
 
 

 

59 
 

6 DAFTAR PUSTAKA 

Abdullah, M. 2015. Metodologi Penelitian Kuantitatif. Yogyakarta: Aswaja 

Pressindo 

Adhikari, P. P. (2018). Impact of humour advertisement on brand perception of 

consumer. Unpublished masters thesis, Tribhuban University, Kritipur, 

Nepal. 

Bungin, Burhan. 2009. Metodologi Penelitian Kuantitatif: Komunikasi, Ekonomi 

dan Kebijakan Publik Serta Ilmu-ilmu Sosial Lainnya. Jakarta: Kencana 

Burton, J. L., Gollins, J., McNeely, L. E., & Walls, D. M. (2019). Revisiting the 

relationship between ad frequency and purchase intentions: How affect and 

cognition mediate outcomes at different levels of advertising 

frequency. Journal of Advertising Research, 59(1), 27-39. 

Cuesta, U., Martínez-Martínez, L., & Niño, J. I. (2018). A case study in 

neuromarketing: Analysis of the influence of music on advertising 

effectivenes through eye-tracking, facial emotion and GSR. Eur. J. Soc. 

Sci. Educ. Res, 5(2), 84-92. 

Dihni, Vika Azkiya. 2022. Distribusi Pengguna TikTok Global Berdasarkan 

Kelompok Usia. 

https://databoks.katadata.co.id/datapublish/2022/07/20/pengguna-tiktok-

mayoritas-berusia-muda-ini-rinciannya. Diakses pada 20 November 2022. 

Doan, T. (2020). Factors affecting online purchase intention: A study of Vietnam 

online customers. Management Science Letters, 10(10), 2337-2342. 

https://databoks.katadata.co.id/datapublish/2022/07/20/pengguna-tiktok-mayoritas-berusia-muda-ini-rinciannya
https://databoks.katadata.co.id/datapublish/2022/07/20/pengguna-tiktok-mayoritas-berusia-muda-ini-rinciannya


60 
 

 
  

GoodStats. 2022. Daftar Media Sosial yang Paling Banyak Digunakan di 

Indonesia 2022. https://goodstats.id/infographic/media-sosial-yang-paling-

banyak-digunakan-di-indonesia-2022. Diakses pada 20 November 2022. 

Hameed, I., Khan, M. B., & Shahab, A. (2020). Perceived Humor and Purchase 

Intention: Mediating Role of Attitude towards the Advertisement and 

Brand. The Lahore Journal of Business, 8(2), 55-84. 

Hautea, S., Parks, P., Takahashi, B., & Zeng, J. (2021). Showing they care (or 

don’t): Affective publics and ambivalent climate activism on TikTok. Social 

Media+ Society, 7(2), 20563051211012344. 

Hoeken, H., & den Ouden, H. (2022). Sadly and joyfully moving ads: The 

influence of hedonic and eudaimonic experiences on the attitude toward 

the ad. Journal of Promotion Management, 28(6), 843-868. 

Irwansyah. 2021. TikTok, Instrumen Media Sosial Baru dalam Politik. 

https://mediaindonesia.com/opini/387394/tiktok-instrumen-media-sosial-

baru-dalam-politik. Diakses pada 10 Februari 2023.  

Ismi, Annisa. 2022. Instagram Reels dan TikTok: Mana yang Lebih Efektif. 

https://socialmediamarketer.id/blog/perbedaan-instagram-reels-dan-tiktok/. 

Diakses pada 30 Desember 2022.  

Jha, K. S. (2020). Impact Of Humor Advertising On Buying Behavior Of 

Consumer. Journal of Marketing Communication, 46(2), 647-677. 

Kapoor, D., & Munjal, A. (2019). Self-consciousness and emotions driving 

femvertising: A path analysis of women’s attitude towards femvertising, 

https://mediaindonesia.com/opini/387394/tiktok-instrumen-media-sosial-baru-dalam-politik
https://mediaindonesia.com/opini/387394/tiktok-instrumen-media-sosial-baru-dalam-politik
https://socialmediamarketer.id/blog/perbedaan-instagram-reels-dan-tiktok/


61 
 

 
 

forwarding intention and purchase intention. Journal of Marketing 

Communications, 25(2), 137-157. 

