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I. IDENTITAS RESPONDEN DAN LOKASI PEMBELIAN PRODUK 

 

1. Nama   :    Tanggal Pengisian : 

2. Jenis Kelamin  : ☐Laki-Laki  ☐Perempuan 

3. Usia    : ☐21-23   

      ☐24-27   

      ☐28-30 

4. Domisili   : ☐Surabaya  ☐Luar Surabaya 

 

No  Pernyataan STS TS N S SS 

Brand Ambassador      

1.  Menurut saya actor korea Lee Min Ho 

menjadi brand ambassador produk azarine 

sudah sesuai dengan lini pekerjaannya yang 

merupakan  public figure dan produk yang 

diwakilinya dapatt diterima oleh konsumen 

secara luas 

     

2. Menurut saya actor korea Lee Min Ho 

sebagai brand ambassador produk Azarine 

memiliki kesesuaian dengan produk yang 

diwakilinya mengingat Lee Min Ho 

memiliki kulit yang bersih, putih seakan 

terlindung dari efek buruk sinar matahari 

     

3. Menurut saya brand ambassador Azarine 

yaitu Lee Min Ho mampu meyakinkan 

konsumen tentang manfaat produk Azarine 

dan membeli produk tersebut 

     

4.  Menurut saya brand ambassador Azarine 

yaitu Lee Min Ho memiliki daya tarik yang 

besar untuk dapat mempengaruhi konsumen 

untuk menggunakan produk Azarine 

     

 

5. Menurut saya brand ambassador Azarine      
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yaitu Lee Min Ho memiliki power terhadap 

penggemar untuk membuat mereka 

melakukan pembelian produk Azarine 

 

KUALITAS PRODUK      

6. Menurut saya produk dari Azarine memiliki 

fungsi sesuai dengan produk skincare pada 

umumnya 

     

7. Menurut saya produk dari Azarine sesuai 

dengan spesifikasi pada deskripsi produk 

     

8. Menurut saya produk dari Azarine memiliki 

fitur yang khas seperti tekstur sunscreen 

yang gel dan mudah di blend 

     

9. Menurut saya produk Azarine memiliki 

desain tampilan yang menarik 

     

10. Menurut saya produk Azarine secara 

keseluruhan memiliki kesan mutu yang baik 

     

 

DISKON      

11. Menurut saya Azarine memberikan diskon 

untuk beragam jenis produknya 

     

12. Menurut saya Azarine memberikan diskon 

yang besarannya menarik bagi konsumen 

     

13. Menurut saya Azarine memberikan periode 

waktu yang cukup bagi masa berlaku diskon 

untuk digunakan oleh konsumen 

     

 

GRATIS ONGKIR      

14. Menurut saya gratis ongkir diberikan oleh 

Azarine sesuai dengan ketentuan shopee 

pada minimum belanjaan tertentu yang 

mudah dipenuhi oleh konsumen 

     

15. Menurut saya gratis ongkir yang diberikan      
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oleh Azarine umumnya pada acara tertentu 

di shopee seperti misalnya tanggal kembar 

 

KEPUTUSAN PEMBELIAN      

16. Saya merasa membutuhkan produk skincare 

sebelum melakukan pembelian produk 

Azarine 

     

17. Saya memutuskan untuk membeli produk 

Azarine karena memiliki manfaat yang 

cocok sesuai permasalahan kulit saya 

     

18. Saya membandingkan produk Azarine 

dengan kompetitor namun pilihan saya tetap 

yakin pada Azarine 

     

19. Saya merasa puas dan melakukan pembelian 

ulang atas produk Azarine 

     

20. Saya mengevaluasi produk Azarine yang 

akan saya beli sesuai dengan kebutuhan dan 

keinginan saya 
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Lampiran 3 Tabulasi Data 

 

