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Sekarang)  
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Lampiran 2 Kuesioner Penelitian 

“Pengaruh Terpaan Iklan Tokopedia di Youtube Terhadap Minat Beli 

Mahasiswa Manajamen Fakultas Ekonomi Dan Bisnis Universitas 

Hasanuddin” 

 

Kepada 

Yth,.............. 

Bapak/Ibu/Saudara/i 

Di Tempat 

Perkenalkan saya Gatanius Raja Panjaitan Mahasiswa jurusan 

Manajemen Universitas Hasanuddin Angkatan 2018 saat ini sedang melakukan 

penelitian tentang, Pengaruh Terpan Iklan Tokopedia Melalui Youtube Terhadap 

Minat Beli Mahasiswa Manajemen Fakultas Ekonomi Dan Bisnis Universitas 

Hasanuddin. Oleh karena itu, untuk keperluan data penelitian saya memohon 

kesedian saudara/I yang berstatus sebagai mahasiswa Manajemen Fakultas 

Ekonomi dan Bisnis Univesitas Hasanuddin untuk mengisi dan menjawab 

kuisioner penelitian ini. Jawaban saudara/i sangat peneliti butuhkan untuk 

menyelesaikan skripsi sebagai salah satu syarat untuk memperoleh gelar sarjana. 

Terima kasih atas partisipasinya  

 

1. Identitas Responden  

a. Nama:  

b. Usia:  

c. Jenis Kelamin:  

d. Angkatan:  

 



 
 

 

2. SCREENING  

a. Apakah anda menggunakan media sosial youtube?  

o Iya  

o Tidak  

b. Pernah melihat tayangan Iklan Tokopedia Kebut Gopay Oktober yang 

diperankan oleh BTS di youtube?  

o Pernah (Silahkan dilanjutkan)  

o Tidak pernah  

KETERANGAN ALTERNATIF JAWABAN: 

5 = Sangat Setuju (SS) 

4 = Setuju (S) 

3 = Netral (N) 

2 = Tidak Setuju (TS) 

1 = Sangat Tidak Setuju (STS) 

Terpaan Iklan (X) 

Pertanyaan 

Alternatif Jawaban 

SS S N TS SS 

Saya sering menyaksikan iklan Tokopedia 

di Youtube 

     

Iklan Tokopedia Kebut Gopay Oktober di 

youtube lebih sering tayang dibandingkan 

iklan e-commerce lainnya 

     

Penulisan kalimat yang ditayangkan pada 

iklan Tokopedia di youtube mudah dibaca 

     

Tangline Iklan Tokopedia di youtube 

sangat mudah diingat 

     

BTS sebagai endorse Iklan Tokopedia 

Kebut Gopay Oktober dapat diandalkan 

     



 
 

 

dalam menarik perhatian khalayak 

Iklan Tokopedia Kebut Gopay Oktober di 

youtube menampilkan alur cerita yang 

bagus dan menarik untuk disaksikan 

     

Bahasa yang digunakan dalam iklan 

Tokopedia Kebut Gopay Oktober di 

Youtube sangat mudah dimengerti 

     

Saya menyaksikan tayangan Iklan 

Tokopedia Kebut Gopay Oktober di 

youtube hingga selesai 

     

Iklan Tokopedia Kebut Gopay Oktober di 

youtube yang berdurasi 16 detik 

merangkum informasi yang dibutuhkan 

khalaya 

     

 

Minat Beli (Y) 

Pertanyaan 

Alternatif Jawaban 

SS S N TS SS 

Saya menaruh minat untuk berbelanja di 

ecommerce Tokopedia 

     

Saya berminat untuk menggunakan 

produk - produk yang ditawarkan 

Tokopedia 

     

Tokopedia dapat direkomendasikan 

karena kemudahan transaksi yang 

ditawarkan 

     

Tokopedia dapat direkomendasikan 

karena harga produknya yang terjangkau 

     

Tokopedia adalah pilihan utama saya 

dalam berbelanja online 

     

Saya menyaksikan tayangan Iklan 

Tokopedia Kebut Gopay Oktober di 

     



 
 

 

youtube hingga selesai 

Saya pernah mencari Informasi harga dan 

kualitas produk shopee di internet atau di 

media lainnya 

     

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

 

