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KUESIONER PENELITIAN 
 

PENGARUH PARASOCIAL RELATIONSHIP, SOURCE 
TRUSTWORTHINESS, DAN BRAND CREDIBILITY TERHADAP 

PURCHASE INTENTION PRODUK KECANTIKAN WARDAH 
 

Penelitian ini bertujuan untuk mengetahui seberapa besar pengaruh 

parasocial relationship (hubungan parasosial), source trustworthiness (sumber 

kepercayaan), dan brand credibility (kredibilitas merek) terhadap purchase 

intention (minat beli) seseorang pada produk kecantikan Wardah. Hubungan 

parasosial adalah interaksi yang terjadi ketika audiens memberikan respon 

terhadap apa yang disampaikan Amanda Rawles sebagai salah satu brand 

ambassador Wardah dengan cara balas berbicara di depan layar televisi atau 

ponsel. Sumber kepercayaan adalah kekuatan pengetahuan yang dimiliki oleh 

konsumen bahwa informasi yang disampaikan oleh Amanda Rawles objektif 

dan jujur. Kredibilitas merek adalah persepsi konsumen mengenai kualitas dan 

menganggap bahwa merek yang lebih besar kredibilitasnya memiliki kualitas 

yang lebih baik. Minat beli adalah dorongan yang timbul dalam diri seseorang 

untuk membeli barang atau jasa dalam rangka pemenuhan kebutuhannya, 

dalam hal ini kemampuan Amanda Rawles sebagai brand ambassador untuk 

mempengaruhi minat beli konsumen. 

 

A. Karakteristik Responden 

1. Nama lengkap     : ........................ 

2. Usia       : ........................ 

3. Departemen      : ........................ 

4. Angkatan      : ........................ 

5. Pengeluaran/bulan     : ........................ 

6. Berapa lama menggunakan produk Wardah : ........................ 
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B. Petunjuk Kuesioner 

1. Pengisian kuisioner dilakukan oleh Mahasiswi Fakultas Ekonomi dan 

Bisnis Universitas Hasanuddin angkatan 2016-2019 yang pernah 

menggunakan produk kecantikan Wardah. 

2. Berilah tanda (√) pada salah satu jawaban yang Anda pilih pada kolom 

yang telah disediakan dengan keterangan: 

SS : Sangat Setuju 

S : Setuju 

N : Netral 

TS : Tidak Setuju 

STS : Sangat Tidak Setuju 

  



84 
 

 
 

 

Parasocial Relationship (X1) 

No Pertanyaan SS S N TS STS 

1. 
Amanda Rawles membuatku merasa 

nyaman, seolah-olah bersama teman 
     

2. 
Saya ingin mengobrol lama dengan 

Amanda Rawles 
     

3. 
Jika Amanda Rawles bukan seorang 

artis, kami akan menjadi teman baik 
     

4. 
Saya mengerti Amanda Rawles 

dengan cukup baik 
     

5. 
Ketika Amanda Rawles berperilaku 

tertentu, saya tahu alasan perilakunya 
     

6. 
Saya bisa merasakan emosi dalam 

situasi tertentu 
     

7. 

Amanda Rawles sepertinya 

memahami hal-hal yang ingin saya 

ketahui 

     

8. 
Amanda Rawles mengingatkanku 

pada diriku sendiri 
     

9. 
Saya bisa mengindentifikasi sesuatu 

dengan Amanda Rawles 
     

 

Source Trustworthiness (X2) 

No Pertanyaan SS S N TS STS 

1. Amanda Rawles tulus      

2. Amanda Rawles dapat diandalkan      

3. Amanda Rawles jujur      

4. Amanda Rawles dapat dipercaya      

 

 

 

 

 

 

Brand Credibility (X3) 
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No Pertanyaan SS S N TS STS 

1. 

Merek Wardah mengingatkan saya 

pada seseorang yang kompeten dan 

tahu apa yang dia lakukan 

     

2. 
Merek Wardah memiliki kemampuan 

untuk memberikan apa yang dijanjikan 
     

3. 

Merek Wardah memiliki klaim yang 

dapat dipercaya tentang produk 

tersebut 

     

4. Merek Wardah terpercaya      

 

 

Purchase Intention (Y) 

No Pertanyaan SS S N TS STS 

1. 