X1.1 X1.2 X1.3 X1.4 X1.5 X2.1 X2.2 X2.3 X2.4 X2.5 X3.1 X3.2 X3.3 X4.1 X4.2 Y1 Y2 Y3 Y4 Y5

1 2 3 4 4 5 18 5 4 4 5 5 23 4 4 4 12 4 5 9 5 4 4 3 3 19

2 4 4 3 3 3 17 5 5 5 3 3 21 3 3 3 9 5 4 9 4 4 3 3 3 17

3 3 3 4 5 5 20 5 5 5 5 5 25 5 5 4 14 3 3 6 5 5 4 4 3 21

4 2 3 3 3 5 16 5 4 4 3 3 19 5 5 3 13 4 4 8 3 3 4 4 5 19

5 3 3 4 4 5 19 2 3 4 4 5 18 3 3 3 9 3 4 7 5 5 4 4 3 21

6 5 4 4 3 2 18 4 4 4 4 4 20 4 4 4 12 4 3 7 4 4 3 3 3 17

7 5 4 4 4 3 19 5 5 4 4 3 21 4 4 4 12 4 4 8 3 3 4 4 5 19

8 2 3 4 4 5 18 2 2 3 3 3 13 4 4 4 12 5 5 10 2 2 3 3 3 13

9 5 5 5 3 3 21 4 4 4 4 4 20 5 5 5 15 3 4 7 4 4 4 4 4 20

10 5 4 4 3 3 19 5 5 5 5 5 25 3 3 3 9 4 4 8 5 4 4 3 3 19

11 3 3 4 4 4 18 4 4 3 3 3 17 3 3 2 8 5 5 10 5 3 2 2 2 14

12 4 3 3 3 2 15 4 3 3 3 2 15 3 3 3 9 5 5 10 3 3 3 3 3 15

13 4 4 3 3 3 17 5 4 4 5 5 23 3 5 5 13 4 5 9 5 4 4 3 3 19

14 3 3 3 3 3 15 3 3 3 3 4 16 5 5 3 13 3 3 6 4 4 4 4 4 20

15 2 3 4 4 5 18 3 2 2 2 2 11 4 4 3 11 4 4 8 2 3 4 4 5 18

16 4 4 4 4 4 20 4 4 4 4 4 20 5 5 5 15 3 3 6 4 4 4 4 4 20

17 4 4 3 3 3 17 5 5 5 5 5 25 2 2 2 6 3 4 7 5 4 4 3 3 19

18 5 3 2 2 2 14 3 3 4 5 5 19 3 3 3 9 4 3 7 4 4 3 3 3 17

19 3 4 4 4 5 19 4 4 4 4 4 20 5 5 3 13 5 5 10 4 4 3 5 5 21

20 4 3 2 4 5 18 5 4 4 5 5 23 5 3 2 10 5 5 10 3 3 3 3 4 16

TOTAL X3
GRATIS ONGKIR

TOTAL X4
KEPUTUSAN PEMBELIAN

TOTAL YNO REPONDEN
BRAND AMBASSADOR

TOTAL X1
KUALITAS PRODUK

TOTAL X2
DISKON
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X1.1 X1.2 X1.3 X1.4 X1.5 X2.1 X2.2 X2.3 X2.4 X2.5 X3.1 X3.2 X3.3 X4.1 X4.2 Y1 Y2 Y3 Y4 Y5