Lampiran 3 Data Penelitian 

Tabulasi Data 

A. Terpaan Iklan Tokopedia di Youtube (X) 

No 
Terpaan Iklan Tokopedia di Youtube 

Total 
X1 X2 X3 X4 X5 X6 X7 X8 X9 

1 3 4 3 3 3 4 3 3 3 29 

2 3 3 3 4 3 4 3 4 3 30 

3 3 3 3 3 3 3 3 3 3 27 

4 3 3 3 3 3 3 3 3 3 27 

5 2 3 2 2 3 3 3 2 2 22 

6 2 2 3 3 2 2 2 2 2 20 

7 2 3 3 3 2 2 2 3 3 23 

8 3 3 3 3 3 3 3 3 4 28 

9 3 3 3 3 3 3 3 3 3 27 

10 4 4 4 3 4 3 4 3 4 33 

11 3 4 3 3 3 3 3 3 3 28 

12 3 4 3 3 3 4 3 4 3 30 

13 3 3 3 3 3 3 3 3 3 27 

14 2 3 2 3 2 2 2 3 2 21 

15 2 2 2 2 2 2 2 2 2 18 

16 3 2 3 2 3 3 2 2 2 22 

17 3 3 3 3 3 3 3 3 3 27 

18 3 3 3 3 3 3 3 3 3 27 

19 3 3 3 3 3 3 3 3 3 27 

20 4 4 4 5 4 4 3 4 3 35 

21 3 3 3 3 3 4 3 4 3 29 

22 3 3 3 3 3 3 3 3 3 27 

23 3 4 3 4 3 4 3 4 3 31 

24 3 3 3 3 3 3 3 3 3 27 

25 3 4 4 4 4 3 3 4 4 33 

26 4 4 4 4 4 4 4 4 3 35 

27 3 4 4 3 3 3 3 4 3 30 

28 4 5 5 4 4 4 4 5 4 39 

29 4 4 4 4 5 5 4 4 5 39 

30 4 5 5 4 4 4 4 4 5 39 

31 4 4 4 4 4 4 4 4 4 36 

32 4 4 5 4 4 4 5 5 4 39 

33 4 4 4 5 4 5 4 4 5 39 

34 4 4 4 4 4 4 4 4 4 36 

35 3 3 3 3 3 3 3 3 3 27 



 
 

 

36 4 3 4 4 3 3 3 3 3 30 

37 3 2 3 3 2 2 3 3 3 24 

38 2 3 3 3 3 2 2 3 2 23 

39 2 2 3 3 2 3 2 3 3 23 

40 3 3 3 3 3 3 3 3 3 27 

41 2 3 2 3 2 2 3 2 2 21 

42 3 3 3 3 3 3 3 3 3 27 

43 4 4 3 4 3 3 3 4 3 31 

44 3 3 3 3 3 3 3 3 3 27 

45 3 4 3 4 3 3 3 4 4 31 

46 4 4 4 4 4 3 3 4 4 34 

47 3 3 4 4 3 4 4 4 4 33 

48 3 4 4 4 4 4 4 4 3 34 

49 4 4 4 5 4 4 4 5 4 38 

50 4 4 4 4 4 4 4 4 4 36 

51 3 4 4 4 3 3 3 4 3 31 

52 5 4 5 4 4 4 4 5 4 39 

53 3 4 3 4 3 3 4 4 4 32 

54 3 3 3 4 4 4 3 4 3 31 

55 4 3 3 3 3 3 3 3 3 28 

56 4 4 4 4 4 4 4 4 4 36 

57 4 4 4 4 4 4 4 4 4 36 

58 3 4 3 4 4 4 4 4 4 34 

59 3 4 3 3 3 3 3 3 3 28 

60 2 3 2 3 3 3 3 3 3 25 

61 2 3 2 2 2 3 2 2 3 21 

62 2 2 2 2 2 2 2 2 2 18 

63 2 3 2 3 3 3 2 3 2 23 

64 3 3 3 3 3 3 3 3 3 27 

65 2 3 3 3 3 3 3 2 2 24 

66 3 3 3 3 3 3 3 3 3 27 

67 4 4 3 4 3 4 4 3 3 32 

68 3 3 3 3 3 3 3 3 3 27 

69 2 2 3 2 2 3 2 3 3 22 

70 3 3 3 3 3 4 3 4 4 30 

71 3 3 3 4 3 4 4 4 4 32 

72 4 4 4 4 4 5 4 5 5 39 

73 5 4 4 5 4 5 5 4 5 41 

74 5 5 4 5 4 5 4 5 4 41 

75 5 5 5 5 5 5 5 5 5 45 

76 4 4 4 4 4 4 4 5 5 38 

77 4 4 4 4 4 4 4 4 4 36 



 
 