Seberapa besar kemungkinan Anda 

akan mempertimbangkan untuk 

membeli produk yang ditampilkan 

pada iklan Wardah 

     

2. 

Kemungkinan merek Wardah akan 

menjadi pilihan pertama saya saat 

mempertimbangkan untuk membeli 

produk kecantikan 

     

3. 

Saya tidak akan membeli merek 

produk kecantikan lain jika merek 

Wardah tersedia di toko 

     

 

 

 

 

 

 

 

Lampiran 3: Rekapitulasi Jawaban Responden 
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Parasocial Relationship (X1) X1_Tota
l X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 X1.7 X1.8 X1.9 

3 3 4 4 3 4 2 2 2 27 

5 3 4 3 3 2 3 4 3 30 

3 5 4 3 3 4 3 4 3 32 

4 4 3 3 3 4 3 4 3 31 

4 5 4 4 5 4 4 5 4 39 

3 4 4 3 2 2 4 4 3 29 

5 5 5 5 5 5 5 5 5 45 

3 4 4 3 3 3 3 3 4 30 

5 4 4 3 2 3 3 4 3 31 

4 4 4 3 3 4 4 3 4 33 

4 4 4 4 4 4 3 3 4 34 

3 4 4 3 3 5 4 3 4 33 

3 4 4 4 2 4 1 4 1 27 

4 4 3 4 4 4 3 4 4 34 

4 4 3 2 3 4 3 3 4 30 

4 4 4 4 4 4 4 4 4 36 

3 4 3 2 3 4 2 3 2 26 

4 2 3 4 4 4 3 3 4 31 

4 4 5 4 2 4 4 5 4 36 

4 3 3 2 4 4 3 3 4 30 

3 5 4 3 3 4 3 2 4 31 

5 3 4 4 3 5 2 4 4 34 

5 5 5 3 2 3 4 3 4 34 

4 4 4 4 4 4 3 4 3 34 

3 3 4 4 4 4 4 4 4 34 

4 4 5 5 4 4 3 4 4 37 

3 4 3 4 4 4 4 4 4 34 

3 3 3 4 4 4 4 3 3 31 

4 5 4 4 4 4 4 4 4 37 

5 5 4 3 1 5 3 5 3 34 

3 3 4 3 4 3 3 3 2 28 

3 2 3 4 2 3 3 3 3 26 

4 3 4 4 4 3 3 4 3 32 

4 5 4 5 4 4 4 4 4 38 

4 4 4 4 4 4 4 4 4 36 

5 5 5 4 4 5 3 3 3 37 

3 4 4 2 3 3 3 3 3 28 

3 3 4 4 2 4 4 3 4 31 

4 4 4 3 4 4 4 4 3 34 
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4 4 4 3 4 5 4 4 2 34 