21 2 2 3 3 4 16 5 5 5 5 5 25 5 5 5 15 5 4 9 3 2 2 2 2 11

22 4 3 3 3 2 15 3 3 3 3 3 15 4 4 4 12 4 4 8 5 3 2 2 2 14

23 5 4 4 5 5 23 3 3 3 3 4 16 4 4 4 12 3 3 6 3 3 4 5 5 19

24 5 5 5 4 3 22 5 3 2 2 2 14 5 4 4 13 4 4 8 2 3 4 4 5 18

25 3 3 3 3 4 16 4 4 3 3 3 17 4 5 5 14 5 4 9 3 2 2 2 2 11

26 5 4 4 3 3 19 2 3 4 4 5 18 4 4 5 13 5 5 10 5 5 5 3 3 21

27 5 5 5 4 3 21 2 3 3 4 4 16 3 3 3 9 4 4 8 4 4 3 4 4 19

28 3 4 3 4 5 19 5 4 4 5 5 23 3 4 4 11 4 4 8 3 3 3 3 4 16

29 5 4 4 3 2 18 3 3 3 3 4 16 3 4 3 10 3 4 7 2 2 3 3 3 13

30 3 4 5 5 5 22 3 3 3 3 3 15 3 3 3 9 4 3 7 4 4 3 3 3 17

31 4 4 4 4 4 20 5 5 4 4 3 21 4 4 4 12 4 5 9 5 5 4 4 3 21

32 4 4 4 4 4 20 4 4 3 5 5 21 5 5 5 15 4 4 8 5 4 4 3 3 19

33 4 5 5 4 3 21 5 5 5 5 5 25 4 4 3 11 4 4 8 5 4 4 3 3 19

34 5 4 4 3 2 18 3 2 2 2 2 11 3 3 3 9 5 4 9 4 4 4 4 4 20

35 4 4 4 4 4 20 5 4 4 5 5 23 3 3 3 9 5 5 10 4 4 3 3 3 17

36 3 4 4 5 5 21 5 5 4 4 3 21 3 3 3 9 4 4 8 5 5 4 4 3 21

37 2 2 3 4 5 16 5 5 5 5 5 25 4 4 4 12 5 5 10 5 4 4 3 3 19

38 2 4 5 4 3 18 4 4 3 4 4 19 4 4 4 12 5 5 10 2 2 3 3 3 13

39 4 4 3 4 5 19 2 3 4 4 5 18 5 5 5 15 4 5 9 2 3 4 4 5 18

40 4 4 4 3 3 18 4 4 4 4 4 20 4 4 4 12 3 3 6 4 4 4 4 4 20

41 2 3 4 4 5 18 5 5 5 3 3 21 4 4 4 12 4 4 8 4 4 3 3 3 17

42 5 3 2 2 2 14 2 2 3 3 3 13 4 4 4 12 3 3 6 5 4 4 3 3 19

43 5 5 3 4 5 22 4 4 4 4 4 20 5 5 5 15 4 3 7 4 4 4 4 4 20

44 2 2 3 3 3 13 5 5 5 5 5 25 3 3 3 9 3 4 7 2 2 3 3 3 13

45 2 2 3 4 5 16 3 3 3 4 4 17 3 3 2 8 5 5 10 4 4 3 3 3 17

DISKON
NO REPONDEN

BRAND AMBASSADOR
TOTAL X1

KUALITAS PRODUK
TOTAL X2 TOTAL X3

GRATIS ONGKIR
TOTAL X4

KEPUTUSAN PEMBELIAN
TOTAL Y
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X1.1 X1.2 X1.3 X1.4 X1.5 X2.1 X2.2 X2.3 X2.4 X2.5 X3.1 X3.2 X3.3 X4.1 X4.2 Y1 Y2 Y3 Y4 Y5

