Uj-01 3 4 2 4 

Uj-02 4 3 4 4 

Uj-03 4 1 1 1 

Uj-04 2 4 3 4 

Uj-05 2 1 2 2 

Uj-06 4 4 3 3 

Uj-07 4 3 2 3 

Uj-08 3 4 3 2 

Uj-09 4 4 4 4 

Uj-10 3 4 2 4 

Uj-11 4 4 2 4 

Uj-12 3 3 3 2 

Uj-13 4 4 4 3 

Uj-14 3 4 2 2 

Uj-15 2 2 4 2 

Uj-16 3 4 3 4 

Uj-17 4 2 3 3 

Uj-18 2 4 4 4 

Uj-19 1 2 3 2 

Uj-20 1 1 3 4 

Uj-21 2 2 3 2 

Uj-22 3 4 2 1 

Uj-23 3 4 3 2 

Uj-24 1 1 2 2 

Uj-25 2 4 2 4 

Uj-26 4 4 3 2 

Uj-27 1 1 2 3 

Uj-28 2 4 2 2 

Uj-29 1 1 2 1 

Uj-30 2 2 3 2 
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5. Variabel Minat Beli Ulang (𝒀) 

No Y.1 Y.2 Y.3 Y.4 Total 

Uj-01 3 4 3 4 79 

Uj-02 4 4 4 4 65 

Uj-03 1 4 1 4 49 

Uj-04 2 4 4 4 74 

Uj-05 2 3 1 3 59 

Uj-06 3 4 4 3 76 

Uj-07 4 4 4 2 68 

Uj-08 3 3 4 4 72 

Uj-09 4 4 4 4 76 

Uj-10 4 4 4 2 73 

Uj-11 1 4 4 3 65 

Uj-12 2 3 3 3 68 

Uj-13 3 3 3 3 67 

Uj-14 2 3 3 3 65 

Uj-15 4 3 3 3 65 

Uj-16 3 4 2 4 70 

Uj-17 2 2 4 4 68 

Uj-18 4 4 4 3 73 

Uj-19 2 4 2 4 50 

Uj-20 2 3 1 1 52 

Uj-21 3 4 2 2 48 

Uj-22 4 3 2 4 54 

Uj-23 4 4 2 3 66 

Uj-24 2 3 4 3 53 

Uj-25 4 2 3 2 56 

Uj-26 3 3 2 4 65 

Uj-27 2 3 2 3 51 

Uj-28 2 1 2 3 51 

Uj-29 3 3 1 2 44 

Uj-30 1 3 1 2 48 
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LAMPIRAN 3 TABEL OUTPUT SPSS 

A. Uji Validitas 

a. Variabel Promosi (𝑿𝟏) 

Correlations 

 X1_1 X1_2 X1_3 total_skor 

X1_1 Pearson Correlation 1 -.169 .342 .534** 

Sig. (2-tailed)  .373 .065 .002 

N 30 30 30 30 

X1_2 Pearson Correlation -.169 1 .110 .375* 

Sig. (2-tailed) .373  .564 .041 

N 30 30 30 30 

X1_3 Pearson Correlation .342 .110 1 .409* 

Sig. (2-tailed) .065 .564  .025 

N 30 30 30 30 

total_skor Pearson Correlation .534** .375* .409* 1 

Sig. (2-tailed) .002 .041 .025  

N 30 30 30 30 

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

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

 

b. Variabel Persepsi Harga (𝑿𝟐) 

Correlations 

 X2_1 X2_2 X2_3 total_skor 

X2_1 Pearson Correlation 1 .223 .294 .615** 

Sig. (2-tailed)  .236 .115 .000 

N 30 30 30 30 

X2_2 Pearson Correlation .223 1 .075 .392* 

Sig. (2-tailed) .236  .693 .032 

N 30 30 30 30 

X2_3 Pearson Correlation .294 .075 1 .387* 

Sig. (2-tailed) .115 .693  .034 

N 30 30 30 30 

total_skor Pearson Correlation .615** .392* .387* 1 

Sig. (2-tailed) .000 .032 .034  

N 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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c. Variabel Kualitas Produk (𝑿𝟑) 