KHAN, S. M., HAMID, N. A., & RASHID, S. M. (2021) Music in Advertisement on 

Social Media Platforms Towards Malaysian Young Consumers’ Decision 

Making to Purchase. 

Kotler, Philip dan Kevin Lane Keller. 2012. Marketing Management. Fourteenth 

Edition. New Jersey: Pearson Education. 

Lucas, D. B. dan Steuart H. Britt. (2003). Advertising Psychology and 

Research.McGraw-Hill. New York. 

Manyiwa, S., & Jin, Z. (2020). Gender effects on consumers’ attitudes toward 

comedic violence in advertisements. Journal of Promotion 

Management, 26(5), 654-673. 

Martins, J., Costa, C., Oliveira, T., Gonçalves, R., & Branco, F. (2019). How 

smartphone advertising influences consumers' purchase intention. Journal 

of Business Research, 94, 378-387. 

Meng, L. M., Duan, S., Zhao, Y., Lü, K., & Chen, S. (2021). The impact of online 

celebrity in livestreaming E-commerce on purchase intention from the 

perspective of emotional contagion. Journal of Retailing and Consumer 

Services, 63, 102733. 

Munsch, A. (2021). Millennial and generation Z digital marketing communication 

and advertising effectiveness: A qualitative exploration. Journal of Global 

Scholars of Marketing Science, 31(1), 10-29. 

Neuman, W. Lawrence. 2013. Metodologi Penelitian Sosial Pendekatan Kualitatif 

dan Kuantitatif Edisi 7. Jakarta: Indeks. 



62 
 

 
 

Nihayah, A. Z. 2019. Bahan Ajar, Pengolahan Data Penelitian Menggunakan 

software SPSS 23.0. Semarang: UIN Walisongo. 

Onwezen, M. C., Verain, M. C., & Dagevos, H. (2022). Positive emotions explain 

increased intention to consume five types of alternative proteins. Food 

Quality and Preference, 96, 104446. 

Palazzi, A., Wagner Fritzen, B., & Gauer, G. (2019). Music-induced emotion 

effects on decision-making. Psychology of Music. 47(5), 621-643. 

Palikhe, A. (2018). Impact of Humor Advertisement on Purchase Intention of 

Consumer. KANYA JOURNAL, 1. 

Pinochet, L. H. C., Lopes, E. L., Srulzon, C. H. F., & Onusic, L. M. (2018). The 

influence of the attributes of “Internet of Things” products on functional and 

emotional experiences of purchase intention. Innovation & Management 

Review. 

Plutchik, R. 1997. “The Circumplex as a General Model of the Structure of 

Emotions and Personality.” In Circumplex Models of Personality and 

Emotions, edited by Robert Plutchik and Hope R. Conte, 17–45. 

Washington, DC: American Psychological Association. 

Raja, M. W., Anand, S., & Allan, D. (2019). Advertising music: An alternative 

atmospheric stimulus to retail music. International Journal of Retail & 

Distribution Management. 

Septianto, F. (2021). Anxiety, Sadness, and Emotion Specificity: The Role of 

Music in Consumer Emotion and Advertisement Evaluation. ASEAN 

Marketing Journal, 5(2), 2. 



63 
 

 
 

Siyoto, S. S dan Sodik, M. A. 2015. Dasar Metodologi Penelitian. Yogyakarta: 

Literasi Media Publishing. 

Strick, M. (2021). Funny and meaningful: Media messages that are humorous 

and moving provide optimal consolation in corona times. Humor, 34(2), 

155-176. 

Sugiyono. (2017). Metode Penelitian Pendidikan (Pendekatan Kuantitatif, 

Kualitatif, dan R&D. Alfabeta. 

Szymkowiak, A., Kubala, B., & Antoniak, M. (2020). Music Sales and Artists’ 

Popularity on Social Media. International Journal of Marketing 

Communication and New Media, 8(14). 

