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KUESIONER PENELITIAN 

PENGARUH LOKASI DAN PROMOSI TERHADAP  

KEPUTUSAN PEMBELIAN CFC DI LUBUK PAAKM 

(STUDI KASUS CFC LUBUK PAKAM) 

 

Kepada Yth :  

Bapak/ibu,Sdr/i Responden 

Pelanggan CFC Lubuk Pakam 

Berilah jawaban pertanyaan berikut sesuai dengan pendapat anda/saudara dengan cara 

memberi tanda (√) pada kolom yang tersedia.  

Keterangan Pilihan Jawaban :  

• SS = Sangat Setuju  (5)   

• S = Setuju   (4)   

• N = Netral    (3)  

• TS = Tidak Setuju   (2)  

• STS = Sangat Tidak Setuju  (1)    

II. IDENTITAS RESPONDEN 

Nama   : 

Umur     :  

Alamat    :  

Jenis Kelamin   : A.pria B.wanita 

 

 

 



II. TANGGAPAN RESPONDEN 

Kepada Responden yang saya hormati, mohon memberi jawaban dengan memberi 

tanda (√) yang menurut anda paling sesuai.  

Pertanyaan untuk variabel lokasi (X1) 

No Pertanyaan Jawaban 

SS S N TS STS 

1 Tempatnya muda di akses transportasi umum      

2 Tempatnya terletak di keramaian pusat kota      

3 Tempat CFC Lubuk pakam mudah ditemui      

 

Pertanyaan untuk variabel promosi (X2) 

No Pertanyaan Jawaban 

SS S N TS STS 

1 CFC Lubuk Pakam sering memberikan potongan harga 

pada saat tertentu 

     

2 Paket hemat yang ditawarkan CFC mampu membujuk 

untuk melakukan pembelian 

     

3 Informasi promosi CFC muda di temui      

 

Pertanyaan untuk variabel keputusan pembelian (Y) 

No Pertanyaan  

SS S N TS STS 

1 saya memutuskan membeli produk CFC karena harga 

sesuai 

     

2 Memutuskan membeli produk CFC karena paket yang 

ditawarkan menarik 

     

3 Saya membeli produk CFC karena dekat dari tempat 

tinggal 

     

4 Saya membeli produk CFC karena tempatnya nyaman      



No. Responden LOKASI 

TOTAL X1 

1 

X1 

2 

X1 

3 

1 4 5 5 14 

2 5 5 4 14 

3 5 5 5 15 

4 5 5 4 14 

5 4 4 4 12 

6 4 4 4 12 

7 5 4 5 14 

8 5 5 5 15 

9 5 4 5 14 

10 5 4 5 14 

11 5 5 5 15 

12 5 5 4 14 

13 5 5 5 15 

14 5 5 5 15 

15 5 4 4 13 

16 4 5 5 14 

17 5 5 5 15 

18 5 5 5 15 

19 5 5 5 15 

20 5 5 5 15 

21 5 5 5 15 

22 5 5 5 15 

23 5 5 5 15 

24 5 5 5 15 

25 5 5 5 15 

26 5 5 5 15 

27 5 5 5 15 

28 4 4 4 13 

29 4 4 4 13 

30 4 4 4 13 

31 5 5 5 15 

32 4 4 4 13 

33 4 4 4 13 

34 5 4 5 14 

35 5 5 4 14 

36 4 4 4 13 

37 5 5 5 15 

38 5 4 5 14 

39 5 5 4 14 

40 4 4 4 13 

41 4 4 4 13 

42 5 4 5 14 

43 4 4 4 13 

44 4 5 5 14 

45 5 5 4 14 

46 5 5 5 15 

47 5 5 4 14 

48 4 4 4 12 

49 4 4 4 12 

50 5 4 5 14 

51 5 5 5 15 

52 5 4 5 14 

53 5 4 5 14 

54 5 5 5 15 

55 5 5 4 14 

56 5 5 5 15 



57 5 5 5 15 

58 5 4 4 13 

59 4 5 5 14 

60 5 5 5 15 

61 5 5 5 15 

62 5 5 5 15 

63 5 5 5 15 

64 5 5 5 15 

65 5 5 5 15 

66 5 5 5 15 

67 5 5 5 15 

68 5 5 5 15 

69 5 5 5 15 

70 5 5 5 15 

71 4 4 4 13 

71 4 4 4 13 

72 4 4 4 13 

73 5 5 5 15 

74 4 4 4 13 

75 4 4 4 13 

76 5 4 5 14 

77 5 5 4 14 

78 4 4 4 13 

79 5 5 5 15 

80 5 4 5 14 

81 5 5 4 14 

82 4 4 4 13 

83 4 4 4 13 

84 5 4 5 14 

85 4 4 4 13 

86 4 5 5 14 

87 5 5 4 14 

88 5 5 5 15 

89 5 5 4 14 

90 4 4 4 12 

91 4 4 4 12 

92 5 4 5 14 

93 5 5 5 15 

94 5 4 5 14 

95 5 4 5 14 

96 5 5 5 15 

 