2 4 4 4 4 3 1 4 4 30 

3 3 4 3 2 4 2 3 3 27 

2 3 4 4 4 4 3 4 4 32 

4 4 3 4 2 4 4 4 4 33 

4 4 4 3 3 4 4 3 3 32 

3 3 3 2 3 5 4 4 3 30 

4 3 3 4 4 3 3 3 2 29 

4 4 3 4 4 3 4 4 2 32 

3 4 1 2 4 4 3 1 3 25 

3 4 4 3 3 4 2 3 3 29 

3 4 4 2 2 3 2 3 3 26 

4 5 4 3 3 4 3 4 4 34 

4 4 3 3 2 4 3 2 4 29 

4 4 3 4 3 4 3 4 4 33 

5 4 4 2 3 5 3 2 3 31 

3 3 4 5 3 4 4 3 4 33 

3 3 3 2 5 4 3 3 4 30 

2 3 3 4 4 4 2 2 4 28 

3 4 4 4 4 3 3 3 3 31 

5 4 3 3 3 4 3 3 3 31 

3 3 3 3 4 3 4 3 4 30 

4 4 3 4 4 4 4 4 4 35 

4 4 4 4 4 4 4 4 4 36 

2 3 3 2 3 3 3 3 4 26 

4 4 3 3 2 3 3 4 3 29 

3 3 3 3 3 3 3 4 4 29 

4 4 4 4 4 3 3 4 3 33 

3 4 4 2 4 4 5 3 3 32 

4 3 3 3 4 5 4 4 3 33 

2 3 5 5 5 4 4 3 4 35 

3 4 4 4 3 4 3 4 3 32 

4 4 3 5 2 4 2 4 4 32 

3 3 3 3 4 2 4 3 2 27 

3 4 3 3 3 4 4 3 3 30 

4 4 4 4 4 4 4 4 4 36 

4 4 3 3 3 3 3 4 4 31 

3 4 3 2 2 3 3 3 3 26 

4 4 2 2 4 4 4 4 4 32 

4 2 4 2 2 4 1 2 4 25 

3 4 4 3 5 5 4 4 3 35 
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3 3 3 2 3 4 2 2 2 24 

