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A. Profil responden dan Screening Question

Jawablah pertanyaan dibawah ini dengan memberikan tanda (IT) pada jawaban

yang dianggap sesuai!

1.

B.

Nama

Jurusan/Fakultas
O Manajemen/FEB O Akuntansi/FEB O llmu Ekonomi/FEB

Angkatan

O 2020 O 2021 0O 2022 O 2023
Apakah Anda memiliki akun media sosial?

O lya O Tidak

Apakah Anda memiliki akun pada e-commerce Shopee?
O lya O Tidak

Apakah Anda pernah melihat konten affiliate Shopee di media sosial?
O lya O Tidak

Tanggapan responden

Berikan tanda ticmark (IT) yang menjadi jawaban pilihan Bapak/Ibu/Saudara(i)

pada salah satu keterangan yang ada.

STS

TS

CS

SS

: Sangat Tidak Setuju =1

: Tidak Setuju =2
: Cukup Setuju =3
: Setuju =4

: Sangat Setuju =5



No. Item Pernyataan Jawaban
2 3
Konten affiliate Shopee berisi
1. |. !
informasi yang saya butuhkan.
Konten affiliate Shopee dapat
2. | membantu menyelesaikan masalah
saya akan bagang kebutuhan harian.
3 Konten affiliate Shopee berisi
" | informasi yang rill terkait produk
4 Konten affiliate Shopee menjelaskan
" | kondisi terkini dari suatu produk
5 Konten affiliate Shopee bisa
" | dipercaya
6 Konten affiliate Shopee memberikan
" | manfaat.
7 Informasi atau pesan dari konten
" | affiliate Shopee mudah dipahami.
Huruf atau tulisan pada konten
8. | affiliate Shopee dapat dibaca dengan
jelas.
9 Konten afffiliate Shopee mudah
© | ditemukan.
Konten affiliate Shopee terdapat di
10. . .
beberapa media sosial.
1 Konten affiliate Shopee diperbarui
" | secara berkala.
12 Konten affiliate Shopee di upload
" | konsisten setiap waktu.
Saya mengetahui adanya fitur online
13. | customer review pada e-commerce
Shopee.
14 Menurut saya online customer
" | review suatu produk perlu diketahui.
Saya selalu menggunakan online
15. | customer review di Shopee untuk
memperoleh sumber informasi.
16 Online customer riview di Shopee

berisi informasi yang sangat rinci
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tentang produk atau layanan yang
ditinjau.

17.

Menurut saya online customer
review sangat membantu dalam
membandingkan produk yang sama.

18.

Saya membandingkan beberapa
review konsumen sebelum
menentukan pilihan pembelian.

19.

Online customer review dapat
merekomendasikan produk tertentu.

20.

Online customer review yang positif
membuat saya memilih produk
tertentu.

21.

Setelah melihat iklan di internet saya
tertarik untuk berbelanja online di
Shopee.

22.

Setelah melihat review di internet
saya tertarik berbelanja online di
Shopee.

23.

Saya bersedia merekomendasikan
berbelanja di Shopee kepada orang
lain.

24.

Saya mendapat rekomendasi dari
orang lain untuk berbelanja secara
online di Shopee.

25.

Berbelanja online di Shopee adalah
pilihan utama saya

26.

Saya lebih senang berbelanja online
di Shopee dibandingkan e-commerce
lain.

27.

Saya mencari informasi di situs
belanja online sebelum melakukan
pembelian.

28.

Saya akan mencari tahu barang yang
akan saya beli sebelum melakukan
pembelian
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Lampiran 3

TABULASI KUESIONER

28
27
28
26
29
33
27

32

25
34

33
30
28
35

31

30
27
33
30
30
29
32

33
29
27

25
30
26
26
30
33
32

27
30

X1.1 | X1.2 | X1.3 | X1.4 | X1.5 | X1.6 | X1.7 | X1.8 | X1.9 | X1.10 | X1.11 | X1.12 | Total
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23
29
32
29
22
21

32

29
32

22
28
27
33
31

34
32
30
31

31

31

31

31

28
34
30
35

29
30
29
29
32

29
33
27
34
33
32

30
31

33
34
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35

27
31

26
31

26
35

33
32

31

30
34
28
30
25
31

30
26
28
33
35

27
27

27
29
34

26
31

31

29
32

32

23
24
24
22
24
25

25
23
24
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23
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25
26
25
25
26
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26
22
27
25
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31

31

29
32

24
24
25
24
24
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23
25
26
25
25
25
26
25
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24

