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Appendix 1 Biography

Personal Information

Full Name : Andi Arie Surya Wibowo
Place, Date of birth

Gender . Laki-Laki

Address

Phone number : 08

Email : @gmail.com

Educational Background

2007 — 2013 : SD

2013 — 2016 : SMP

2016 — 2019 : SMA

2019 — Now : Hasanuddin University
Organizational Background

1.-

2.-

Makassar, 09 July 2024

Andi Arie Surya Wibowo
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Appendix 2 Research Questionnaire

RESEARCH QUESTIONNAIRE
Respectfully, introduce my name Andi Arie Surya Wibowo, Management
Student of the Faculty of Economics and Business, Hasanuddin University
Period 2017, please be willing to fill out this research questionnaire with an
objective assessment. Relative data will be kept confidential and only used for
academic research purposes. The information you provide is very helpful in
completing this research. For your willingness and participation in filling out this

guestionnaire, | would like to thank you

Makassar, 24 June 2024

Andi Arie Surya Wibow

RESPONDENT IDENTITIES

Name

Gender

Age

INSTRUCTIONS FOR FILLING OUT THE QUESTIONNAIRE

Answer the following statement according to your opinion by marking (V) the
options available.

SDA = Strongly Disagree diberi skor =1

DA = Disagree diberi skor = 2
N = Neutral diberi skor =3
A = Agree diberi skor = 4

SA = Strongly Disagree  diberi skor =5
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RESEARCH QUESTIONNAIRE

Brand Image Variable

NO Question SCORE

1 | Makassar Super Meatballs is one of the |[ SDA[DA [N [A [ SA |
businesses that | trust and like
compared to others

2 | People's responses to Super Makassar || SDA[DA|[N A [SA]
Meatballs are very good

3 | Ilove the products produced from | SDA[DA[N |A [SA |

Makassar Super Meatballs

Social Media Marketing Variable

NO Question SCORE

1 | The interaction built by Bakso Super | SDA|DA|[N |A |SA|
Makassar with customers is very good
on social media

2 | The message conveyed by Bakso | SDA[DA[N |A [SA|
Super Makassar on social media is
very credible and trustworthy

3 | I always share information with my |SDA|DA [N [A [SA|
friends and family through social media
about Makassar Super Meatballs

4 |l always see promotions carried outby || SDA[DA|N |A | SA|

Bakso Super Makassar on social
media

Purchase Decision Variable

NO Question SCORE

1 | I'know clearly why | bought products || SDA]DA[N [A [SA]
from Bakso Super Makassar

2 | Super Makassar Meatballs display |SDA[DA[N [A [SA]|
information aimed at the right product

3 | Super Makassar Meatballs always |SDA[DA[N [A [SA]
display content and open stores at the
right time

4 | Makassar super meatballs have a STS|TS|N [S [SS|

variety of payment methods
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Appendix 3 Data Tabulation
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3

3
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Appendix 4 Data Processing Results

Description of Brand Image Variables X1

Statistics
X1.1 X1.2 X1.3 Brandimage
N Valid 361 361 361 361
Missing 0 0 0 0
Mean 4.16 4.19 4.15 12.51
Std. Error of Mean .036 .038 .038 107
Median 4.00 4.00 4.00 12.00
Mode 4 4 4 12
Std. Deviation .693 716 728 2.024
Variance .480 512 .530 4.095
Minimum 2 2 2 6
Maximum 5 5 5 15
Sum 1502 1514 1499 4515
X1.1
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 4 1.1 1.1 1.1
3 50 13.9 13.9 15.0
4 191 52.9 52.9 67.9
5 116 32.1 32.1 100.0
Total 361 100.0 100.0
X1.2
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 7 1.9 1.9 1.9
3 43 11.9 11.9 13.9
4 184 51.0 51.0 64.8
5 127 35.2 35.2 100.0
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\ \ Total 361 100.0 100.0
X1.3
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 7 1.9 1.9 1.9
3 51 14.1 14.1 16.1
4 183 50.7 50.7 66.8
5 120 33.2 33.2 100.0
Total 361 100.0 100.0

Description of Social Media Marketing Variables X2

Statistics
SosialMediaMark
X2.1 X2.2 X2.3 X2.4 eting
N Valid 361 361 361 361 361
Missing 0 0 0 0 0
Mean 4.19 4.21 4.20 4.24 16.84
Std. Error of Mean .037 .039 .037 .038 141
Median 4.00 4.00 4.00 4.00 16.00
Mode 4 4 4 4 16
Std. Deviation 711 .738 .709 714 2.683
Variance .505 .544 .503 .510 7.198
Minimum 2 2 2 2 8
Maximum 5 5 5 5 20
Sum 1513 1520 1515 1530 6078
X2.1
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 6 1.7 1.7 1.7
3 45 12.5 12.5 14.1
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4 184 51.0 51.0 65.1
5 126 34.9 34.9 100.0
Total 361 100.0 100.0
X2.2
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 6 1.7 1.7 1.7
3 50 13.9 13.9 15.5
4 167 46.3 46.3 61.8
5 138 38.2 38.2 100.0
Total 361 100.0 100.0
X2.3
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 6 1.7 1.7 1.7
3 44 12.2 12.2 13.9
4 184 51.0 51.0 64.8
5 127 35.2 35.2 100.0
Total 361 100.0 100.0
X2.4
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 5 1.4 1.4 1.4
3 44 12.2 12.2 13.6
4 172 47.6 47.6 61.2
5 140 38.8 38.8 100.0
Total 361 100.0 100.0
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Description of Purchase Decision Variables Y