46 4 4 4 4 4 20 3 3 3 3 3 15 3 3 3 9 5 5 10 3 3 3 3 3 15

47 3 3 3 4 4 17 5 4 4 5 5 23 4 4 5 13 5 4 9 5 4 4 5 5 23

48 5 4 4 3 4 19 2 2 3 4 5 16 5 4 4 13 4 4 8 4 4 3 5 5 21

49 4 4 5 4 3 19 2 2 2 2 3 11 4 4 3 11 3 3 6 2 3 4 4 5 18

50 4 2 3 4 5 18 4 4 4 4 4 20 5 5 5 15 4 4 8 5 4 4 3 3 19

51 5 5 5 3 3 21 5 5 5 5 5 25 2 2 2 6 4 5 9 4 4 4 4 4 20

52 4 4 4 4 4 20 5 4 4 3 4 19 4 4 4 12 5 5 10 2 2 3 4 5 16

53 4 5 5 4 3 21 4 4 4 4 4 20 5 5 5 15 4 4 8 5 5 5 3 3 21

54 4 4 4 4 4 20 5 5 5 4 4 23 3 4 4 11 5 5 10 5 4 4 3 3 19

55 2 2 3 4 5 16 5 5 5 5 5 25 3 3 3 9 3 4 7 2 2 2 2 3 11

56 4 3 3 4 5 19 3 3 3 3 3 15 3 3 3 9 3 3 6 4 4 3 3 3 17

57 5 5 3 5 4 21 2 2 3 4 5 16 3 3 3 9 4 5 9 2 3 4 4 5 18

58 5 4 4 3 4 19 5 3 2 2 2 14 4 4 4 12 3 4 7 5 3 2 2 2 14

59 3 4 3 4 4 18 3 3 3 4 4 17 4 4 4 12 5 5 10 4 4 3 3 3 17

60 4 4 3 4 5 19 2 3 4 4 5 18 5 5 5 15 5 5 10 2 3 4 4 5 18

61 5 5 4 3 4 21 2 2 3 4 5 16 3 3 3 9 4 5 9 4 4 3 3 3 17

62 3 2 4 5 4 18 5 4 4 5 5 23 2 3 3 8 4 4 8 4 4 3 2 5 18

63 3 4 2 4 5 18 2 2 3 4 5 16 3 3 3 9 5 5 10 2 2 3 4 5 16

64 5 4 3 5 4 21 4 4 4 4 4 20 4 5 4 13 4 3 7 4 4 4 4 4 20

65 4 4 4 4 4 20 5 5 5 5 5 25 5 4 4 13 5 5 10 4 4 4 4 4 20

66 4 3 4 4 5 19 3 3 3 4 4 17 4 4 3 11 5 5 10 4 4 3 3 3 17

TOTAL X3
GRATIS ONGKIR

TOTAL X4
KEPUTUSAN PEMBELIAN

TOTAL Y
DISKON

NO REPONDEN
BRAND AMBASSADOR

TOTAL X1
KUALITAS PRODUK

TOTAL X2
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X1.1 X1.2 X1.3 X1.4 X1.5 X2.1 X2.2 X2.3 X2.4 X2.5 X3.1 X3.2 X3.3 X4.1 X4.2 Y1 Y2 Y3 Y4 Y5

67 5 4 3 5 5 22 3 3 3 3 3 15 4 4 4 12 4 5 9 5 4 4 3 3 19

68 4 4 4 4 4 20 5 4 4 5 5 23 3 3 3 9 4 4 8 3 5 3 5 5 21

69 5 5 3 4 4 21 2 2 3 4 5 16 3 4 4 11 3 3 6 4 4 4 4 4 20

70 3 3 4 4 4 18 2 2 2 2 3 11 5 5 5 15 4 3 7 5 4 4 3 3 19

71 5 3 4 4 4 21 4 4 4 4 4 20 4 3 4 11 3 3 6 4 4 4 4 4 20

72 5 2 3 4 5 19 5 5 5 5 5 25 2 3 5 10 4 4 8 4 4 3 3 3 17

73 3 3 3 3 3 15 3 3 3 3 3 15 3 3 3 9 5 5 10 3 3 3 3 3 15

74 5 4 4 3 2 18 2 2 3 4 5 16 4 4 4 12 5 5 10 2 3 3 3 5 16

75 4 5 4 4 2 19 5 3 2 2 2 14 5 5 5 15 4 4 8 2 3 4 4 5 18

76 4 4 4 4 4 20 3 2 3 4 5 17 4 3 4 11 4 4 8 5 5 5 5 5 25

77 5 5 5 4 4 23 2 3 4 4 5 18 3 3 3 9 4 4 8 2 2 2 2 3 11

78 3 5 3 5 5 21 2 3 3 3 5 16 3 3 3 9 5 4 9 4 3 2 5 4 18

79 4 4 4 4 4 20 3 5 3 5 5 21 5 5 5 15 4 5 9 5 4 4 3 3 19

80 3 3 3 3 3 15 2 2 3 3 3 13 2 2 2 6 4 4 8 5 3 2 2 2 14

81 2 4 3 4 5 18 4 4 4 4 4 20 3 3 3 9 3 3 6 4 4 4 4 4 20

82 5 4 3 4 3 19 2 2 3 4 5 16 3 4 4 11 4 4 8 5 4 4 3 3 19

83 2 3 3 3 5 16 2 2 2 2 3 11 4 3 3 10 5 5 10 5 3 2 2 2 14

DISKON
NO REPONDEN

BRAND AMBASSADOR
TOTAL X1

KUALITAS PRODUK
TOTAL X2 TOTAL X3

GRATIS ONGKIR
TOTAL X4

KEPUTUSAN PEMBELIAN
TOTAL Y
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X1.1 X1.2 X1.3 X1.4 X1.5 X2.1 X2.2 X2.3 X2.4 X2.5 X3.1 X3.2 X3.3 X4.1 X4.2 Y1 Y2 Y3 Y4 Y5