 

78 4 4 5 4 4 4 4 5 4 38 

79 4 3 4 3 4 4 4 4 4 34 

80 5 4 5 4 4 4 5 4 4 39 

81 4 4 4 4 4 4 4 4 4 36 

82 4 5 4 4 4 5 5 5 4 40 

83 4 5 4 4 5 4 5 4 5 40 

84 4 4 4 4 4 4 4 4 4 36 

85 4 4 4 3 4 3 4 4 3 33 

86 3 3 3 3 4 3 4 3 4 30 

87 3 4 4 3 4 4 4 4 4 34 

88 4 4 4 3 4 4 4 3 3 33 

89 3 3 3 3 3 3 3 3 3 27 

90 3 3 3 3 4 3 3 4 3 29 

 

B. Minat Beli Mahasiswa Manajemen FEB UNHAS 

No 
Minat Beli 

Total 
Y1 Y2 Y3 Y4 Y5 Y6 Y7 

1 3 4 3 3 4 4 4 25 

2 4 3 4 4 4 4 3 26 

3 4 4 4 4 3 3 4 26 

4 3 4 4 3 3 3 4 24 

5 3 3 3 3 3 3 3 21 

6 3 3 2 3 3 2 3 19 

7 2 3 2 2 2 3 3 17 

8 3 3 3 3 3 3 3 21 

9 2 3 3 3 3 3 2 19 

10 3 3 3 3 3 3 3 21 

11 3 4 4 3 4 3 4 25 

12 3 3 3 3 3 3 3 21 

13 4 4 4 4 3 3 4 26 

14 4 4 4 4 4 4 4 28 

15 3 3 3 3 3 3 3 21 

16 3 3 3 3 3 4 3 22 

17 3 2 3 3 3 2 3 19 

18 3 3 3 3 3 3 3 21 

19 3 4 3 3 3 4 4 24 

20 3 3 3 3 3 3 3 21 

21 3 4 3 4 3 4 3 24 

22 3 3 3 3 3 3 3 21 

23 3 4 4 3 4 3 4 25 

24 3 3 3 3 3 3 3 21 



 
 

 

25 3 3 3 4 4 4 3 24 

26 4 4 3 3 3 3 3 23 

27 3 3 3 4 4 3 4 24 

28 4 4 4 4 4 4 4 28 

29 4 4 4 5 5 4 5 31 

30 5 5 4 5 5 4 5 33 

31 4 5 5 4 4 5 5 32 

32 4 5 4 5 5 5 4 32 

33 4 5 5 5 4 4 4 31 

34 5 4 5 5 4 5 4 32 

35 4 4 4 4 5 5 5 31 

36 4 4 4 4 4 4 4 28 

37 3 3 3 3 3 3 3 21 

38 3 3 4 3 4 4 3 24 

39 3 2 3 3 3 3 2 19 

40 3 3 2 3 3 3 2 19 

41 3 3 3 3 3 3 3 21 

42 3 2 2 3 3 2 3 18 

43 3 3 2 3 2 3 2 18 

44 2 3 2 3 3 3 3 19 

45 3 4 3 4 3 4 3 24 

46 4 3 4 3 4 3 4 25 

47 4 3 3 3 4 4 4 25 

48 4 4 4 4 4 4 4 28 

49 4 4 4 4 4 4 4 28 

50 4 3 4 3 4 4 4 26 

51 4 4 4 4 4 4 4 28 

52 4 4 4 4 4 4 4 28 

53 4 4 4 3 4 3 4 26 

54 3 3 4 4 3 4 3 24 

55 3 3 4 4 4 4 4 26 

56 4 4 3 4 3 4 4 26 

57 4 4 4 4 4 4 4 28 

58 4 4 4 4 4 4 4 28 

59 3 3 3 3 3 3 3 21 

60 3 3 3 3 3 3 3 21 

61 3 3 3 4 3 4 3 23 

62 2 2 2 2 2 2 2 14 

63 3 3 2 3 2 3 2 18 

64 2 2 2 3 3 3 3 18 

65 3 3 3 3 3 3 3 21 

66 3 3 2 3 2 3 3 19 



 
 

 