 

 

 

 

 

 

 

 

 



No. Responden PROMOSI 

TOTAL X1 

1 

X1 

2 

X1 

3 

1 4 5 5 14 

2 5 5 4 14 

3 5 5 5 15 

4 5 5 4 14 

5 4 4 4 12 

6 4 4 4 12 

7 5 4 5 14 

8 5 5 5 15 

9 5 4 5 14 

10 5 4 5 14 

11 5 5 5 15 

12 5 5 4 14 

13 5 5 5 15 

14 5 5 5 15 

15 5 4 4 13 

16 4 5 5 14 

17 5 5 5 15 

18 5 5 5 15 

19 5 5 5 15 

20 5 5 5 15 

21 5 5 5 15 

22 5 5 5 15 

23 5 5 5 15 

24 5 5 5 15 

25 5 5 5 15 

26 5 5 5 15 

27 5 5 5 15 

28 4 4 4 13 

29 4 4 4 13 

30 4 4 4 13 

31 5 5 5 15 

32 4 4 4 13 

33 4 4 4 13 

34 5 4 5 14 

35 5 5 4 14 

36 4 4 4 13 

37 5 5 5 15 

38 5 4 5 14 

39 5 5 4 14 

40 4 4 4 13 

41 4 4 4 13 

42 5 4 5 14 

43 4 4 4 13 

44 4 5 5 14 

45 5 5 4 14 

46 5 5 5 15 

47 5 5 4 14 

48 4 4 4 12 

49 4 4 4 12 

50 5 4 5 14 

51 5 5 5 15 

52 5 4 5 14 

53 5 4 5 14 

54 5 5 5 15 

55 5 5 4 14 

56 5 5 5 15 



57 5 5 5 15 

58 5 4 4 13 

59 4 5 5 14 

60 5 5 5 15 

61 5 5 5 15 

62 5 5 5 15 

63 5 5 5 15 

64 5 5 5 15 

65 5 5 5 15 

66 5 5 5 15 

67 5 5 5 15 

68 5 5 5 15 

69 5 5 5 15 

70 5 5 5 15 

71 4 4 4 13 

71 4 4 4 13 

72 4 4 4 13 

73 5 5 5 15 

74 4 4 4 13 

75 4 4 4 13 

76 5 4 5 14 

77 5 5 4 14 

78 4 4 4 13 

79 5 5 5 15 

80 5 4 5 14 

81 5 5 4 14 

82 4 4 4 13 

83 4 4 4 13 

84 5 4 5 14 

85 4 4 4 13 

86 4 5 5 14 

87 5 5 4 14 

88 5 5 5 15 

89 5 5 4 14 

90 4 4 4 12 

91 4 4 4 12 

92 5 4 5 14 

93 5 5 5 15 

94 5 4 5 14 

95 5 4 5 14 

96 5 5 5 15 

 

 

 

 

 

 

 

 

 

 