84 3 3 4 3 4 17 4 4 4 4 4 20 3 3 3 9 5 5 10 3 3 3 3 3 15

85 3 2 3 4 5 17 5 5 5 5 5 25 4 4 4 12 4 3 7 5 5 5 5 5 25

86 4 5 4 3 3 19 4 4 2 4 5 19 3 3 3 9 3 4 7 4 4 3 3 3 17

87 4 4 2 4 5 19 4 4 4 4 4 20 4 3 4 11 5 5 10 4 4 4 4 4 20

88 5 4 3 3 4 19 3 3 4 3 4 17 5 5 5 15 4 4 8 5 4 4 3 3 19

89 3 4 2 4 5 18 2 3 4 4 5 18 3 4 4 11 4 5 9 2 2 2 2 3 11

90 4 5 4 3 3 19 2 2 3 4 5 16 3 4 3 10 4 4 8 2 2 3 4 5 16

91 2 3 4 4 5 18 5 5 5 4 4 23 3 3 3 9 4 4 8 4 4 4 5 5 21

92 4 3 4 3 4 18 2 2 3 4 5 16 4 4 4 12 4 4 8 2 2 3 4 5 16

93 4 4 4 4 4 20 3 3 3 3 3 15 5 5 5 15 5 4 9 3 4 2 4 5 18

94 3 3 3 4 4 17 4 4 4 4 4 20 4 3 4 11 5 5 10 4 4 4 4 4 20

95 2 3 3 3 5 16 4 4 4 5 5 21 3 3 3 9 4 4 8 4 4 4 5 5 21

96 5 3 2 2 2 14 2 2 3 3 3 13 3 3 3 9 4 4 8 2 2 3 3 3 13

97 4 4 4 5 5 21 4 4 4 4 4 20 3 3 3 9 4 4 8 4 4 4 4 4 20

98 5 4 2 4 4 19 3 4 2 4 5 18 4 4 4 12 5 5 10 2 3 4 4 5 18

99 4 4 4 4 4 20 4 4 4 4 4 20 4 4 4 12 4 5 9 4 4 4 4 4 20

100 5 5 5 5 5 25 5 5 5 5 5 25 5 5 5 15 4 3 7 5 5 5 5 5 25

TOTAL X3
GRATIS ONGKIR

TOTAL X4
KEPUTUSAN PEMBELIAN

TOTAL Y
DISKON

NO REPONDEN
BRAND AMBASSADOR

TOTAL X1
KUALITAS PRODUK

TOTAL X2
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Lampiran 4 Data Interval 

Frequencies 

 

Statistics 

 JENIS KELAMIN USIA DOMISILI 

N Valid 100 100 100 

Missing 0 0 0 

 

Frequency Table 

 

JENIS KELAMIN 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Laki-Laki 11 11.0 11.0 11.0 

Perempuan 89 89.0 89.0 100.0 

Total 100 100.0 100.0  

 

 

USIA 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 21-23 tahun 67 67.0 67.0 67.0 

24-27 tahun 23 23.0 23.0 90.0 

28-30 tahun 10 10.0 10.0 100.0 

Total 100 100.0 100.0  

 

 

DOMISILI 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Luar Surabaya 36 36.0 36.0 36.0 

Surabaya 64 64.0 64.0 100.0 

Total 100 100.0 100.0  
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Deskriptif Statistik 

Descriptive Statistics 

 N Range Minimum Maximum Mean 

Std. 