67 3 3 3 3 3 3 3 21 

68 3 4 4 4 3 4 3 25 

69 3 3 3 3 3 3 3 21 

70 3 4 4 4 4 4 3 26 

71 3 4 3 4 4 4 3 25 

72 4 4 3 3 3 4 3 24 

73 4 4 4 4 4 4 4 28 

74 5 5 4 4 4 5 4 31 

75 4 5 4 4 4 5 5 31 

76 5 4 4 5 5 5 5 33 

77 5 5 5 4 4 5 4 32 

78 4 4 4 4 4 4 4 28 

79 4 5 4 5 4 4 5 31 

80 4 5 5 5 5 4 5 33 

81 4 4 4 4 4 4 4 28 

82 5 4 4 5 4 5 4 31 

83 5 5 5 5 5 4 4 33 

84 4 4 4 4 4 4 4 28 

85 4 5 4 5 4 4 4 30 

86 4 4 4 4 4 4 4 28 

87 3 4 3 3 3 3 4 23 

88 3 3 3 3 3 3 3 21 

89 3 4 3 4 4 4 4 26 

90 4 3 3 4 4 4 4 26 

 

 

 

 

 

 

 

 

 

 

 



 
 

 

Frequencies 
Variabel Terpaan iklan tokopedia di youtube (X) 

 

X1 X2 X3 X4 X5 X6 X7 X8 X9 

Terpaan 

Iklan 

Tokopedia 

di Youtube 

N Valid 90 90 90 90 90 90 90 90 90 90 

Missing 0 0 0 0 0 0 0 0 0 0 

Mean 3.29 3.49 3.41 3.46 3.34 3.44 3.36 3.54 3.39 30.72 

Std. Error of 

Mean 

.084 .078 .080 .076 .076 .081 .083 .085 .085 .635 

Range 3 3 3 3 3 3 3 3 3 27 

Minimum 2 2 2 2 2 2 2 2 2 18 

Maximum 5 5 5 5 5 5 5 5 5 45 

Sum 296 314 307 311 301 310 302 319 305 2765 

 

X1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 14 15.6 15.6 15.6 

3 41 45.6 45.6 61.1 

4 30 33.3 33.3 94.4 

5 5 5.6 5.6 100.0 

Total 90 100.0 100.0  

 

X2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 7 7.8 7.8 7.8 

3 38 42.2 42.2 50.0 

4 39 43.3 43.3 93.3 

5 6 6.7 6.7 100.0 

Total 90 100.0 100.0  

 

X3 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 8 8.9 8.9 8.9 

3 44 48.9 48.9 57.8 



 
 

 

4 31 34.4 34.4 92.2 

5 7 7.8 7.8 100.0 

Total 90 100.0 100.0  

 

X4 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 6 6.7 6.7 6.7 

3 43 47.8 47.8 54.4 

4 35 38.9 38.9 93.3 

5 6 6.7 6.7 100.0 

Total 90 100.0 100.0  

 

X5 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 10 11.1 11.1 11.1 

3 42 46.7 46.7 57.8 

4 35 38.9 38.9 96.7 

5 3 3.3 3.3 100.0 

Total 90 100.0 100.0  

 

X6 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 8 8.9 8.9 8.9 

3 41 45.6 45.6 54.4 

4 34 37.8 37.8 92.2 

5 7 7.8 7.8 100.0 

Total 90 100.0 100.0  

 

X7 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 11 12.2 12.2 12.2 

3 42 46.7 46.7 58.9 

4 31 34.4 34.4 93.3 

5 6 6.7 6.7 100.0 

Total 90 100.0 100.0  



 
 

 

 

X8 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 8 8.9 8.9 8.9 

3 35 38.9 38.9 47.8 

4 37 41.1 41.1 88.9 

5 10 11.1 11.1 100.0 

Total 90 100.0 100.0  

 

X9 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 10 11.1 11.1 11.1 

3 43 47.8 47.8 58.9 

4 29 32.2 32.2 91.1 

5 8 8.9 8.9 100.0 

Total 90 100.0 100.0  

 

 

Frequencies 

Variabel Minat beli (Y) 