No. Responden KEPUTUSAN PEMEBELIAN 
TOTAL 

Y1 Y2 Y3 Y4 

1 4 5 5 5 19 

2 5 5 4 4 18 

3 5 5 5 5 20 

4 5 5 4 4 18 

5 4 4 4 4 16 

6 4 4 4 4 16 

7 5 4 5 5 19 

8 5 5 5 5 20 

9 5 4 5 5 19 

10 5 4 5 5 19 

11 5 5 5 5 20 

12 5 5 4 4 18 

13 5 5 5 5 20 

14 5 5 5 5 20 

15 5 4 4 4 17 

16 4 5 5 5 19 

17 5 5 5 5 20 

18 5 5 5 5 20 

19 5 5 5 5 20 

20 5 5 5 5 20 

21 5 5 5 5 20 

22 5 5 5 5 20 

23 5 5 5 5 20 

24 5 5 5 5 20 

25 5 5 5 5 20 

26 5 5 5 5 20 

27 5 5 5 5 20 

28 4 4 4 4 16 

29 4 4 4 4 16 

30 4 4 4 4 16 

31 5 5 5 5 20 

32 4 4 4 4 18 

33 4 4 4 4 18 

34 5 4 5 5 19 

35 5 5 4 4 18 

36 4 4 4 4 16 

37 5 5 5 5 20 

38 5 4 5 5 19 

39 5 5 4 4 18 

40 4 4 4 4 16 

41 4 4 4 4 16 

42 5 4 5 5 19 

43 4 4 4 4 16 

44 4 5 5 5 19 

45 5 5 4 4 18 

46 5 5 5 5 20 

47 5 5 4 4 18 

48 4 4 4 4 16 

49 4 4 4 4 16 

50 5 4 5 5 19 

51 5 5 5 5 20 

52 5 4 5 5 19 

53 5 4 5 5 19 

54 5 5 5 5 20 

55 5 5 4 4 18 

56 5 5 5 5 20 

57 5 5 5 5 20 



58 5 4 4 4 17 

59 4 5 5 5 19 

60 5 5 5 5 20 

61 5 5 5 5 20 

62 5 5 5 5 20 

63 5 5 5 5 20 

64 5 5 5 5 20 

65 5 5 5 5 20 

66 5 5 5 5 20 

67 5 5 5 5 20 

68 5 5 5 5 20 

69 5 5 5 5 20 

70 5 5 5 5 20 

71 4 4 4 4 16 

71 4 4 4 4 16 

72 4 4 4 4 16 

73 5 5 5 5 20 

74 4 4 4 4 18 

75 4 4 4 4 18 

76 5 4 5 5 19 

77 5 5 4 4 18 

78 4 4 4 4 16 

79 5 5 5 5 20 

80 5 4 5 5 19 

81 5 5 4 4 18 

82 4 4 4 4 16 

83 4 4 4 4 16 

84 5 4 5 5 19 

85 4 4 4 4 16 

86 4 5 5 5 19 

87 5 5 4 4 18 

88 5 5 5 5 20 

89 5 5 4 4 18 

90 4 4 4 4 16 

91 4 4 4 4 16 

92 5 4 5 5 19 

93 5 5 5 5 20 

94 5 4 5 5 19 

95 5 4 5 5 19 

96 5 5 5 5 20 

 

 

 

 

 

 

 

 

 

 

 



RespondenVariabelBebasLokasi (X1) 

X1.1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

S 40 41,7 41,7 41,7 

SS 56 58,3 58,3 100,0 

Total 96 100,0 100,0  

 

 

X1.2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

S 33 34,4 34,4 34,4 

SS 63 65,6 65,6 100,0 

Total 96 100,0 100,0  

 

X1.3 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

S 45 46,9 46,9 46,9 

SS 51 53,1 53,1 100,0 

Total 96 100,0 100,0  

 

RespondenVariabelBebas Promosi (X2) 

X2.1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

STS 1 1,0 1,0 1,0 

TS 2 2,1 2,1 3,1 

N 16 16,7 16,7 19,8 

S 47 49,0 49,0 68,8 

SS 30 31,3 31,3 100,0 

Total 96 100,0 100,0  

 

 

 

 

 

 

 



X2.2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

TS 2 2,1 2,1 2,1 

N 24 25,0 25,0 27,1 

S 49 51,0 51,0 78,1 

SS 21 21,9 21,9 100,0 

Total 96 100,0 100,0  

 

X2.3 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

N 7 7,3 7,3 7,3 

S 44 45,8 45,8 53,1 

SS 45 46,9 46,9 100,0 

Total 96 100,0 100,0  

 

RespondenVariabelTerikat Keputusan pembelian (Y) 

Y.1 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

N 1 1,0 1,0 1,0 

S 43 44,8 44,8 45,8 

SS 52 54,2 54,2 100,0 

Total 96 100,0 100,0  

 

Y.2 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

N 2 2,1 2,1 2,1 

S 49 51,0 51,0 53,1 

SS 45 46,9 46,9 100,0 

Total 96 100,0 100,0  

 

 

 

 

 

 

 



Y.3 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

TS 4 4,2 4,2 4,2 

N 5 5,2 5,2 9,4 

S 49 51,0 51,0 60,4 

SS 38 39,6 39,6 100,0 

Total 96 100,0 100,0  

 