Deviation Variance 

X1.1 100 3.00 2.00 5.00 3.7400 1.03763 1.077 

X1.2 100 3.00 2.00 5.00 3.6900 .84918 .721 

X1.3 100 3.00 2.00 5.00 3.5900 .79258 .628 

X1.4 100 3.00 2.00 5.00 3.7900 .69078 .477 

X1.5 100 3.00 2.00 5.00 3.9300 .98734 .975 

X2.1 100 3.00 2.00 5.00 3.6500 1.17529 1.381 

X2.2 100 3.00 2.00 5.00 3.5600 1.02809 1.057 

X2.3 100 3.00 2.00 5.00 3.6200 .88512 .783 

X2.4 100 3.00 2.00 5.00 3.8600 .88785 .788 

X2.5 100 3.00 2.00 5.00 4.1000 .94815 .899 

X3.1 100 3.00 2.00 5.00 3.7500 .86894 .755 

X3.2 100 3.00 2.00 5.00 3.7800 .82364 .678 

X3.3 100 3.00 2.00 5.00 3.6900 .86100 .741 

X4.1 100 2.00 3.00 5.00 4.1300 .70575 .498 

X4.2 100 2.00 3.00 5.00 4.1700 .72551 .526 

Y.1 100 3.00 2.00 5.00 3.7500 1.10440 1.220 

Y.2 100 3.00 2.00 5.00 3.5800 .85493 .731 

Y.3 100 3.00 2.00 5.00 3.4700 .77140 .595 

Y.4 100 3.00 2.00 5.00 3.4700 .83430 .696 

Y.5 100 3.00 2.00 5.00 3.6700 .95405 .910 

Valid N 

(listwise) 

100 
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Lampiran 5 Hasil Output SPSS 

UJI VALIDITAS 

1. Uji Validitas Variabel Brand Ambassador (X1) 

 

Correlations 

 X1.1 X1.2 X1.3 X1.4 X1.5 TOTAL 

X1.1 Pearson Correlation 1 .777
**

 .466
**

 .638
**

 .584
**

 .893
**

 

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

N 100 100 100 100 100 100 

X1.2 Pearson Correlation .777
**

 1 .203
*
 .513

**
 .700

**
 .843

**
 

Sig. (2-tailed) .000  .043 .000 .000 .000 

N 100 100 100 100 100 100 

X1.3 Pearson Correlation .466
**

 .203
*
 1 .344

**
 .178 .537

**
 

Sig. (2-tailed) .000 .043  .000 .077 .000 

N 100 100 100 100 100 100 

X1.4 Pearson Correlation .638
**

 .513
**

 .344
**

 1 .527
**

 .786
**

 

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

N 100 100 100 100 100 100 

X1.5 Pearson Correlation .584
**

 .700
**

 .178 .527
**

 1 .793
**

 

Sig. (2-tailed) .000 .000 .077 .000  .000 

N 100 100 100 100 100 100 

TOTA

L 

Pearson Correlation .893
**

 .843
**

 .537
**

 .786
**

 .793
**

 1 

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

N 100 100 100 100 100 100 

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

*. Correlation is significant at the 0.05 level (2-tailed). 
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2. Uji Validitas Variabel Kualitas Produk (X2) 

Correlations 

 X2.1 X2.2 X2.3 X2.4 X2.5 TOTAL 

X2.1 Pearson Correlation 1 .849
**

 .589
**

 .398
**

 .014 .752
**

 

Sig. (2-tailed)  .000 .000 .000 .893 .000 

N 100 100 100 100 100 100 

X2.2 Pearson Correlation .849
**

 1 .769
**

 .574
**

 .232
*
 .883

**
 

Sig. (2-tailed) .000  .000 .000 .020 .000 

N 100 100 100 100 100 100 

X2.3 Pearson Correlation .589
**

 .769
**

 1 .690
**

 .467
**

 .877
**

 

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

N 100 100 100 100 100 100 

X2.4 Pearson Correlation .398
**

 .574
**

 .690
**

 1 .833
**

 .856
**

 

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

N 100 100 100 100 100 100 

X2.5 Pearson Correlation .014 .232
*
 .467

**
 .833

**
 1 .601

**
 

Sig. (2-tailed) .893 .020 .000 .000  .000 

N 100 100 100 100 100 100 

TOTA

L 

Pearson Correlation .752
**

 .883
**

 .877
**

 .856
**

 .601
**

 1 

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

N 100 100 100 100 100 100 

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

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

 