5 5 5 5 5 5 5 5 5 45 

3 5 4 2 2 4 3 2 3 28 

3 3 3 3 3 5 4 3 3 30 

3 3 3 3 3 4 3 3 3 28 

3 4 3 4 3 3 4 3 4 31 

4 5 5 5 3 4 4 3 3 36 

4 5 4 3 3 5 2 4 5 35 

4 4 4 3 4 4 4 4 5 36 

5 5 5 5 5 5 5 5 5 45 

4 4 4 4 4 4 4 4 4 36 
 

Source 
Trustworthiness (X2) X2_Total 

X2.1 X2.2 X2.3 X2.4 

4 4 4 4 16 

3 4 3 4 14 

3 4 4 5 16 

4 4 4 4 16 

4 4 5 4 17 

4 4 3 4 15 

4 4 4 4 16 

4 5 3 5 17 

4 5 4 4 17 

4 4 4 4 16 

5 5 3 4 17 

4 4 4 4 16 

4 4 4 4 16 

4 3 4 4 15 

3 3 3 3 12 

3 4 3 5 15 

4 4 4 4 16 

4 3 4 4 15 

4 4 4 4 16 

4 4 3 4 15 

4 5 4 5 18 

4 5 4 5 18 

4 5 4 5 18 

4 4 3 4 15 

5 5 4 4 18 
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3 4 3 4 14 

4 3 3 4 14 

4 4 4 2 14 

4 4 4 4 16 

4 4 4 5 17 

4 3 2 4 13 

4 4 4 4 16 

2 2 2 1 7 

4 4 4 4 16 

5 5 5 5 20 

4 4 3 4 15 

4 4 4 4 16 

4 2 3 4 13 

5 5 3 3 16 

4 4 4 4 16 

4 4 3 4 15 

3 3 3 3 12 

4 4 4 3 15 

3 4 4 5 16 

4 4 4 4 16 

4 4 4 4 16 

4 3 4 3 14 

4 4 3 3 14 

3 3 3 3 12 

4 3 4 4 15 

3 3 3 3 12 

3 4 4 4 15 

4 3 3 3 13 

3 3 3 3 12 

5 3 4 3 15 

3 4 4 3 14 

4 4 4 4 16 

4 4 4 4 16 

3 3 3 3 12 

3 3 3 4 13 

4 4 4 4 16 

4 4 4 4 16 

5 5 5 5 20 

3 2 3 3 11 

3 3 3 3 12 

4 4 4 4 16 
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3 4 3 4 14 

4 2 3 4 13 

4 3 3 3 13 

4 4 4 4 16 

4 4 4 4 16 

4 5 3 5 17 

3 3 4 4 14 

3 3 3 4 13 

5 5 5 5 20 

4 3 3 4 14 

4 4 4 4 16 

4 4 4 4 16 

4 3 2 4 13 

4 4 4 4 16 

3 4 3 3 13 

5 5 5 5 20 

3 3 3 3 12 

3 4 3 4 14 

3 3 3 3 12 

3 3 3 3 12 

4 3 3 4 14 

4 4 3 4 15 

4 2 4 5 15 

4 4 4 4 16 

4 5 5 5 19 
 

Brand Credibility (X3) 
X3_Total 

X3.1 X3.2 X3.3 X3.4 

4 3 3 4 14 

3 3 3 4 13 

4 3 3 4 14 

4 4 4 4 16 

4 5 4 5 18 

3 3 4 4 14 

3 4 4 4 15 

4 4 4 5 17 

4 4 4 4 16 

4 4 3 3 14 

4 4 4 4 16 

4 4 4 4 16 
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4 3 4 4 15 

4 4 4 4 16 

3 4 4 4 15 

4 4 4 5 17 

3 4 4 4 15 

3 4 4 4 15 

5 4 4 5 18 

4 4 4 4 16 

2 3 3 3 11 

3 3 3 3 12 

3 2 4 3 12 

4 4 4 4 16 

5 5 5 3 18 

5 5 4 5 19 

2 4 5 5 16 

4 2 3 4 13 

4 4 5 5 18 

4 4 4 5 17 

4 3 4 4 15 

4 3 4 4 15 

3 3 3 3 12 

3 3 3 3 12 

3 3 3 3 12 

4 4 3 4 15 

4 3 3 3 13 

4 2 4 4 14 

4 3 3 4 14 

3 3 3 3 12 

4 4 4 4 16 

3 3 4 4 14 

3 3 3 3 12 

4 4 4 4 16 

4 4 4 4 16 

3 4 4 3 14 

2 3 3 4 12 

3 3 4 4 14 

5 2 5 5 17 

4 4 4 4 16 

4 4 3 4 15 

4 3 3 4 14 

4 4 5 5 18 
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4 4 4 4 16 

4 4 5 5 18 

4 4 4 4 16 

4 4 4 4 16 

4 2 2 4 12 

4 4 4 4 16 

4 4 4 4 16 

3 3 3 3 12 

4 4 4 4 16 

3 3 3 3 12 

4 3 3 3 13 

3 3 4 3 13 

3 3 3 3 12 

4 4 4 4 16 

5 5 5 4 19 

4 4 4 4 16 

5 5 4 4 18 

3 3 3 4 13 

3 4 4 4 15 

3 3 3 3 12 

4 3 4 4 15 

3 3 3 3 12 

4 4 4 4 16 

3 4 4 4 15 

5 5 5 4 19 

2 4 4 5 15 

4 4 4 4 16 

3 4 4 2 13 

5 5 5 5 20 

3 4 4 5 16 

4 4 4 4 16 

4 4 5 5 18 

4 4 4 4 16 

4 4 4 4 16 

5 5 5 5 20 

5 5 4 5 19 

4 5 5 5 19 

4 5 4 5 18 
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Purchase 
Intention (Y) Y_Total 

Y1 Y2 Y3 

4 3 3 10 

4 3 3 10 

4 3 3 10 

4 4 4 12 

4 4 2 10 

4 5 3 12 

4 4 4 12 

4 4 3 11 

4 4 4 12 

4 4 4 12 

4 4 3 11 

5 5 5 15 

4 3 4 11 

4 4 3 11 

3 4 3 10 

4 3 4 11 

4 3 3 10 

4 4 3 11 

5 4 4 13 

4 4 2 10 

3 3 3 9 

5 3 3 11 

4 3 3 10 

5 5 5 15 

5 5 5 15 

5 4 4 13 

4 5 4 13 

3 3 3 9 

4 4 4 12 

4 3 3 10 

4 3 2 9 

3 2 2 7 

3 3 3 9 

4 4 4 12 

4 3 4 11 

5 5 3 13 

3 4 3 10 

4 3 3 10 
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3 4 3 10 

3 3 3 9 

4 2 3 9 

3 3 3 9 

4 4 3 11 

4 3 3 10 

4 4 4 12 

4 4 4 12 

3 3 2 8 

3 2 2 7 

4 3 3 10 

4 4 3 11 

4 4 3 11 

2 2 2 6 

4 3 2 9 

4 3 3 10 

4 5 5 14 

5 5 3 13 

4 4 4 12 

3 2 2 7 

4 4 3 11 

4 4 4 12 

3 3 3 9 

4 4 3 11 

2 2 2 6 

3 3 3 9 

3 3 3 9 

3 3 3 9 

4 4 3 11 

5 4 3 12 

4 4 3 11 

3 3 5 11 

4 4 4 12 

4 4 3 11 

3 3 3 9 

4 2 4 10 

3 3 3 9 

4 4 3 11 

4 4 3 11 

4 4 5 13 

5 5 2 12 
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4 4 4 12 

3 4 5 12 

5 5 5 15 

3 2 2 7 

4 4 3 11 

5 4 2 11 

5 2 2 9 

4 4 2 10 

4 4 4 12 

5 5 4 14 

4 3 4 11 

3 4 4 11 
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Lampiran 4: Hasil Uji Kualitas Data 