Tjiptono, F.  2007.  Strategi Pemasaran.  Edisi  Kedua.  Yogyakarta: Andi Ofset. 

Wang, L., Baker, J., Wakefield, K., & Wakefield, R. (2018). Is background music 

effective on retail websites?. Journal of Promotion Management, 23(1), 1-

23. 

Yi, F., & Kang, J. (2019). Effect of background and foreground music on 

satisfaction, behavior, and emotional responses in public spaces of 

shopping malls. Applied Acoustics, 145, 408-419. 

Yoon, H. J., & Lee, Y. J. (2019). Gender differences in arousal priming effects on 

humor advertising. International Journal of Advertising, 38(3), 383-404. 

 

 

  

 



 
 

64 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

LAMPIRAN 



65 
 

 
 

Lampiran  1 

BIODATA 

Identitas Diri 

Nama    : Rahmat Arief Hidayatullah 
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Lampiran  2 

Kuesioner Penelitian 

 Perkenalkan, saya Rahmat Arief Hidayatullah, mahasiswa jurusan 

Manajemen Fakultas Ekonomi dan Bisnis di Universitas Hasanuddin. Saat ini 

saya sedang dalam proses mengerjakan tugas akhir skripsi dengan judul 

“PENGARUH HUMOR ADVERTISEMENT DAN MUSIC EFFECT TERHADAP 

PURCHASE INTENTION GENERASI Z PADA ONLINE VIDEO 

ADVERTISEMENT TIKTOK DIMEDIASI OLEH CONSUMER EMOTION. Tujuan 

dari penelitian ini adalah untuk mengetahui pengaruh konten iklan yang 

mempunyai unsur humor dan efek dari musik terhadap minat beli para penonton 

atau konsumen melalui emosi konsumen.  

Adapun karakteristik responden dalam penelitian ini adalah: 

1. Responden yang berusia 20 sampai dengan 23 tahun. 

2. Responden merupakan pengguna aktif aplikasi TikTok. 

Apabila memenuhi kriteria tersebut, maka saya memohon kesediaan 

Anda untuk mengisi dan menjawab kuesioner penelitian ini. Adapun data yang 

terkumpul hanya digunakan untuk kepentingan akademik dan akan terjaga 

kerahasiaannya. 

Atas kesediaanya dalam meluangkan waktu untuk mengisi kuesioner ini, 

saya ucapkan terimakasih. Semoga sehat selalu dan dilancarkan segala 

urusannya. 
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Identitas Responden 

1. Nama Lengkap : 

2. Email   : 

3. Jenis Kelamin  : 

a. Laki-laki 

b. Perempuan 

4. Usia   : 

a. 20 Tahun 

b. 21 Tahun 

c. 22 Tahun 

d. 23 Tahun 

Petunjuk Pengisian Kuesioner 

Semua item pernyataan membutuhkan jawaban berupa opini atau pandangan 

yang diukur dengan skala 1-5. Tidak ada jawaban benar atau salah, Anda cukup 

memilih salah satu jawaban yang sesuai dengan persepsi Anda. 

Ket :  1 = Sangat Tidak Setuju (STS) 

 2 = Tidak Setuju (TS) 

 3 = Netral (N) 

 4 = Setuju (S) 

 5 = Sangat Setuju (SS) 

HUMOR ADVERTISEMENT (X1) 

 Pada bagian ini berisi item-item pernyataan tentang konten iklan video 

online di TikTok yang menggunakan unsur humor baik yang dilakukan oleh brand 

itu sendiri maupun yang dilakukan oleh endorser/influencer. 
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No Pernyataan STS TS N S SS 

1 

Konten iklan yang mengandung unsur 

humor mampu menarik perhatian saya 

untuk menonton iklan tersebut. 

     

2 

Konten iklan yang mengandung unsur 

humor mampu membuat perasaan saya 

menjadi lebih baik 

     

3 

Saya melakukan share konten iklan 

tersebut ke orang lain jika mampu 

membuat saya tertawa. 

