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LAMPIRAN F 

Olah Data SPSS 

 

A. Identitas Responden 

Gender 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid Laki-laki 77 29.8 29.8 29.8 

Perempuan 181 70.2 70.2 100.0 

Total 258 100.0 100.0  

 

Umur 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid < 15 Tahun 17 6.6 6.6 6.6 

15 - 19 Tahun 24 9.3 9.3 15.9 

20 - 24 Tahun 53 20.5 20.5 36.4 

25 - 29 Tahun 40 15.5 15.5 51.9 

30 - 34 Tahun 56 21.7 21.7 73.6 

35 - 39 Tahun 25 9.7 9.7 83.3 

40 - 44 Tahun 19 7.4 7.4 90.7 

> 45 Tahun 24 9.3 9.3 100.0 

Total 258 100.0 100.0  
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Lama Mengenal Shopee 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid < 1 Tahun 43 16.7 16.7 16.7 

1 - 2 Tahun 127 49.2 49.2 65.9 

2 - 3 Tahun 66 25.6 25.6 91.5 

4 - 5 Tahun 19 7.4 7.4 98.8 

> 5 Tahun 3 1.2 1.2 100.0 

Total 258 100.0 100.0  

 

$Alasan Frequencies 

 

Responses Percent of 

Cases N Percent 

alasan menggunakana Terdapat banyak pilihan 

produk yang ditawarkan 

135 32.7% 52.3% 

Penawaran menarik berupa 

potongan harga atau diskon 

168 40.7% 65.1% 

Terdapat cashback 

pembelian 

50 12.1% 19.4% 

Berbelanja online mudah 

untuk dilakukan 

60 14.5% 23.3% 

Total 413 100.0% 160.1% 

a. Group 

 

 

$Media Frequencies 

 

Responses Percent of 

Cases N Percent 

Media Komunikasia Televisi 77 28.0% 29.8% 

Smartphone 193 70.2% 74.8% 

Komputer / Laptop 5 1.8% 1.9% 

Total 275 100.0% 106.6% 

a. Group 
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$Platform Frequencies 

 

Responses Percent of 

Cases N Percent 

platform memperoleh 

informasia 

Aplikasi Shopee 127 40.1% 49.2% 

Platform media sosial 

(Instagram, Twitter, Tik Tok, 

dll) 

78 24.6% 30.2% 

Youtube 23 7.3% 8.9% 

Siaran TV 72 22.7% 27.9% 

Informasi melalui keluarga / 

teman/ kerabat 

17 5.4% 6.6% 

Total 317 100.0% 122.9% 

a. Group 

 

 

B. Ragam Sales Promotion Produk di Marketplace Shopee 

 

$Ragam Promosi Shopee Frequencies 

 

Responses Percent of 

Cases N Percent 

Ragam Promosi yang 

Menarik Perhatian 

Hari Belanja Online Nasional 

(Harbolnas) seperti 12.12 

134 23.8% 51.9% 

Fitur gratis ongkir (COD / 

Shopeepay / Bank) 

194 34.5% 75.2% 

Voucher Cashback 53 9.4% 20.5% 

Diskon (midnight sale, 

program diskon besar-

besaran, big brands rush 

hour, murah  lebay) 

67 11.9% 26.0% 

Flash Sale 51 9.1% 19.8% 

Buy 1 Get 1 (BOGO) 44 7.8% 17.1% 

Hadiah gratis (free gift) 9 1.6% 3.5% 

Shopee Live (Diskon khusus 

streaming) 

11 2.0% 4.3% 

Total 563 100.0% 218.2% 

a. Group 
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$Kategori Produk Frequencies 

 

Responses Percent of 

Cases N Percent 

kategori produk yang dibeli 

di Shopeea 

Makanan & Minuman 63 11.2% 24.4% 

Fashion 155 27.5% 60.1% 

Perlengkapan rumah 61 10.8% 23.6% 

Kesehatan & Kecantikan 64 11.3% 24.8% 

Elektronik & Fotografi 48 8.5% 18.6% 

Hobi & Alat Tulis 31 5.5% 12.0% 

Pulsa & E-Voucher 26 4.6% 10.1% 

Olahraga & Otomotif 50 8.9% 19.4% 

Aksesoris 66 11.7% 25.6% 

Total 564 100.0% 218.6% 

a. Group 

 