 Y1 Y2 Y3 Y4 Y5 Y6 Y7 

Minat 

Beli 

N Valid 90 90 90 90 90 90 90 90 

Missing 0 0 0 0 0 0 0 0 

Mean 3.48 3.60 3.44 3.61 3.53 3.61 3.54 24.82 

Std. Error of Mean .076 .082 .082 .077 .076 .077 .079 .474 

Range 3 3 3 3 3 3 3 19 

Minimum 2 2 2 2 2 2 2 14 

Maximum 5 5 5 5 5 5 5 33 

Sum 313 324 310 325 318 325 319 2234 

 

Y1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 5 5.6 5.6 5.6 

3 44 48.9 48.9 54.4 

4 34 37.8 37.8 92.2 



 
 

 

5 7 7.8 7.8 100.0 

Total 90 100.0 100.0  

 

Y2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 5 5.6 5.6 5.6 

3 37 41.1 41.1 46.7 

4 37 41.1 41.1 87.8 

5 11 12.2 12.2 100.0 

Total 90 100.0 100.0  

 

Y3 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 10 11.1 11.1 11.1 

3 36 40.0 40.0 51.1 

4 38 42.2 42.2 93.3 

5 6 6.7 6.7 100.0 

Total 90 100.0 100.0  

 

Y4 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 2 2.2 2.2 2.2 

3 42 46.7 46.7 48.9 

4 35 38.9 38.9 87.8 

5 11 12.2 12.2 100.0 

Total 90 100.0 100.0  

 

Y5 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 5 5.6 5.6 5.6 

3 39 43.3 43.3 48.9 

4 39 43.3 43.3 92.2 

5 7 7.8 7.8 100.0 

Total 90 100.0 100.0  



 
 

 

 

Y6 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 4 4.4 4.4 4.4 

3 36 40.0 40.0 44.4 

4 41 45.6 45.6 90.0 

5 9 10.0 10.0 100.0 

Total 90 100.0 100.0  

 

Y7 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2 6 6.7 6.7 6.7 

3 37 41.1 41.1 47.8 

4 39 43.3 43.3 91.1 

5 8 8.9 8.9 100.0 

Total 90 100.0 100.0  

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

 

LAMPIRAN 4 Hasil Uji Instrumen Penelitian  

CORRELATIONS VALIDITAS X 

 

X1 X2 X3 X4 X5 X6 X7 X8 X9 

Terpaan 

Iklan 

Tokopedi

a di 

Youtube 

X1 Pearson 

Correlation 

1 .712** .819** .726** .783** .726** .806** .712** .718** .893** 

Sig. (2-

tailed) 
 

.000 .000 .000 .000 .000 .000 .000 .000 .000 

N 90 90 90 90 90 90 90 90 90 90 

X2 Pearson 

Correlation 

.712** 1 .697** .716** .756** .684** .745** .734** .661** .852** 

Sig. (2-

tailed) 

.000 
 

.000 .000 .000 .000 .000 .000 .000 .000 

N 90 90 90 90 90 90 90 90 90 90 

X3 Pearson 

Correlation 

.819** .697** 1 .677** .761** .645** .749** .762** .708** .869** 

Sig. (2-

tailed) 

.000 .000 
 

.000 .000 .000 .000 .000 .000 .000 

N 90 90 90 90 90 90 90 90 90 90 

X4 Pearson 

Correlation 

.726** .716** .677** 1 .667** .707** .684** .783** .680** .844** 

Sig. (2-

tailed) 

.000 .000 .000 
 

.000 .000 .000 .000 .000 .000 

N 90 90 90 90 90 90 90 90 90 90 

X5 Pearson 

Correlation 

.783** .756** .761** .667** 1 .757** .815** .714** .736** .889** 

Sig. (2-

tailed) 

.000 .000 .000 .000 
 

.000 .000 .000 .000 .000 

N 90 90 90 90 90 90 90 90 90 90 

X6 Pearson 

Correlation 

.726** .684** .645** .707** .757** 1 .764** .747** .739** .862** 

Sig. (2-

tailed) 

.000 .000 .000 .000 .000 
 

.000 .000 .000 .000 

N 90 90 90 90 90 90 90 90 90 90 

X7 Pearson 

Correlation 

.806** .745** .749** .684** .815** .764** 1 .701** .778** .898** 



 
 

 

Sig. (2-

tailed) 

.000 .000 .000 .000 .000 .000 
 

.000 .000 .000 

N 90 90 90 90 90 90 90 90 90 90 

X8 Pearson 

Correlation 

.712** .734** .762** .783** .714** .747** .701** 1 .742** .879** 

Sig. (2-

tailed) 