     

4 

Saya mengingat merek/produk tertentu 

jika dalam konten iklannya mempunyai 

daya tarik humor yang menarik. 

     

 

MUSIC EFFECT 

Sama halnya dengan Humor Advertisement, dalam bagian ini terkait 

tentang efek musik atau backsound yang digunakan dalam konten iklan di 

TikTok baik musik yang digunakan oleh brand itu sendiri (jingle) ataupun musik 

yang sedang populer/viral dikalangan netizen. 

No Pernyataan STS TS N S SS 

1 

Konten iklan yang menggunakan music 

yang populer mampu menarik perhatian 

saya untuk menonton iklan tersebut. 

     

2 

Saya merasakan kegembiraan selama 

menonton konten iklan yang 

menggunakan music populer. 

     

3 
Saya menikmati menonton konten iklan 

yang menggunakan music yang populer 
     

4 
Saya mengulangi konten iklan tersebut 

jika menggunakan music yang populer 
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CONSUMER EMOTION 

Dalam bagian ini terkait tentang Consumer Emotion atau perasaan para 

konsumen/penonton terkait tentang konten iklan di TikTok yang menarik dan 

unik. 

No Pernyataan STS TS N S SS 

1 
Saya merasa senang menonton konten 

iklan yang menarik dan unik. 
     

2 
Saya merasa nyaman menonton konten 

iklan yang menarik dan unik. 
     

3 
Saya merasa semangat ketika menonton 

konten iklan yang menarik dan unik. 
     

4 

Konten iklan yang menarik dan unik 

mampu membuat saya menontonnya dari 

awal sampai akhir. 

     

 

PURCHASE INTENTION 

No Pernyataan STS TS N S SS 

1 

Konten iklan yang mempunyai unsur 

humor atau music populer mampu 

mendapatkan perhatian saya terhadap 

produk yang diiklankan. 

     

2 

Konten iklan yang mempunyai unsur 

humor atau music populer mampu 

membuat saya tertarik untuk memiliki 

produk tersebut. 

     

3 

Konten iklan yang mempunyai unsur 

humor atau music populer mampu 

membuat saya ingin membeli produk 

tersebut. 
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Lampiran  3 

Tabulasi Data Kuesioner 

Variabel Humor Advertisement (X1) 

Humor Ads 

No. P1 P2 P3 P4 TOTAL 

1 4 3 3 4 14 

2 5 5 4 4 18 

3 4 4 5 5 18 

4 4 3 3 4 14 

5 3 3 3 3 12 

6 3 4 5 5 17 

7 4 3 3 3 13 

8 3 3 4 3 13 

9 5 5 4 5 19 

10 5 5 5 5 20 

11 4 4 3 4 15 

12 5 3 3 5 16 

13 3 3 5 3 14 

14 4 3 3 3 13 

15 5 4 3 5 17 

16 4 3 3 4 14 

17 4 3 3 4 14 

18 4 5 5 5 19 

19 4 4 4 4 16 

20 4 4 4 4 16 

21 4 4 4 4 16 

22 5 4 4 4 17 

23 4 4 4 4 16 

24 4 4 3 4 15 

25 5 4 4 4 17 

26 4 5 4 4 17 

27 4 4 4 4 16 

28 3 4 4 5 16 

29 5 5 3 4 17 

30 3 3 2 4 12 

31 4 4 5 5 18 

32 4 4 4 4 16 

33 3 3 4 3 13 

34 5 5 3 4 17 

35 4 4 3 4 15 
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36 4 4 3 5 16 