 

 

C. Tingkat Perilaku Membeli Konsumen Kelurahan Maradekaya Utara Kota 

Makassar di Marketplace Shopee 

 

BiayaBelanja 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid < Rp 50.000 per bulan 14 5.4 5.4 5.4 

Rp 50.000 - Rp 100.000 per 

bulan 

58 22.5 22.5 27.9 

Rp 101.000 - Rp 150.000 

per bulan 

59 22.9 22.9 50.8 

Rp 151.000 - Rp 200.000 

per bulan 

78 30.2 30.2 81.0 

Rp 201.000 - Rp 250.000 

per bulan 

21 8.1 8.1 89.1 

Rp 251.000 - Rp 300.000 

per bulan 

13 5.0 5.0 94.2 

> Rp 300.000 per bulan 15 5.8 5.8 100.0 

Total 258 100.0 100.0  
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Belanja Mingguan 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 - 2 kali/minggu 193 74.8 74.8 74.8 

3 - 4 kali/minggu 52 20.2 20.2 95.0 

4 - 5 kali/minggu 9 3.5 3.5 98.4 

> 5 kali/minggu 4 1.6 1.6 100.0 

Total 258 100.0 100.0  

 

 

Belanja Bulanan 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 1 - 2 kali/bulan 154 59.7 59.7 59.7 

3 - 4 kali/bulan 74 28.7 28.7 88.4 

4 - 5 kali/bulan 22 8.5 8.5 96.9 

> 5 kali/bulan 8 3.1 3.1 100.0 

Total 258 100.0 100.0  

 

D. Pengaruh Antara Sales Promotion Penjualan Produk yang Dipasarkan di 

Marketplace Shopee Terhadap Perilaku Membeli Konsumen Kelurahan 

Maradekaya Utara Kota Makassar 

 

Correlations 

 Pengaruh 

Perilaku 

Membeli 

Pengaruh Pearson Correlation 1 .431** 

Sig. (2-tailed)  .000 

N 258 258 

Perilaku Membeli Pearson Correlation .431** 1 

Sig. (2-tailed) .000  

N 258 258 

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

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .422a .178 .175 4.01549 

a. Predictors: (Constant), Pengaruh Sales Promotion (X) 

 

 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 25.194 2.342  10.756 .000 

Pengaruh Sales 

Promotion (X) 

1.070 .144 .422 7.454 .000 

a. Dependent Variable: Minat Beli Konsumen (Y) 

 

 

E. Uji Validitas Variabel X 
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F. Uji Validitas Variabel Y 

 

Correlations 

 Y1 Y2 Y3 Y4 Y5 Y6 Y7 Y8 Y9 

Y1 Pearson 

Correlation 

1 .513** .570** .366** .329** .241** .306** .243** .141* 

Sig. (2-tailed)  .000 .000 .000 .000 .000 .000 .000 .024 

N 258 258 258 258 258 258 258 258 258 

Y2 Pearson 

Correlation 

.513** 1 .405** .338** .210** .317** .196** .115 .167*

* 

Sig. (2-tailed) .000  .000 .000 .001 .000 .002 .066 .007 

N 258 258 258 258 258 258 258 258 258 

Y3 Pearson 

Correlation 

.570** .405** 1 .372** .434** .278** .400** .152* .271*

* 

Sig. (2-tailed) .000 .000  .000 .000 .000 .000 .015 .000 

N 258 258 258 258 258 258 258 258 258 

Y4 Pearson 

Correlation 

.366** .338** .372** 1 .424** .413** .391** .213** .177*

* 

Sig. (2-tailed) .000 .000 .000  .000 .000 .000 .001 .004 

N 258 258 258 258 258 258 258 258 258 

Y5 Pearson 

Correlation 

.329** .210** .434** .424** 1 .460** .512** .045 .335*

* 

Sig. (2-tailed) .000 .001 .000 .000  .000 .000 .475 .000 

N 258 258 258 258 258 258 258 258 258 

Y6 Pearson 

Correlation 

.241** .317** .278** .413** .460** 1 .454** .184** .291*

* 

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

N 258 258 258 258 258 258 258 258 258 

Y7 Pearson 

Correlation 

.306** .196** .400** .391** .512** .454** 1 .219** .395*

* 

Sig. (2-tailed) .000 .002 .000 .000 .000 .000  .000 .000 

N 258 258 258 258 258 258 258 258 258 

Y8 Pearson 

Correlation 

.243** .115 .152* .213** .045 .184** .219** 1 .244*

* 

Sig. (2-tailed) .000 .066 .015 .001 .475 .003 .000  .000 

N 258 258 258 258 258 258 258 258 258 
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Y9 Pearson 