25

23
30
28
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27

28
26
29
33
27
32

25
34
33
30
28
35
31

30
27
33
30
30
29
32

33
29
27
25
30
26
26
30
33
32

27

30
23
29

32

29
22
21

32

29




%94

32
22

Online Customer Review
X21 | X22 | X23|X24 | X25 | X26 | X2.7 | X2.8 | Total

31

31

30
28
32

36

30
32

24
36

35
33
28
33
33
33
35
40
34
34
32

37

40

31

31

27
34
28
28
35
40

37

29
32




95

19
31

31

31

23
29
30
26
30
32

34
29
37

35
32

31

33
37

34
36

33
25
28
28
28
27

28
28
29
28
27
26
27

28
24
30
23
40

26
36

40




96

29
27
36

30
34
40

31

38
30

31

29
24
32

30
26
33
35
35
32

33
29
33

19
32

24
33
31

35
31

32

35
36

32

31

38
36

38
37

35
33
37
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33
36

31

39
34
38
34
37

35
34
31

33
30

32

30
27
36

35
36

33
36

30
30
28
33
30
33
30
29
28
29
28
29
28
29
30
28
26
29
35
40




98

30
23
40

26
37

31

33
29

37

36

34
30
34
34
34
36

32

33
29
33
19
32

24
33
31

31

28
35
31

32

35
36

32

31

35
40
32

27
30

31

29




99

31

32

Total

32

32

31

30
33
37

31

33
29

37

36

34

30
34
34

34

36

38

35

34
33
37

38

32

32

29
35

30
30
35
38

37

30
32

Y8

Y7

Y6

Y5

Y4

Y2 | Y3

Y1l




100

27

32

32

32

27
30
31

29
31

32

34

30
37

35

33
31

33
37

34

36

33
38

35

34
35

37

35

36

33
36

37

36

35

34
36

37

36

35

33
37

37
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37

33
37

34

35

35

37

38
36

35

35

39

31

35
29

36

34

30
33
38

40
30
32

31

34
38

31

35

31

32

35

36

32

31

29
26
27
29
28
28
29




102

27

29
27
30
27
30
27

30
27
29
30
33
30
32

30
27
36
35

36

33
36

30
30

28
33
30
33
30
29
28
29
28
29
28
29
30
28
26
29
35

32
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32

31

30
33
37

31

33
29

37

36

34

30
34
34

34
36

38
35

34

33
37

38

32

32

29
35

30
30
35

38

37

30
32

27
32

32

32

27

30
31

29




31

32
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Lampiran 3

HASIL OLAH DATA DI SPSS VERSI 25

Analisis deskriptif

A. Uji validitas

a. Uji validitas content marketing (X1)

Correlations
Content
Markean 11 wld Wi
a ¥ w12 w13 x14 15 2
Content  Pearson 1 5 64 721 T3 710
g & a a u| S -
a n
Sy 2- OO0 000 000 OO0 ooo
abed)
] 00| 200 P00 A0 P00 B0
xld Pearson 535~ 1 578 B0E 511 53
P - al Fa =
n
Sig. (2- D00 000 000 OO0 OO0
laded)
] 200 200 200 A0 Z00 200
FR] Pearson BT ETE 1 557 E&3 BAT
p a A B -
n
S (2 fi] D00 D00 D00
tabed)
H 200 200 200 0 00
xl.3 Pearson TH™ B8 5&T 1 &7 &8
& a a - -
n
Eig. (2- D00 000 o0 000
tabed)
H P00 P00 P00 0 P00 B0
x4 Pesarson J737 511 53 BT 1 &85
P - - L Z
n
Eig. (2- D00 D00 DDD D00 o]
laded)
1] P00 P00 P00 200 T00F00
x5 Pearson THOC 553 GET UGBS 554 1
p u a al Tom
n
S (2- 000 000 000 OO0 OO0 000 .000 .000 .000 000 000 001
Aabed)
H 200 X0 200 00 F0 0 M0 300 300 200 200
16 PEarson TBS 502 515 638 5 598 1 .556 .G04 .5e¢ 579 309 IV
& . . | S - = s H - a
n
Eig. (2- 000 D00 DDD D00 OO0 OO0 000 .000 .00D 000 000 D31
Aabed)
H 200 X0 200 00 F0 0 A0 M0 300 300 200 200 200
xT Pearson TH" &= 571 B2 B 5655 556 1 .B@@ BT 516 .164 189
& z L rd el = = p o z z
n
Eig. (2- 000 000 DDD D00 OO0 OO0 000 000 .000 000 020 T
Aaded)
N F00 P00 P00 00 F0  FO0 FOO ZO0 IO 200 P00 200 200
xl8 Pearson TEST B0E 519 &3 56 622 S04 5BD 1 .B32 434 243 1289
" ] | ey = - = r - - r
n
Sig. (2- 000 000 000 OO0 000 OO0 000 000 000 000 001 005
Aaded) [ A I N S —
H 20 X0 200 X0 0 0 X0 ;0 300 300 200 200 200
] Pearson TAT® 305 ATD| 555 65T 458 544 GA7 63z 1 B&6 261 152
Comeiatio
n
Sig. (2- 000 000 000 000 000 OO0 000 000 000 000 000 a2
abed)
N T00 200 200 200 P00 00 SO0 @00 200 200 200 200 A0
.10  Pearson T73° aF8 Az 477 616 532 578 516 .49 B46 1 327 s
& i . x ] - = i ] =
n
Sq (2 000 000 000 D00 o000 o0 OO0 000 000 000 000 0o |
taded!
H - 200 200 200 200 Z00 00 00 Z00 200 200 200 200 A0
.11 Paarson 5E1- 214 345 254 336 00 o309 164 243 261 327 1 &=
o z 2 M = == 2 = L Z Z
n
Sig. (2 OO0 OCE 000 OO0 000 OO0 000 020 001 000 000 000
taded
] - SO0 200 200 oS00 P00 P00 SO0 @00 200 200 200 200 A0
xl.12  Pearson 506 .150 .13 .170 318 39 22T 169 .198 452 235 483 1
& . . . ] i - . o a
n
Bg (2 000 034 0&e 016 oo0 ool o0f 07 005 0az o01 ooa |
Jalsd)
H 200 200 200 200 FO0 IO0 U0 00 200 200 200 200 A0
‘Comelation Is signilicart at the .01 level [2-5ailed].
*. Corelation (s siordfican at the 105 v (2-taled)
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b. Uji validitas online customer review (X2)