37 4 4 4 4 16 

38 5 5 4 4 18 

39 4 4 4 4 16 

40 3 3 4 3 13 

41 5 4 4 4 17 

42 4 4 4 4 16 

43 5 4 5 4 18 

44 4 4 4 4 16 

45 3 4 5 4 16 

46 5 5 4 5 19 

47 5 5 4 4 18 

48 5 4 3 3 15 

49 4 4 4 3 15 

50 4 4 3 4 15 

51 4 3 3 4 14 

52 5 5 3 4 17 

53 4 5 4 4 17 

54 3 2 3 4 12 

55 4 4 4 4 16 

56 5 5 5 5 20 

57 3 3 4 4 14 

58 4 5 4 4 17 

59 4 4 4 4 16 

60 4 4 4 5 17 

61 3 4 4 4 15 

62 4 4 4 3 15 

63 4 4 4 3 15 

64 5 5 5 5 20 

65 4 4 5 4 17 

66 4 4 3 4 15 

67 4 5 4 3 16 

68 4 3 3 4 14 

69 5 4 3 5 17 

70 4 3 3 4 14 

71 3 3 3 3 12 

72 4 5 5 5 19 

73 3 3 3 3 12 

74 5 5 5 3 18 

75 4 3 4 4 15 

76 4 4 4 4 16 

77 4 4 4 4 16 
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78 4 4 4 4 16 

79 3 3 3 3 12 

80 4 4 3 4 15 

81 4 4 4 4 16 

82 4 4 4 4 16 

83 4 4 3 4 15 

84 4 3 4 4 15 

85 4 3 3 4 14 

86 4 3 3 4 14 

87 4 4 4 4 16 

88 5 4 4 4 17 

89 4 4 4 4 16 

90 3 3 3 3 12 

91 4 4 4 4 16 

92 4 4 4 4 16 

93 4 4 4 4 16 

94 5 4 4 4 17 

95 4 3 4 4 15 

96 4 4 4 4 16 

97 4 4 4 3 15 

98 4 3 3 4 14 

99 5 3 4 4 16 

100 5 4 4 4 17 

 

Variabel Music Effect (X2) 

Music effect 

No. P1 P2 P3 P4 TOTAL 

1 4 3 3 4 14 

2 5 5 5 4 19 

3 3 3 3 3 12 

4 4 4 4 3 15 

5 3 3 3 3 12 

6 5 5 5 4 19 

7 4 3 3 3 13 

8 4 4 3 3 14 

9 5 3 3 3 14 

10 4 4 3 3 14 

11 4 4 4 3 15 

12 4 4 4 5 17 

13 3 2 2 3 10 

14 3 2 2 3 10 
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15 4 4 4 3 15 

16 3 3 3 3 12 

17 4 3 3 3 13 

18 4 4 4 4 16 

19 3 3 3 3 12 

20 4 4 4 4 16 

21 4 4 4 5 17 

22 4 3 4 4 15 

23 4 3 4 4 15 

24 4 4 4 4 16 

25 3 3 3 3 12 

26 4 4 4 3 15 

27 4 4 4 4 16 

28 5 4 3 3 15 

29 4 4 4 4 16 

30 2 2 2 2 8 

31 3 4 4 3 14 

32 3 3 3 3 12 

33 4 4 4 3 15 

34 4 4 5 5 18 

35 4 4 4 4 16 

36 3 2 3 2 10 

37 3 4 4 3 14 

38 4 4 4 4 16 

39 4 4 4 4 16 

40 4 3 3 3 13 

41 4 4 4 4 16 

42 3 3 3 3 12 

43 4 5 5 4 18 

44 5 4 4 4 17 

45 4 4 4 5 17 

46 5 5 5 5 20 

47 4 4 4 3 15 

48 4 4 4 3 15 

49 4 3 3 3 13 

50 4 4 4 4 16 

51 4 3 3 3 13 

52 4 4 4 4 16 

53 5 5 5 5 20 

54 4 5 3 2 14 

55 4 4 4 4 16 

56 5 5 5 5 20 
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57 4 4 4 4 16 