Correlation 

.141* .167** .271** .177** .335** .291** .395** .244** 1 

Sig. (2-tailed) .024 .007 .000 .004 .000 .000 .000 .000  

N 258 258 258 258 258 258 258 258 258 

Y10 Pearson 

Correlation 

.327** .266** .256** .271** .252** .427** .337** .246** .352*

* 

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

N 258 258 258 258 258 258 258 258 258 

Y11 Pearson 

Correlation 

.274** .089 .332** .115 .182** .119 .345** .207** .392*

* 

Sig. (2-tailed) .000 .154 .000 .064 .003 .057 .000 .001 .000 

N 258 258 258 258 258 258 258 258 258 

Y12 Pearson 

Correlation 

.313** .265** .270** .250** .223** .361** .273** .020 .209*

* 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .751 .001 

N 258 258 258 258 258 258 258 258 258 

Y13 Pearson 

Correlation 

.212** .185** .219** .144* .165** .152* .186** .233** .136* 

Sig. (2-tailed) .001 .003 .000 .020 .008 .014 .003 .000 .028 

N 258 258 258 258 258 258 258 258 258 

TOTAL

.Y 

Pearson 

Correlation 

.633** .519** .646** .578** .592** .611** .663** .459** .561*

* 

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

N 258 258 258 258 258 258 258 258 258 

 

Correlations 

 Y10 Y11 Y12 Y13 TOTAL.Y 

Y1 Pearson 

Correlation 

.327** .274** .313** .212** .633** 

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

N 258 258 258 258 258 

Y2 Pearson 

Correlation 

.266** .089 .265** .185** .519** 

Sig. (2-tailed) .000 .154 .000 .003 .000 

N 258 258 258 258 258 

Y3 Pearson 

Correlation 

.256** .332** .270** .219** .646** 

Sig. (2-tailed) .000 .000 .000 .000 .000 
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N 258 258 258 258 258 

Y4 Pearson 

Correlation 

.271** .115 .250** .144* .578** 

Sig. (2-tailed) .000 .064 .000 .020 .000 

N 258 258 258 258 258 

Y5 Pearson 

Correlation 

.252** .182** .223** .165** .592** 

Sig. (2-tailed) .000 .003 .000 .008 .000 

N 258 258 258 258 258 

Y6 Pearson 

Correlation 

.427** .119 .361** .152* .611** 

Sig. (2-tailed) .000 .057 .000 .014 .000 

N 258 258 258 258 258 

Y7 Pearson 

Correlation 

.337** .345** .273** .186** .663** 

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

N 258 258 258 258 258 

Y8 Pearson 

Correlation 

.246** .207** .020 .233** .459** 

Sig. (2-tailed) .000 .001 .751 .000 .000 

N 258 258 258 258 258 

Y9 Pearson 

Correlation 

.352** .392** .209** .136* .561** 

Sig. (2-tailed) .000 .000 .001 .028 .000 

N 258 258 258 258 258 

Y10 Pearson 

Correlation 

1 .408** .344** .176** .628** 

Sig. (2-tailed)  .000 .000 .005 .000 

N 258 258 258 258 258 

Y11 Pearson 

Correlation 

.408** 1 .244** .222** .551** 

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

N 258 258 258 258 258 

Y12 Pearson 

Correlation 

.344** .244** 1 .312** .537** 

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

N 258 258 258 258 258 
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Y13 Pearson 

Correlation 

.176** .222** .312** 1 .479** 

Sig. (2-tailed) .005 .000 .000  .000 

N 258 258 258 258 258 

TOTAL.Y Pearson 

Correlation 

.628** .551** .537** .479** 1 

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

N 258 258 258 258 258 

 

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

*. Correlation is significant at the 0.05 level (2-tailed). 
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G. Uji Realibilitas Variabel X 

      Reliability Statistics 

Cronbach's 

Alpha N of Items 

.715 5 

 

H. Uji Realibilitas Variabel Y 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.821 13 

 

 

 

 