Correlations
Online Customer
Review ¥21 %22 x23 x24 w25 226 BT x28
Cnline Customer Pesrson 1 .7817 889" 7017 7197 8517 805 5007 645"
Review Comelstion
Sig. {2-tailed) 000 000 00D 000 000 000 D00 00O
N 200 200 200 200 200 200 200 200 200
2.1 Paarson 7817 1 .5437 4747 5407 3937 3407 318" 583"
Comelsfion
Sig. (2-tailed) 000 000 00D 000 000 000 D00 000
N 200 200 200 200 200 200 200 200 200
x2.2 Pearson 889" 5437 1 .359° 4307 2627 .25¢ 2127 4737
Comelstion
Sig. {2-tailed) 000 000 000 000 000 000 003 000
N 200 200 200 200 200 200 200 200 200
x23 Paarson 7017 4747 3507 1 .4727 4887 3947 3307 307
Comelsfion
Sig. (2-tailed) 000 000 000 000 000 000 000 D00
N 200 200 200 200 200 200 200 200 200
x2.4 Pearson 7197 6407 4307 472" 1 .38 3247 435" 381"
Comelation
Sig. {2-tailed) 000 000 000 000 000 000 00D 000
N 200 200 200 200 200 200 200 200 200
x25 Pearson 8517 3837 2627 458 396 1 .3937 3207 307
Comelsfion
Sig. (2-tailed) 000 000 000 000 D00 000 D00 000
N 200 200 200 200 200 200 200 200 200
28 Pearson 805" .3407 2507 34" 324" 303" 1 2457 121
Comelstion
Sig. {2-tailed) 000 000 000 000 00D 000 000 087
N 200 200 200 200 200 200 200 200 200
x27 Pearson 5807 3187 2127 3307 435 3200 245 1 .3427
Comelsfion
Sig. (2-tailed) 000 000 .003 .000 000 .000 .00O 000
N 200 200 200 200 200 200 200 200 200
x28 Pearson 845" 583" 473" 307" .3817 307 121 342" 1
Comelstion
Sig. {2-tailed) 000 000 000 000 00D 000 .08 000
N 200 200 200 200 200 200 200 200 200
**. Correlafion is significant at the 0.01 level (2-tailed).
.o o 3 . .
¢. Uji validitas minat beli (Y)
Correlations
Minst Beli  y1 y2 ¥y3 yd ¥5 y5 ¥7 y8
Minst Beli_Pearson Comelstion 1..893° 828" 739 853 676 851 524 200"
Sig. (2-tailed) 000 000 000 000 000 000 000 .0OO
M 200 200 200 200 200 200 200 200 200
¥1 Pesrson Correlation 883" 1..2917 5047 4820 347 347 287 008
Sig. (2-tailed) 000 000 000 000 000 000 000 934
M 200 200 200 200 200 200 200 200 200
¥Z Pesrson Comelstion 6287 391" 1 .357 428 414" 3307 150 010
Sig. (2-tailad) 000 000 000 000 000 000 034 802
H 200 200 200 200 200 200 200 200 200
3 Fearson Correlation 730" 5047 35T 1 .430° 428" 6§15 2317 053
Sig. (2-tailed) Qo0 000 000 000 000 000 001 455
M 200 200 200 200 200 200 200 200 200
4 Pesrson Comrelation 8537 4827 4287 4307 1.3727 3287 2100 -041
Sig. (2-tailed) a0l 000 000 000 000 000 003 560
M 200 200 200 200 200 200 200 200 200
V5 Fesrson Comelstion G7T6 347 414 &8s 373" 1 4207 244" 0és
Sig. (2-tailed) Q00 000 000 000 000 000 001 485
M 200 200 200 200 200 200 200 200 200
& Pesrson Comrelstion 5517 347 3307 515 328 420 1 187 008
Sig. (2-tailed) Qo0 000 000 000 000 000 008 834
M 200 200 200 200 200 200 200 200 200
¥7 Pearson Comelation 5247 2877 1500 2317 2100 2447 487 1 .280°
Sig. (2-tailed) 000 000 034 001 003 001 003 000
M 200 200 200 200 200 200 200 200 200
2 Fearson Correlation 200" 006 010 053 -041 048 006G .3B0 1
Sig. (2-tailed) 000 834 202 455 580 485 834 000
N 200 200 200 200 200 200 200 200 200
**. Correlation is significant at the 0.01 level (2-tailed).
* Correlation is significant at the 0.05 level (2-tsiled).
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B. Uji Reliabilitas