Correlations 

 X3_1 X3_2 X3_3 X3_4 X3_5 X3_6 X3_7 X3_8 total_skor 

X3_1 Pearson 

Correlation 
1 .315 .202 .226 .091 .049 .185 .051 .439* 

Sig. (2-tailed)  .090 .284 .229 .633 .795 .328 .790 .015 

N 30 30 30 30 30 30 30 30 30 

X3_2 Pearson 

Correlation 
.315 1 .174 -.185 .122 -.067 .384* .121 .411* 

Sig. (2-tailed) .090  .359 .329 .519 .727 .036 .524 .024 

N 30 30 30 30 30 30 30 30 30 

X3_3 Pearson 

Correlation 
.202 .174 1 -.017 .244 .239 -.092 .050 .408* 

Sig. (2-tailed) .284 .359  .931 .195 .204 .629 .791 .025 

N 30 30 30 30 30 30 30 30 30 

X3_4 Pearson 

Correlation 
.226 -.185 -.017 1 .290 .298 .153 .220 .409* 

Sig. (2-tailed) .229 .329 .931  .120 .110 .420 .244 .025 

N 30 30 30 30 30 30 30 30 30 

X3_5 Pearson 

Correlation 
.091 .122 .244 .290 1 -.003 .328 .239 .394* 

Sig. (2-tailed) .633 .519 .195 .120  .987 .077 .204 .031 

N 30 30 30 30 30 30 30 30 30 

X3_6 Pearson 

Correlation 
.049 -.067 .239 .298 -.003 1 .148 .188 .393* 

Sig. (2-tailed) .795 .727 .204 .110 .987  .435 .321 .032 

N 30 30 30 30 30 30 30 30 30 

X3_7 Pearson 

Correlation 
.185 .384* -.092 .153 .328 .148 1 -.023 .391* 

Sig. (2-tailed) .328 .036 .629 .420 .077 .435  .905 .032 

N 30 30 30 30 30 30 30 30 30 

X3_8 Pearson 

Correlation 
.051 .121 .050 .220 .239 .188 -.023 1 .373* 

Sig. (2-tailed) .790 .524 .791 .244 .204 .321 .905  .042 

N 30 30 30 30 30 30 30 30 30 

total_skor Pearson 

Correlation 
.439* .411* .408* .409* .394* .393* .391* .373* 1 

Sig. (2-tailed) .015 .024 .025 .025 .031 .032 .032 .042  

N 30 30 30 30 30 30 30 30 30 

*. Correlation is significant at the 0.05 level (2-tailed). 
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d. Variabel Kepercayaan (𝑿𝟒) 

Correlations 

 X4_1 X4_2 X4_3 X4_4 total_skor 

X4_1 Pearson Correlation 1 .527** .132 .169 .582** 

Sig. (2-tailed)  .003 .488 .371 .001 

N 30 30 30 30 30 

X4_2 Pearson Correlation .527** 1 .234 .389* .681** 

Sig. (2-tailed) .003  .214 .034 .000 

N 30 30 30 30 30 

X4_3 Pearson Correlation .132 .234 1 .315 .390* 

Sig. (2-tailed) .488 .214  .090 .033 

N 30 30 30 30 30 

X4_4 Pearson Correlation .169 .389* .315 1 .576** 

Sig. (2-tailed) .371 .034 .090  .001 

N 30 30 30 30 30 

total_skor Pearson Correlation .582** .681** .390* .576** 1 

Sig. (2-tailed) .001 .000 .033 .001  

N 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). 

 

e. Variabel Minat Beli Ulang (𝒀) 

Correlations 

 Y_1 Y_2 Y_3 Y_4 total_skor 

Y_1 Pearson Correlation 1 .196 .343 -.012 .396* 

Sig. (2-tailed)  .300 .063 .949 .030 

N 30 30 30 30 30 

Y_2 Pearson Correlation .196 1 .214 .162 .371* 

Sig. (2-tailed) .300  .257 .394 .044 

N 30 30 30 30 30 

Y_3 Pearson Correlation .343 .214 1 .241 .720** 

Sig. (2-tailed) .063 .257  .200 .000 

N 30 30 30 30 30 

Y_4 Pearson Correlation -.012 .162 .241 1 .378* 

Sig. (2-tailed) .949 .394 .200  .039 

N 30 30 30 30 30 

total_skor Pearson Correlation .396* .371* .720** .378* 1 

Sig. (2-tailed) .030 .044 .000 .039  

N 30 30 30 30 30 
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*. Correlation is significant at the 0.05 level (2-tailed). 

