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Alamat  : Btp Blok H Baru No.649 

Nama Ayah : Ruslin 

Nama Ibu : Irawati 

Riwayat Pendidikan, 

1. SDN 29 Bajo 

2. SMP Negeri 1 Bajo 

3. SMA Negeri 2 Belopa 

4. Universitas Hasanuddin 

 



LAMPIRAN 2 

KUESIONER PENELITIAN 

EFEKTIVITAS INSTAGRAM @INFOKOTABELOPA SEBAGAI 

LAYANAN INFORMASI PUBLIK DI KABUPATEN LUWU 

1. Nama : 

2. Usia : 

3. Jenis kelamin : 

a. Laki-laki 

b. Perempuan 

4. Pekerjaan:  

 

Petunjuk Pengisian : 

 Berilah tanda (×) pada jawaban yang anda pilih 

 Diharapkan pertanyaan dijawab dan tidak ada yang terlewatkan 

 Pilihlah jawaban yang anda anggap paling sesuai dengan keadaan 

sebenarnya 

 Adapun alternatif jawabannya adalah: 

 

STS = Sangat Tidak Setuju  S  = Setuju 

TS = Tidak Setuju   SS  = Sangat Setuju 

RG = Ragu-ragu 

 

No Pertanyaan STS TS RG S SS 

 Dimensi Emphaty      

5 Saya menyukai akun Instagram 

@infokotabelopa karena berisi 

informasi yang bermanfaat 

     

6 Penggunaan bahasa yang 

digunakan akun Instagram 

@infokotabelopa pada deskripsi  

mudah dimengerti 

     

7 Akun Instagram @infokotabelopa 

merupakan media yang tepat 

sebagai layanan informasi bagi 

publik  

     

 Dimensi Persuation      

8 Informasi dalam akun Instagram 

@infokotabelopa merupakan 
     



informasi yang dapat dipercaya 

oleh public 

9 Isi informasi yang disajikan akun 

Instagram @infokotabelopa sudah 

sesuai dan berdasarkan fakta yang 

ada 

     

10 Saya meninggalkan komentar 

pada akun Instagram 

@infokotabelopa 

     

 Dimensi Impact      

11 Informasi yang disampaikan akun 

@infokotabelopa dikemas secara 

menarik sehingga tampil beda dan 

mudah diingat 

     

12 Akun Instagram @infokotabelopa 

lengkap dalam update informasi 

     

13 Akun Instagram @infokotabelopa 

memberikan pengetahuan 

barumelalui pesan atau informasi 

yang disampaikan 

     

 Dimensi Communication      

14 Informasi yang disampaikan akun 

Instagram @infokotabelopa dapat 

dipahami 

     

15 Postingan akun @infokotabelopa 

selalu memaparkan informasi 

dengan jelas 

     

16 Saya terkesan dengan foto, video, 

dan caption yang diunggah dalan 

akun Instagram @infokotabelopa 

     

 

17. Apa kritik anda terhadap Instagram @infokotabelopa ? 

 

 

 

18. Apa saran anda terhadap Instagram @infokotabelopa ? 

 



LAMPIRAN 3 

Uji Realibilitas Emphaty 

 

Case Processing Summary 

 N % 

Cases Valid 342 100.0 

Excluded
a
 0 .0 

Total 342 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 

 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.874 3 

 

 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

VAR00001 8.0088 1.141 .774 .814 

VAR00002 8.0322 1.099 .795 .793 

VAR00003 8.0760 .956 .729 .866 

 

Uji Realibilitas Persuasion 

 

Case Processing Summary 

 N % 

Cases Valid 342 100.0 

Excluded
a
 0 .0 

Total 342 100.0 

a. Listwise deletion based on all variables in the 

procedure. 



 

  Reliability Statistics 

Cronbach's 

Alpha N of Items 

.772 3 

 
 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

VAR00001 6.8977 2.157 .702 .629 

VAR00002 6.9444 2.135 .740 .601 

VAR00003 7.6667 1.507 .518 .916 

 

Uji Realibilitas Impact 

 

Case Processing Summary 

 N % 

Cases Valid 342 100.0 

Excluded
a
 0 .0 

Total 342 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 
 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.841 3 

 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

VAR00001 7.4825 1.582 .765 .720 

VAR00002 7.2953 1.910 .655 .830 

VAR00003 7.5614 1.473 .716 .777 



 

Uji Realibilitas Communication 

 

Case Processing Summary 

 N % 

Cases Valid 342 100.0 

Excluded
a
 0 .0 

Total 342 100.0 

a. Listwise deletion based on all variables in the 

procedure. 

 
 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.792 3 

 
 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale Variance 

if Item Deleted 

Corrected Item-

Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

VAR00001 7.6257 1.150 .742 .648 

VAR00002 7.6637 1.104 .747 .630 

VAR00003 8.0146 .836 .535 .928 

 

 

 

 

 

 

 

 



LAMPIRAN 4 

Uji Validitas Emphaty 

 

Correlations 

 VAR00001 VAR00002 VAR00003 Total 

VAR00001 Pearson Correlation 1 .763
**
 .671

**
 .893

**
 

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

N 342 342 342 342 

VAR00002 Pearson Correlation .763
**
 1 .698

**
 .906

**
 

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

N 342 342 342 342 

VAR00003 Pearson Correlation .671
**
 .698

**
 1 .895

**
 

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

N 342 342 342 342 

Total Pearson Correlation .893
**
 .906

**
 .895

**
 1 

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

N 342 342 342 342 

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

 

Uji Validitas Persuasion 

 

Correlations 

 VAR00001 VAR00002 VAR00003 Total 

VAR00001 Pearson Correlation 1 .845
**
 .479

**
 .849

**
 

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

N 342 342 342 342 

VAR00002 Pearson Correlation .845
**
 1 .516

**
 .868

**
 

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

N 342 342 342 342 

VAR00003 Pearson Correlation .479
**
 .516

**
 1 .847

**
 

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

N 342 342 342 342 

Total Pearson Correlation .849
**
 .868

**
 .847

**
 1 

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

N 342 342 342 342 

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



Uji Validitas Impact 

 

Correlations 

 VAR00001 VAR00002 VAR00003 Total 

VAR00001 Pearson Correlation 1 .640
**
 .713

**
 .900

**
 

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

N 342 342 342 342 

VAR00002 Pearson Correlation .640
**
 1 .576

**
 .827

**
 

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

N 342 342 342 342 

VAR00003 Pearson Correlation .713
**
 .576

**
 1 .890

**
 

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

N 342 342 342 342 

Total Pearson Correlation .900
**
 .827

**
 .890

**
 1 

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

N 342 342 342 342 

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

 

Uji Validitas Communication 

 

Correlations 

 VAR00001 VAR00002 VAR00003 Total 

VAR00001 Pearson Correlation 1 .867
**
 .511

**
 .868

**
 

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

N 342 342 342 342 

VAR00002 Pearson Correlation .867
**
 1 .522

**
 .876

**
 

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

N 342 342 342 342 

VAR00003 Pearson Correlation .511
**
 .522

**
 1 .846

**
 

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

N 342 342 342 342 

Total Pearson Correlation .868
**
 .876

**
 .846

**
 1 

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

N 342 342 342 342 

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