58 5 4 4 4 17 

59 4 4 4 4 16 

60 5 4 5 3 17 

61 4 4 4 4 16 

62 5 5 5 5 20 

63 4 3 3 3 13 

64 5 5 5 3 18 

65 4 4 4 4 16 

66 5 4 4 4 17 

67 4 3 3 3 13 

68 4 4 4 3 15 

69 4 4 4 3 15 

70 4 4 4 4 16 

71 3 3 3 3 12 

72 5 5 5 5 20 

73 4 5 4 4 17 

74 3 4 4 4 15 

75 4 3 4 3 14 

76 4 4 4 4 16 

77 4 4 4 3 15 

78 4 4 3 4 15 

79 4 4 3 3 14 

80 4 4 4 4 16 

81 4 4 4 4 16 

82 4 4 3 3 14 

83 4 4 4 4 16 

84 4 3 3 3 13 

85 4 3 3 3 13 

86 4 3 3 3 13 

87 4 4 4 4 16 

88 4 4 3 3 14 

89 4 4 4 4 16 

90 4 4 4 4 16 

91 4 4 4 4 16 

92 4 4 4 4 16 

93 3 3 3 2 11 

94 5 4 4 4 17 

95 4 4 4 4 16 

96 4 3 3 3 13 

97 4 4 4 4 16 

98 4 4 4 4 16 
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99 5 4 4 3 16 

100 5 4 4 3 16 

Variabel Consumer Emotion (M) 

Consumer Emotion 

No. P1 P2 P3 P4 TOTAL 

1 3 4 4 3 14 

2 4 4 4 4 16 

3 5 4 4 4 17 

4 4 4 3 4 15 

5 3 3 3 3 12 

6 5 5 5 4 19 

7 3 3 3 4 13 

8 3 3 3 3 12 

9 4 4 4 5 17 

10 5 5 5 4 19 

11 4 4 3 5 16 

12 4 4 4 4 16 

13 4 4 4 4 16 

14 4 3 3 5 15 

15 5 5 5 5 20 

16 4 4 3 4 15 

17 4 3 4 4 15 

18 4 5 5 5 19 

19 4 4 3 4 15 

20 4 4 4 4 16 

21 4 4 4 4 16 

22 4 4 4 4 16 

23 3 4 4 4 15 

24 5 4 4 5 18 

25 4 4 4 5 17 

26 4 4 4 4 16 

27 4 4 4 4 16 

28 5 4 4 5 18 

29 4 4 4 4 16 

30 4 3 2 5 14 

31 5 5 4 4 18 

32 3 3 3 3 12 

33 2 2 3 3 10 

34 4 5 4 5 18 

35 4 4 4 4 16 

36 3 3 2 2 10 
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37 4 4 4 4 16 

38 5 5 5 5 20 

39 4 4 4 4 16 

40 4 5 3 3 15 

41 5 4 4 4 17 

42 4 4 4 4 16 

43 4 4 4 5 17 

44 5 4 4 5 18 

45 4 4 4 4 16 

46 4 4 5 5 18 

47 4 4 4 4 16 

48 4 4 4 4 16 

49 4 4 4 4 16 

50 4 4 4 4 16 

51 3 3 3 3 12 

52 4 4 4 5 17 

53 5 5 4 5 19 

54 2 3 2 3 10 

55 5 4 4 4 17 

56 5 5 5 5 20 

57 4 4 4 4 16 

58 5 4 4 5 18 

59 4 4 4 4 16 

60 4 4 4 4 16 

61 4 4 4 4 16 

62 5 5 5 5 20 

63 4 4 3 3 14 

64 5 5 4 4 18 

65 5 4 4 5 18 

66 4 4 4 3 15 

67 4 4 4 5 17 

68 3 4 4 4 15 

69 4 4 3 4 15 

70 4 4 4 4 16 

71 5 5 5 5 20 

72 5 5 5 5 20 

73 3 3 3 2 11 

74 5 4 4 4 17 

75 4 4 4 4 16 

76 4 4 4 4 16 

77 4 4 4 2 14 

78 4 4 4 4 16 
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79 4 3 3 3 13 

80 4 4 4 4 16 

81 4 4 3 4 15 

82 4 3 4 4 15 

83 4 4 4 4 16 

84 4 3 3 3 13 

85 4 4 3 3 14 

86 4 4 4 4 16 

87 4 4 3 4 15 

88 4 4 4 3 15 

89 4 4 4 4 16 

90 3 4 3 3 13 

91 5 4 4 4 17 

92 5 4 4 4 17 

93 3 4 3 3 13 

94 5 4 4 4 17 

95 5 4 5 5 19 

96 5 4 4 4 17 

97 4 4 4 4 16 

98 5 4 4 4 17 

99 5 5 4 4 18 

100 5 5 4 3 17 

Variabel Purchase Intention (Y) 