3. Uji Validitas Variabel Diskon (X3) 

Correlations 

 X3.1 X3.2 X3.3 TOTAL 

X3.1 Pearson Correlation 1 .812
**

 .638
**

 .899
**

 

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

N 100 100 100 100 

X3.2 Pearson Correlation .812
**

 1 .772
**

 .945
**

 

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

N 100 100 100 100 
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X3.3 Pearson Correlation .638
**

 .772
**

 1 .884
**

 

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

N 100 100 100 100 

TOTAL Pearson Correlation .899
**

 .945
**

 .884
**

 1 

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

N 100 100 100 100 

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

 

4. Uji Validitas Variabel Gratis Ongkir (X4) 

Correlations 

 X4.1 X4.2 TOTAL 

X4.1 Pearson Correlation 1 .667
**

 .910
**

 

Sig. (2-tailed)  .000 .000 

N 100 100 100 

X4.2 Pearson Correlation .667
**

 1 .915
**

 

Sig. (2-tailed) .000  .000 

N 100 100 100 

TOTAL Pearson Correlation .910
**

 .915
**

 1 

Sig. (2-tailed) .000 .000  

N 100 100 100 

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

 

5. Uji Validitas Variabel Keputusan Pembelian (Y) 

Correlations 

 Y.1 Y.2 Y.3 Y.4 Y.5 TOTAL 

Y.1 Pearson Correlation 1 .501
**

 .326
**

 .398
**

 .436
**

 .652
**

 

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

N 100 100 100 100 100 100 

Y.2 Pearson Correlation .501
**

 1 .478
**

 .515
**

 .743
**

 .827
**

 

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

N 100 100 100 100 100 100 

Y.3 Pearson Correlation .326
**

 .478
**

 1 .865
**

 .415
**

 .816
**

 

Sig. (2-tailed) .001 .000  .000 .000 .000 
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N 100 100 100 100 100 100 

Y.4 Pearson Correlation .398
**

 .515
**

 .865
**

 1 .416
**

 .841
**

 

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

N 100 100 100 100 100 100 

Y.5 Pearson Correlation .436
**

 .743
**

 .415
**

 .416
**

 1 .754
**

 

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

N 100 100 100 100 100 100 

TOTAL Pearson Correlation .652
**

 .827
**

 .816
**

 .841
**

 .754
**

 1 

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

N 100 100 100 100 100 100 

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

 

 

UJI RELIABILITAS 

1. Realibilitas Variabel Brand Ambassador (X1) 

Case Processing Summary 

 N % 

Cases Valid 100 100.0 

Excluded
a
 0 .0 

Total 100 100.0 

a. Listwise deletion based on all variables 

in the procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.831 5 
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2. Realibilitas Variabel Kualitas Produk (X2) 

Case Processing Summary 

 N % 

Cases Valid 100 100.0 

Excluded
a
 0 .0 

Total 100 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.847 5 

 

3. Realibilitas Variabel Diskon (X3) 

Case Processing Summary 

 N % 

Cases Valid 100 100.0 

Excluded
a
 0 .0 

Total 100 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.894 3 
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4. Realibilitas Variabel Gratis Ongkir (X4) 

Case Processing Summary 

 N % 

Cases Valid 100 100.0 

Excluded
a
 0 .0 

Total 100 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.800 2 

 

5. Realibilitas Variabel Keputusan Pembelian (Y) 

Case Processing Summary 

 N % 

Cases Valid 100 100.0 

Excluded
a
 0 .0 

Total 100 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.839 5 
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UJI ASUMSI KLASIK 

Uji Normalitas 

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardized 

Residual 

N 100 

Normal Parameters
a,b

 Mean .0000000 

Std. Deviation 1.58159635 

Most Extreme Differences Absolute .058 

Positive .058 

Negative -.055 

Test Statistic .058 

Asymp. Sig. (2-tailed) .200
c,d

 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

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

Coefficients
a
 

Model 

Collinearity 

Statistics 

Toleran

ce VIF 

1 (Constant)   

Brand 

Ambassador 

.947 1.056 

Kualitas 

Produk 

.994 1.006 

Diskon .959 1.042 

Gratis Ongkir .987 1.013 

a. Dependent Variable: Keputusan Pembelian 
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Uji Heteroskedastisitas – Rank Spearman 