.000 .000 .000 .000 .000 .000 .000 
 

.000 .000 

N 90 90 90 90 90 90 90 90 90 90 

X9 Pearson 

Correlation 

.718** .661** .708** .680** .736** .739** .778** .742** 1 .864** 

Sig. (2-

tailed) 

.000 .000 .000 .000 .000 .000 .000 .000 
 

.000 

N 90 90 90 90 90 90 90 90 90 90 

Terpaan 

Iklan 

Tokopedia 

di Youtube 

Pearson 

Correlation 

.893** .852** .869** .844** .889** .862** .898** .879** .864** 1 

Sig. (2-

tailed) 

.000 .000 .000 .000 .000 .000 .000 .000 .000 
 

N 90 90 90 90 90 90 90 90 90 90 

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

Correlations Validitas Variabel (Y) 

 Y1 Y2 Y3 Y4 Y5 Y6 Y7 Minat Beli 

Y1 Pearson 

Correlation 

1 .685** .735** .719** .691** .676** .695** .861** 

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

N 90 90 90 90 90 90 90 90 

Y2 Pearson 

Correlation 

.685** 1 .723** .714** .626** .694** .724** .859** 

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

N 90 90 90 90 90 90 90 90 

Y3 Pearson 

Correlation 

.735** .723** 1 .701** .751** .662** .713** .878** 

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

N 90 90 90 90 90 90 90 90 

Y4 Pearson 

Correlation 

.719** .714** .701** 1 .739** .726** .656** .870** 

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

N 90 90 90 90 90 90 90 90 



 
 

 

Y5 Pearson 

Correlation 

.691** .626** .751** .739** 1 .675** .784** .871** 

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

N 90 90 90 90 90 90 90 90 

Y6 Pearson 

Correlation 

.676** .694** .662** .726** .675** 1 .615** .835** 

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

N 90 90 90 90 90 90 90 90 

Y7 Pearson 

Correlation 

.695** .724** .713** .656** .784** .615** 1 .860** 

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

N 90 90 90 90 90 90 90 90 

Minat 

Beli 

Pearson 

Correlation 

.861** .859** .878** .870** .871** .835** .860** 1 

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

N 90 90 90 90 90 90 90 90 

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

 

Reliability 

Variabel Terpaan iklan tokopedia di youtube (X) 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.793 10 

 

 

Reliability 

Variabel Minat beli (Y) 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.802 8 

 

 

 



 
 

 

LAMPIRAN 5. Hasil Pengujian 

Regression 

1. Koefisien determinan (R2) 

                                       Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .718a .515 .510 3.147 

a. Predictors: (Constant), Terpaan Iklan Tokopedia di Youtube 

b. Dependent Variable: Minat Beli 

 

2. Uji Autokorelasi 

 

                                       Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate Durbin-Watson 

1 .718a .515 .510 3.147 1.300 

a. Predictors: (Constant), Terpaan Iklan Tokopedia di Youtube 

b. Dependent Variable: Minat Beli 

  

3. Uji Regresi sederhana 

                                                                  Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

B Std. Error Beta 

1 (Constant) 8.371 1.734  

Terpaan Iklan Tokopedia di 

Youtube 

.535 .055 .718 

a. Dependent Variable: Minat Beli 

 

4. Uji Parsial (Uji T) 

                                                                  Coefficientsa 

Model t Sig. 

1 (Constant) 4.828 .000 

Terpaan Iklan Tokopedia di 

Youtube 

9.667 .000 

a. Dependent Variable: Minat Beli 

 

 



 
 

 

5. Uji multikolonearitas 

                                                                  Coefficientsa 

Model 

Collinearity Statistics 

Tolerance VIF 

1 (Constant)   

Terpaan Iklan Tokopedia di 

Youtube 

1.000 1.000 

a. Dependent Variable: MinatBeli 

 

 

Correlations 

1. Analisis korelasi 

Correlations 

 

Terpaan Iklan 

Tokopedia di 

Youtube Minat Beli 

Terpaan Iklan Tokopedia di 

Youtube 

Pearson Correlation 1 .718** 

Sig. (2-tailed)  .000 

N 90 90 

Minat Beli Pearson Correlation .718** 1 

Sig. (2-tailed) .000  

N 90 90 

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

 

2. Uji Asimsi Klasik  

a. Uji normalitas 

 



 
 

 

 

 
 

 

 

b. Uji heteroskodastisitas 

 
 

 

 

 