Purchase Intention 

No. P1 P2 P3 TOTAL 

1 4 3 2 9 

2 4 4 3 11 

3 4 4 5 13 

4 3 3 3 9 

5 3 3 3 9 

6 4 3 5 12 

7 3 3 3 9 

8 2 3 2 7 

9 4 4 3 11 

10 3 3 3 9 

11 4 3 3 10 

12 4 4 4 12 

13 3 4 4 11 

14 4 3 2 9 

15 5 4 3 12 

16 3 3 3 9 
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17 3 3 3 9 

18 5 5 5 15 

19 3 3 3 9 

20 4 4 4 12 

21 4 4 4 12 

22 3 3 3 9 

23 3 3 2 8 

24 5 4 3 12 

25 3 4 3 10 

26 3 4 3 10 

27 4 4 4 12 

28 4 4 3 11 

29 4 4 4 12 

30 2 2 2 6 

31 3 3 3 9 

32 4 4 3 11 

33 3 3 3 9 

34 4 4 4 12 

35 4 4 4 12 

36 3 4 2 9 

37 4 4 3 11 

38 5 4 3 12 

39 3 3 3 9 

40 3 3 3 9 

41 4 4 4 12 

42 4 4 3 11 

43 5 4 4 13 

44 4 4 3 11 

45 3 3 3 9 

46 4 3 3 10 

47 4 3 3 10 

48 4 4 4 12 

49 3 3 3 9 

50 3 3 3 9 

51 4 4 4 12 

52 4 4 4 12 

53 3 3 3 9 

54 3 3 3 9 

55 4 4 4 12 

56 5 5 5 15 

57 4 4 4 12 

58 4 5 4 13 
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59 4 4 4 12 

60 4 4 4 12 

61 3 3 3 9 

62 3 3 2 8 

63 4 3 3 10 

64 4 3 3 10 

65 5 5 5 15 

66 3 3 3 9 

67 3 4 4 11 

68 4 4 4 12 

69 4 3 2 9 

70 3 3 3 9 

71 3 3 3 9 

72 4 4 4 12 

73 4 3 2 9 

74 5 3 3 11 

75 4 3 3 10 

76 3 3 3 9 

77 4 2 2 8 

78 4 4 3 11 

79 4 4 3 11 

80 4 4 3 11 

81 4 4 3 11 

82 4 4 3 11 

83 4 4 4 12 

84 4 4 4 12 

85 4 4 4 12 

86 4 4 4 12 

87 3 3 3 9 

88 4 3 2 9 

89 3 3 3 9 

90 4 4 4 12 

91 4 4 3 11 

92 4 4 3 11 

93 3 3 3 9 

94 4 4 4 12 

95 5 4 5 14 

96 5 4 5 14 

97 5 4 5 14 

98 4 4 5 13 

99 5 4 4 13 

100 5 4 4 13 
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Lampiran  4 

Hasil Olah Data SPSS 

Uji Validitas dan Reliabilitas Variabel Humor Advertisement (X1) 

Correlations 

 X1 X2 X3 X4 TOTAL 

X1 Pearson Correlation 1 .548** .113 .360** .700** 

Sig. (2-tailed)  <,001 .263 <,001 <,001 

N 100 100 100 100 100 

X2 Pearson Correlation .548** 1 .456** .363** .843** 

Sig. (2-tailed) <,001  <,001 <,001 <,001 

N 100 100 100 100 100 

X3 Pearson Correlation .113 .456** 1 .244* .650** 

Sig. (2-tailed) .263 <,001  .014 <,001 

N 100 100 100 100 100 

X4 Pearson Correlation .360** .363** .244* 1 .663** 

Sig. (2-tailed) <,001 <,001 .014  <,001 

N 100 100 100 100 100 

TOTAL Pearson Correlation .700** .843** .650** .663** 1 

Sig. (2-tailed) <,001 <,001 <,001 <,001  

N 100 100 100 100 100 

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

*. Correlation is significant at the 0.05 level (2-tailed). 