Correlations 

 X1 X2 X3 X4 

Unstandar

dized 

Residual 

Spearman's 

rho 

X1 Correlation 

Coefficient 

1.000 .052 .153 -.122 -.075 

Sig. (2-tailed) . .608 .127 .225 .456 

N 100 100 100 100 100 

X2 Correlation 

Coefficient 

.052 1.000 .036 -.011 .061 

Sig. (2-tailed) .608 . .724 .911 .547 

N 100 100 100 100 100 

X3 Correlation 

Coefficient 

.153 .036 1.000 -.056 .007 

Sig. (2-tailed) .127 .724 . .582 .947 

N 100 100 100 100 100 

X4 Correlation 

Coefficient 

-.122 -.011 -.056 1.000 -.028 

Sig. (2-tailed) .225 .911 .582 . .785 

N 100 100 100 100 100 

Unstandardized 

Residual 

Correlation 

Coefficient 

-.075 .061 .007 -.028 1.000 

Sig. (2-tailed) .456 .547 .947 .785 . 

N 100 100 100 100 100 
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UJI HIPOTESIS 

Regression  

Variables Entered/Removeda 

Model 

Variables 

Entered 

Variables 

Removed Method 

1 Gratis Ongkir, 

Kualitas Produk, 

Diskon, Brand 

Ambassador
b
 

. Enter 

a. Dependent Variable: Keputusan Pembelian 

b. All requested variables entered. 

 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardiz

ed 

Coefficien

ts 

t Sig. 

Collinearity 

Statistics 

B 

Std. 

Error Beta 

Toleran

ce VIF 

1 (Constant) 11.914 2.030  5.869 .000   

Brand 

Ambassador 

.252 .076 .283 3.299 .001 .947 1.056 
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Kualitas 

Produk 

.139 .042 .279 3.321 .001 .994 1.006 

Diskon .199 .071 .238 2.789 .006 .959 1.042 

Gratis Ongkir -.361 .125 -.243 -2.886 .005 .987 1.013 

a. Dependent Variable: Keputusan Pembelian 

 

Koefisien Determinasi (R²) 

Model Summary
b
 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .580
a
 .336 .308 1.61455 

a. Predictors: (Constant), Gratis Ongkir, Kualitas Produk, Diskon, Brand 

Ambassador 

b. Dependent Variable: Keputusan Pembelian 

 

 

Uji T (Parsial) 

Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardiz

ed 

Coefficien

ts 

t Sig. B 

Std. 

Error Beta 

1 (Constant) 11.914 2.030  5.869 .000 

Brand 

Ambassador 

.252 .076 .283 3.299 .001 

Kualitas 

Produk 

.139 .042 .279 3.321 .001 

Diskon .199 .071 .238 2.789 .006 

Gratis Ongkir -.361 .125 -.243 -2.886 .005 

a. Dependent Variable: Keputusan Pembelian 
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Uji F (Simultan) 

ANOVA
a
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 125.267 4 31.317 12.014 .000
b
 

Residual 247.643 95 2.607   

Total 372.910 99    

a. Dependent Variable: Keputusan Pembelian 

b. Predictors: (Constant), Gratis Ongkir, Kualitas Produk, Diskon, Brand Ambassador 
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Lampiran 6 Tabel Bimbingan 
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Lampiran 7 Hasil Plagiasi 
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BAB I PENDAHULUAN 1.1. Latar Belakang Kemajuan teknologi pada 

zaman sekarang ini sudah berkembang secara signifikan, dan internet 

ialah contoh utamanya. Istilah Internet merupakan akronim atau 

singkatan dari frasa international network, yang diartikan sebagai 

jaringan komputer yang sangat besar di mana setiap komputer terdiri 

asal banyak jaringan kecil yang saling berhubungan (Alghifari, A.f., dan 

Rahayu, 2021). Pada awalnya internet hanya bisa diakses oleh 

beberapa kelompok saja, tetapi saat ini hampir seluruh kelompok 

merasakan efeknya. Internet sudah menjadi kebutuhan utama 

masyarakat saat ini.  
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Lampiran 8 Sertifikat Conference 

 