Y.4 

 Frequency Percent Valid Percent Cumulative Percent 

Valid 

TS 4 4,2 4,2 4,2 

N 5 5,2 5,2 9,4 

S 49 51,0 51,0 60,4 

SS 38 39,6 39,6 100,0 

Total 96 100,0 100,0  

 

Uji Validitas Lokasi X1 

Correlations 

 X1.1 X1.2 X1.3 TOTAL_X1 

X1.1 

Pearson Correlation 1 ,682** ,516** ,858** 

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

N 96 96 96 96 

X1.2 

Pearson Correlation ,682** 1 ,586** ,882** 

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

N 96 96 96 96 

X1.3 

Pearson Correlation ,516** ,586** 1 ,823** 

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

N 96 96 96 96 

TOTAL_X1 

Pearson Correlation ,858** ,882** ,823** 1 

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

N 96 96 96 96 

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

 
 

 

 

 

 

 

 

 

 



Uji Validitas promosi (X2) 
 

Correlations 

 X2.1 X2.2 X2.3 TOTAL_X2 

X2.1 

Pearson Correlation 1 ,498** ,234* ,794** 

Sig. (2-tailed)  ,000 ,022 ,000 

N 96 96 96 96 

X2.2 

Pearson Correlation ,498** 1 ,381** ,829** 

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

N 96 96 96 96 

X2.3 

Pearson Correlation ,234* ,381** 1 ,656** 

Sig. (2-tailed) ,022 ,000  ,000 

N 96 96 96 96 

TOTAL_X2 

Pearson Correlation ,794** ,829** ,656** 1 

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

N 96 96 96 96 

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

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

 

Uji Validitas keputusan pembelian (Y) 

 

Correlations 

 Y.1 Y.2 Y.3 Y.4 TOTAL_Y 

Y.1 

Pearson Correlation 1 ,453** ,182 ,182 ,547** 

Sig. (2-tailed)  ,000 ,076 ,076 ,000 

N 96 96 96 96 96 

Y.2 

Pearson Correlation ,453** 1 ,178 ,178 ,549** 

Sig. (2-tailed) ,000  ,082 ,082 ,000 

N 96 96 96 96 96 

Y.3 

Pearson Correlation ,182 ,178 1 1,000** ,884** 

Sig. (2-tailed) ,076 ,082  ,000 ,000 

N 96 96 96 96 96 

Y.4 

Pearson Correlation ,182 ,178 1,000** 1 ,884** 

Sig. (2-tailed) ,076 ,082 ,000  ,000 

N 96 96 96 96 96 

TOTAL_Y 

Pearson Correlation ,547** ,549** ,884** ,884** 1 

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

N 96 96 96 96 96 

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

 

 

 



UjiReabilitasLokasi (X1) 

 

Case Processing Summary 

 N % 

Cases 

Valid 96 100,0 

Excludeda 0 ,0 

Total 96 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

  

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

,814 3 

 

 

UjiReabilitas Promosi(X2) 

 

Case Processing Summary 

 N % 

Cases 

Valid 96 100,0 

Excludeda 0 ,0 

Total 96 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

,640 3 

 

 

UjiReabilitas Keputusan pembelian (Y) 

 

Case Processing Summary 

 N % 

Cases 

Valid 96 100,0 

Excludeda 0 ,0 

Total 96 100,0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

 



Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

,715 4 

 

Regresi Linier Berganda 

Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 5,533 3,677  5,802 ,097 

Lokasi ,481 ,155 ,401 3,413 ,001 

Promosi ,458 ,117 ,498 4,237 ,000 

a. Dependent Variable: Total_ 

 

Uji f (Simultan) 

ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 

Regression 476,042 2 3,329 30,923 ,000b 

Residual 212,771 93 3,606   

Total 688,813 95    

a. Dependent Variable: Keputusan Pembelian 

b. Predictors: (Constant), Promosi, Lokasi 

 

Uji t (Parsial) 

Coefficientsa 

Model Unstandardized Coefficients Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) 5,533 3,677  5,802 ,097 

Lokasi ,481 ,155 ,401 3,413 ,001 

Promosi ,458 ,117 ,498 4,237 ,000 

a. Dependent Variable: Keputusan Pembelian 

 

 

 

 



Uji R2(Determinasi) 

Model Summary 

Model R R Square Adjusted R 

Square 

Std. Error of the Estimate 

1 ,740a ,650 ,489 2,899 

a. Predictors: (Constant), Promosi, Lokasi 

 

 

 