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

 

B. Uji Reliabilitas 

a. Variabel Promosi (𝑿𝟏) 

Case Processing Summary 

 N % 

Cases Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.275 4 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

X1_1 68.1333 120.395 .507 .195 

X1_2 68.3000 124.976 .334 .241 

X1_3 68.1000 123.748 .416 .227 

total_skor 8.7667 3.564 .705 .226 

 

b. Variabel Persepsi Harga (𝑿𝟐) 

Case Processing Summary 

 N % 

Cases Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.298 4 
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Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

X2_1 67.9333 119.857 .614 .190 

X2_2 68.2000 126.097 .382 .253 

X2_3 68.0667 128.754 .383 .273 

total_skor 8.6000 4.386 .690 .423 

 

c. Variabel Kualitas Produk (𝑿𝟑) 

Case Processing Summary 

 N % 

Cases Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.442 9 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

X3_1 81.5667 168.530 .427 .401 

X3_2 81.5333 172.602 .386 .415 

X3_3 81.3667 173.137 .370 .417 

X3_4 81.6000 169.421 .393 .405 

X3_5 81.3667 171.826 .408 .412 

X3_6 81.5000 173.500 .370 .419 

X3_7 81.3667 169.964 .384 .407 

X3_8 81.6667 172.023 .349 .415 

total_skor 21.9000 15.403 .804 .566 
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d. Variabel Kepercayaan (𝑿𝟒) 

 

Case Processing Summary 

 N % 

Cases Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.411 5 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

X4_1 70.7333 143.857 .570 .350 

X4_2 70.4667 138.257 .686 .313 

X4_3 70.7333 151.789 .383 .396 

X4_4 70.7000 144.631 .562 .354 

total_skor 11.1000 8.507 .821 .634 

 

e. Variabel Minat Beli Ulang (𝒀) 

Case Processing Summary 

 N % 

Cases Valid 30 100.0 

Excludeda 0 .0 

Total 30 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.335 5 



75 
 

 

 
 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Y_1 71.5333 135.223 .391 .294 

Y_2 70.9667 138.240 .369 .312 

Y_3 71.5333 125.913 .714 .220 

Y_4 71.2000 137.545 .360 .308 

total_skor 11.9667 5.689 .762 .492 

 

C. Uji Asumsi Klasik 

a. Uji Normalitas 

Tests of Normality 

 

Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 

Unstandardized Residual .118 100 .001 .975 100 .058 

a. Lilliefors Significance Correction 

 

b. Uji Multikolinearitas 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 1.284 .467  2.750 .007   

X1 .132 .089 .149 2.479 .019 .905 1.105 

X2 .017 .093 .019 2.181 .002 .819 1.221 

X3 .302 .129 .227 2.349 .000 .987 1.014 

X4 .152 .111 .150 2.376 .031 .772 1.296 

a. Dependent Variable: Y 
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c. Uji Heteroskedastisitas 

 

d. Uji AutoKorelasi 

Model Summaryb 

Model R 

R 

Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

Durbin-

Watson 

1 .353a .125 .088 .640 2.211 

a. Predictors: (Constant), X4, X3, X1, X2 

b. Dependent Variable: Y 

 

D. Analisis Regresi Linear Berganda 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.284 .467  2.750 .007 

X1 .132 .089 .149 2.479 .019 

X2 .017 .093 .019 2.181 .002 

X3 .302 .129 .227 2.349 .000 

X4 .152 .111 .150 2.376 .031 

a. Dependent Variable: Y 

 

𝑌 = 0,149𝑋1 + 0,019𝑋2 + 0,227𝑋3 + 0,150𝑋4 
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E. Uji Kelayakan Model 

ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 5.557 4 1.389 3.388 .012b 

Residual 38.953 95 .410   

Total 44.510 99    

a. Dependent Variable: Y 

b. Predictors: (Constant), X4, X3, X1, X2 

 

F. Uji Hipotesis (Uji t) 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.284 .467  2.750 .007 

X1 .132 .089 .149 2.479 .019 

X2 .017 .093 .019 2.181 .002 

X3 .302 .129 .227 2.349 .000 

X4 .152 .111 .150 2.376 .031 

a. Dependent Variable: Y 
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