Statistics
KeputusanPembe
Y1 Y2 Y3 Y4
N Valid 361 361 361 361 361
Missing 0 0 0 0 0
Mean 4.29 4.26 4.23 4.23 17.01
Std. Error of Mean .035 .037 .038 .037 137
Median 4.00 4.00 4.00 4.00 16.00
Mode 4 4 4 4 16
Std. Deviation 671 .706 715 707 2.599
Variance .450 .499 511 .500 6.753
Minimum 2 2 2 2 8
Maximum 5 5 5 5 20
Sum 1548 1538 1527 1527 6140
Y1l
Cumulative
Frequency Percent Valid Percent Percent

Valid 2 4 1.1 1.1 1.1

3 32 8.9 8.9 10.0

4 181 50.1 50.1 60.1

5 144 39.9 39.9 100.0

Total 361 100.0 100.0
Y2
Cumulative
Frequency Percent Valid Percent Percent

Valid 2 3 .8 .8 .8

3 46 12.7 12.7 13.6

4 166 46.0 46.0 59.6

5 146 40.4 40.4 100.0

Total 361 100.0 100.0




Y3
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 4 1.1 1.1 1.1
3 48 13.3 13.3 14.4
4 170 47.1 47.1 61.5
5 139 38.5 38.5 100.0
Total 361 100.0 100.0
Y4
Cumulative
Frequency Percent Valid Percent Percent
Valid 2 5 1.4 1.4 1.4
3 43 11.9 11.9 13.3
4 177 49.0 49.0 62.3
5 136 37.7 37.7 100.0
Total 361 100.0 100.0
Validity Test
Brand Image Variable
Correlations
X1.1 X1.2 X1.3 Brandimage
X1.1 Pearson Correlation 1 .817" 877" 947"
Sig. (2-tailed) .000 .000 .000
N 361 361 361 361
X1.2 Pearson Correlation .817" 1 .844™ .937"
Sig. (2-tailed) .000 .000 .000
N 361 361 361 361
X1.3 Pearson Correlation 877" .844™ 1 .959"
Sig. (2-tailed) .000 .000 .000
N 361 361 361 361
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Brandimage Pearson Correlation .947" .937" .959" 1
Sig. (2-tailed) .000 .000 .000
N 361 361 361 361
**_Correlation is significant at the 0.01 level (2-tailed).
Social Media Marketing Variable
Correlations
X2.1 | X2.2 | X2.3 | X2.4 | SosialMediaMarketing
X2.1 Pearson Correlation 1/.839"|.840"|.797" .930"
Sig. (2-tailed) .000| .000| .000 .000
N 361| 361| 361| 361 361
X2.2 Pearson Correlation | .839™ 1|.834"|.838" .941"
Sig. (2-tailed) .000 .000| .000 .000
N 361| 361| 361| 361 361
X2.3 Pearson Correlation | .840™ | .834™ 1|.834" .938"
Sig. (2-tailed) .000| .000 .000 .000
N 361| 361| 361| 361 361
X2.4 Pearson Correlation | .797" | .838™ | .834" 1 .928"
Sig. (2-tailed) .000| .000| .000 .000
N 361| 361| 361| 361 361
SosialMediaMarketing | Pearson Correlation | .930™| .941™ | .938™| .928™ 1
Sig. (2-tailed) .000| .000| .000| .000
N 361| 361| 361| 361 361
**_Correlation is significant at the 0.01 level (2-tailed).
Purchase Decision Variable
Correlations
Y1l Y2 Y3 Y4 | KeputusanPembelian
Y1 Pearson Correlation 1|.797"|.829" | .785" .916™
Sig. (2-tailed) .000| .000| .000 .000
N 361 361| 361| 361 361
Y2 Pearson Correlation 797" 1|.822"|.853" .936"
Sig. (2-tailed) .000 .000| .000 .000
N 361 361| 361| 361 361
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Y3 Pearson Correlation .829"| .822™ 1|.808" .932"
Sig. (2-tailed) .000| .000 .000 .000
N 361| 361| 361| 361 361
Y4 Pearson Correlation .785™| .853™ | .808™ 1 .929"
Sig. (2-tailed) .000| .000| .000 .000
N 361| 361| 361| 361 361
Keputusan | Pearson Correlation .916"|.936" | .932"| .929" 1
Pembelian | Sig. (2-tailed) .000| .000| .000| .000
N 361| 361| 361| 361 361

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

Reliability Test

Brand Image Variable

Reliability Statistics

Cronbach's Alpha

N of ltems

.876

4

Social Media Marketing Variable

Reliability Statistics

Cronbach's Alpha

N of ltems

.848

5

Purchase Decision Variable

Reliability Statistics

Cronbach's Alpha

N of ltems

.847

5
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Coefficient of Determination Test R2

Model Summary®

Model

R

R Square

Adjusted R Square

Std. Error of the Estimate

1

.8432

711

.709

1.402

a. Predictors: (Constant), SosialMediaMarketing, Brandimage

b. Dependent Variable: KeputusanPembelian

Partial Test/ T Test & Simple Linear Regression Test

Coefficients?

Unstandardized Standardized

Coefficients Coefficients
Model B Std. Error Beta t Sig.
1| (Constant) 2.980 .485 6.145 .000
Brandimage .190 .068 .148| 2.796 .005
SosialMediaMarketing .692 .051 .715| 13.519 .000

a. Dependent Variable: KeputusanPembelian
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Appendix 5 Documentation

baksosuper_mks Tkuti Kirim pesan &  ***

356 kiriman 3.688 pengikut 345 diikuti

Bakso Bakar & Goreng Makassar

Ma

Bakso yang #NikmatnyaSuper sejak 2013

100% Halal

Klik link di bawah B untuk pemesanan
0 31

eh __raihan25 dan rifqizutfahmi

Review Testimoni Katering Event Online Delivery Loker

Screenshoot IG Official Bakso Super Makassar
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