a. Uji reliabilitas content marketing

Reliability Statistics
Cronbach's Alpha N of ltems

914 1

2

b. Uji reliabilitas online customer review

Reliability Statistics

c¢. Uji reliabilitas minat beli

Cronbach's Alpha M of ltems
818 ]
Reliability Statistics
Cronbach's Alpha M of ems
782 ]

C. Analisis regresi linear berganda

Model Summary®

Adjusted R Std. Error of the
Model R R Square Square Estimate
1 .8082 652 649 1.92389

a. Predictors: (Constant), Online Customer Review, Content Marketing
b. Dependent Variable: Minat Beli

ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 1368.027 2 684.014 184.801 .00Qe
Residual 729.168 197 3.701
Total 2097.195 199
a. Dependent Variable: Minat Beli
b. Predictors: (Constant), Online Customer Review, Content Marketing
Coefficients?
Unstandardized Standardized Collinearity
Coefficients Coefficients Statistics
Model B Std. Error Beta t Sig. Tolerance  VIF
1 (Constant) 9.71 1414 6.869 .000
Content Marketing 724 .039 .788 18.495 .000 973 1.028
Online Customer 072 .033 091 2148 .033 973 1.028
Review

a. Dependent Variable: Minat Beli
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D. Uji Asumsi Klasik
a. Uji Normalitas

Dependent Wariable: Minat Bell

0e

od

Expected Cum Prab

Observed Cum Prob

Hormal PP Plot of Regression Standardized Residuwal

oo az o4 D& oA 1o

One-Sample Kolmogorov-Smirnov Test
Unstandardized
Residual
N 200
Normal Parameters®® Mean .0000000
Std. Deviation 1.91419922
Most Extreme Differences Absolute 043
Positive .042
MNegative -.043
Test Statistic .043
Asymp. Sig. (2-tailed) 20024
a. Test distribution is Normal.
b. Calculated from data.
c. Lilliefors Significance Correction.
d. This is a lower bound of the true significance.
b. Uji Heteroskedasitas
Sewmeipdat
Degersient Varabls Woat Bell
E B T R
= - - . ® . . L] #
o - - -
E . ¥ . T - .": ", g :. L
é:' --' .h:‘_..‘n‘,-‘h
™ i - y o Ll - - L)
: o ‘:-\._\. .._‘.,_ -, .
1 & e . Y =
[ - -
E '] L] L & " -
d Fradcied Wakus
Coefficients®
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta 1 Sig.
1 (Constant) 2.648 .851 311 .002
Content Marketing -.021 .024 -.064 -.892 374
Online Customer Review =017 .020 -.060 -.829 408
a. Dependent Variable: ABS RES
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¢. Uji Multikolonieritas

Coefficients?

Collinearity Statistics
Model Tolerance VIF

1 (Constant)

Content Marketing 973 1.028
Online Customer Review 973 1.028
|a. Dependent Variable: MinatBeli |
E. Pengujian Hipotesis
a. UjiF
ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 1368.027 2 684.014 184.801 000"
Residual 729.168 197 3701
Total 2097.195 199
a. Dependent Varable: Minat Beli
b. Predictors: (Constant), Online Customer Review, Content Marketing
b. UjiT
Coefficients®
Unstandardized Coefficients Standardized Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 871 1.414 6869 000
Content Marketing 724 039 788 18.495 .000
Online Customer Review 072 033 081 2.148 033
a. Dependent Variable: Minat Beli
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