Hasil Uji Validitas Data 

Correlations 

 X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 X1.7 X1.8 X1.9 X1_Total 

X1.1 Pearson 

Correlation 

1 .387** .260** .175* .005 .254** .216* .391** .195* .544** 

Sig. (1-

tailed) 
 

.000 .006 .049 .482 .008 .020 .000 .032 .000 

N 91 91 91 91 91 91 91 91 91 91 

X1.2 Pearson 

Correlation 

.387** 1 .377** .140 .027 .233* .246** .333** .204* .550** 

Sig. (1-

tailed) 

.000 
 

.000 .092 .399 .013 .009 .001 .026 .000 

N 91 91 91 91 91 91 91 91 91 91 

X1.3 Pearson 

Correlation 

.260** .377** 1 .427** .090 .181* .163 .328** .194* .570** 

Sig. (1-

tailed) 

.006 .000 
 

.000 .198 .043 .061 .001 .033 .000 

N 91 91 91 91 91 91 91 91 91 91 

X1.4 Pearson 

Correlation 

.175* .140 .427** 1 .323** .120 .247** .439** .287** .633** 

Sig. (1-

tailed) 

.049 .092 .000 
 

.001 .130 .009 .000 .003 .000 

N 91 91 91 91 91 91 91 91 91 91 

X1.5 Pearson 

Correlation 

.005 .027 .090 .323** 1 .197* .408** .216* .236* .517** 

Sig. (1-

tailed) 

.482 .399 .198 .001 
 

.030 .000 .020 .012 .000 

N 91 91 91 91 91 91 91 91 91 91 

X1.6 Pearson 

Correlation 

.254** .233* .181* .120 .197* 1 .161 .133 .237* .467** 

Sig. (1-

tailed) 

.008 .013 .043 .130 .030 
 

.063 .105 .012 .000 

N 91 91 91 91 91 91 91 91 91 91 

X1.7 Pearson 

Correlation 

.216* .246** .163 .247** .408** .161 1 .341** .297** .615** 

Sig. (1-

tailed) 

.020 .009 .061 .009 .000 .063 
 

.000 .002 .000 

N 91 91 91 91 91 91 91 91 91 91 



97 
 

 
 

 

X1.8 Pearson 

Correlation 

.391** .333** .328** .439** .216* .133 .341** 1 .282** .675** 

Sig. (1-

tailed) 

.000 .001 .001 .000 .020 .105 .000 
 

.003 .000 

N 91 91 91 91 91 91 91 91 91 91 

X1.9 Pearson 

Correlation 

.195* .204* .194* .287** .236* .237* .297** .282** 1 .569** 

Sig. (1-

tailed) 

.032 .026 .033 .003 .012 .012 .002 .003 
 

.000 

N 91 91 91 91 91 91 91 91 91 91 

X1_T

otal 

Pearson 

Correlation 

.544** .550** .570** .633** .517** .467** .615** .675** .569** 1 

Sig. (1-

tailed) 

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

N 91 91 91 91 91 91 91 91 91 91 

**. Correlation is significant at the 0.01 level (1-tailed). 

*. Correlation is significant at the 0.05 level (1-tailed). 

 

 

Correlations 

 X2.1 X2.2 X2.3 X2.4 X2_Total 

X2.1 Pearson Correlation 1 .497** .491** .411** .743** 

Sig. (1-tailed)  .000 .000 .000 .000 

N 91 91 91 91 91 

X2.2 Pearson Correlation .497** 1 .504** .530** .827** 

Sig. (1-tailed) .000  .000 .000 .000 

N 91 91 91 91 91 

X2.3 Pearson Correlation .491** .504** 1 .460** .777** 

Sig. (1-tailed) .000 .000  .000 .000 

N 91 91 91 91 91 

X2.4 Pearson Correlation .411** .530** .460** 1 .778** 

Sig. (1-tailed) .000 .000 .000  .000 

N 91 91 91 91 91 

X2_Total Pearson Correlation .743** .827** .777** .778** 1 

Sig. (1-tailed) .000 .000 .000 .000  

N 91 91 91 91 91 

**. Correlation is significant at the 0.01 level (1-tailed). 
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Correlations 

 X3.1 X3.2 X3.3 X3.4 X3_Total 

X3.1 Pearson Correlation 1 .438** .400** .397** .724** 

Sig. (1-tailed)  .000 .000 .000 .000 

N 91 91 91 91 91 

X3.2 Pearson Correlation .438** 1 .593** .439** .805** 

Sig. (1-tailed) .000  .000 .000 .000 

N 91 91 91 91 91 

X3.3 Pearson Correlation .400** .593** 1 .564** .813** 

Sig. (1-tailed) .000 .000  .000 .000 

N 91 91 91 91 91 

X3.4 Pearson Correlation .397** .439** .564** 1 .764** 

Sig. (1-tailed) .000 .000 .000  .000 

N 91 91 91 91 91 

X3_Total Pearson Correlation .724** .805** .813** .764** 1 

Sig. (1-tailed) .000 .000 .000 .000  

N 91 91 91 91 91 

**. Correlation is significant at the 0.01 level (1-tailed). 

 

Correlations 

 Y1 Y2 Y3 Y_Total 

Y1 Pearson Correlation 1 .568** .292** .749** 

Sig. (1-tailed)  .000 .003 .000 

N 91 91 91 91 

Y2 Pearson Correlation .568** 1 .474** .863** 

Sig. (1-tailed) .000  .000 .000 

N 91 91 91 91 

Y3 Pearson Correlation .292** .474** 1 .765** 

Sig. (1-tailed) .003 .000  .000 

N 91 91 91 91 

Y_Total Pearson Correlation .749** .863** .765** 1 

Sig. (1-tailed) .000 .000 .000  

N 91 91 91 91 

**. Correlation is significant at the 0.01 level (1-tailed). 
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Hasil Uji Reliabilitas Data 

Variabel X1 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.742 9 

 

Variabel X2 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.786 4 

 

Variabel X3 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.779 4 

 

Variabel Y 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.703 3 
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Lampiran 4: Hasil Uji Asumsi Klasik 

Hasil Uji Normalitas 

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardized 

Residual 

N 91 

Normal Parametersa,b Mean .0000000 

Std. Deviation 1.56042002 

Most Extreme Differences Absolute .084 

Positive .048 

Negative -.084 

Test Statistic .084 

Asymp. Sig. (2-tailed) .136c 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 
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Hasil Uji Multikolinieritas 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity Statistics 

B 

Std. 

Error Beta Tolerance VIF 

1 (Constant) 1.116 1.741  .641 .523   

Parasocial 

Relationship 

.057 .049 .124 1.154 .251 .694 1.441 

Source 

Trustworthiness 

.102 .088 .118 1.161 .249 .774 1.293 

Brand Credibility .411 .083 .479 4.982 .000 .863 1.158 

a. Dependent Variable: Purchase Intention 

 

Hasil Uji Heteroskedastisitas 

 

 

 

 



102 
 

 
 

 

Lampiran 5: Hasil Uji Hipotesis 

Hasil Uji Analisis Regresi Berganda 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.116 1.741  .641 .523 

Parasocial Relationship .057 .049 .124 1.154 .251 

Source Trustworthiness .102 .088 .118 1.161 .249 

Brand Cradibility .411 .083 .479 4.982 .000 

a. Dependent Variable: Purchase Intention 

 

Hasil Uji Parsial (Uji t) 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 5.898 1.477  3.993 .000 

Parasocial Relationship .151 .046 .330 3.295 .001 

a. Dependent Variable: Purchase Intention 

 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 8.611 1.376  6.260 .000 

Source 

Trustworthiness 

.140 .090 .162 1.553 .124 

a. Dependent Variable: Purchase Intention 
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Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 3.975 1.200  3.311 .001 

Brand Cradibility .443 .078 .516 5.680 .000 

a. Dependent Variable: Purchase Intention 

 

Hasil Uji Simultan (Uji F) 

ANOVAa 

Model 

Sum of 

Squares Df 

Mean 

Square F Sig. 

1 Regression 96.990 3 32.330 12.835 .000b 

Residual 219.142 87 2.519   

Total 316.132 90    

a. Dependent Variable: Purchase Intention 

b. Predictors: (Constant), Brand Cradibility, Source Trustworthiness, 

Parasocial Relationship 

 

 

 

 