Reliability Statistics 

Cronbach's 

Alpha 
N of Items 

.682 4 

 

Uji Validitas dan Reliabilitas Variabel Music Effect (X2) 

Correlations 

 X1 X2 X3 X4 TOTAL 

X1 Pearson 

Correlation 

1 .631** .606** .445** .777** 

Sig. (2-tailed)  <,001 <,001 <,001 <,001 

N 100 100 100 100 100 

X2 Pearson 

Correlation 

.631** 1 .811** .559** .888** 
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Sig. (2-tailed) <,001  <,001 <,001 <,001 

N 100 100 100 100 100 

X3 Pearson 

Correlation 

.606** .811** 1 .666** .915** 

Sig. (2-tailed) <,001 <,001  <,001 <,001 

N 100 100 100 100 100 

X4 Pearson 

Correlation 

.445** .559** .666** 1 .800** 

Sig. (2-tailed) <,001 <,001 <,001  <,001 

N 100 100 100 100 100 

TOTAL Pearson 

Correlation 

.777** .888** .915** .800** 1 

Sig. (2-tailed) <,001 <,001 <,001 <,001  

N 100 100 100 100 100 

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

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.867 4 

  

Uji Validitas dan Reliabilitas Consumer Emotion (M) 

Correlations 

 M1 M2 M3 M4 TOTAL 

M1 Pearson Correlation 1 .653** .611** .541** .853** 

Sig. (2-tailed)  <,001 <,001 <,001 <,001 

N 100 100 100 100 100 

M2 Pearson Correlation .653** 1 .661** .424** .813** 

Sig. (2-tailed) <,001  <,001 <,001 <,001 

N 100 100 100 100 100 

M3 Pearson Correlation .611** .661** 1 .533** .846** 

Sig. (2-tailed) <,001 <,001  <,001 <,001 

N 100 100 100 100 100 

M4 Pearson Correlation .541** .424** .533** 1 .778** 

Sig. (2-tailed) <,001 <,001 <,001  <,001 

N 100 100 100 100 100 

TOTAL Pearson Correlation .853** .813** .846** .778** 1 

Sig. (2-tailed) <,001 <,001 <,001 <,001  

N 100 100 100 100 100 
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**. Correlation is significant at the 0.01 level (2-tailed). 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.837 4 

 

Uji Validitas dan Reliabilitas Purchase Intention (Y) 

Correlations 

 Y1 Y2 Y3 TOTAL 

Y1 Pearson Correlation 1 .615** .516** .824** 

Sig. (2-tailed)  <,001 <,001 <,001 

N 100 100 100 100 

Y2 Pearson Correlation .615** 1 .665** .872** 

Sig. (2-tailed) <,001  <,001 <,001 

N 100 100 100 100 

Y3 Pearson Correlation .516** .665** 1 .869** 

Sig. (2-tailed) <,001 <,001  <,001 

N 100 100 100 100 

TOTAL Pearson Correlation .824** .872** .869** 1 

Sig. (2-tailed) <,001 <,001 <,001  

N 100 100 100 100 

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

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.807 3 

 

Analisis Regresi 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .651a .423 .411 1.67507 

a. Predictors: (Constant), Music Effect, Humor Advertisement 

b. Dependent Variable: Consumer Emotion 
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ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 199.670 2 99.835 35.581 <,001b 

Residual 272.170 97 2.806   

Total 471.840 99    

a. Dependent Variable: Consumer Emotion 

b. Predictors: (Constant), Music Effect, Humor Advertisement 
 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity Statistics 

B 

Std. 

Error Beta Tolerance VIF 

1 (Constant) 3.124 1.531  2.040 .044   

Humor 

Advertisement 

.565 .101 .481 5.601 <,001 .806 1.240 

Music Effect .262 .082 .275 3.197 .002 .806 1.240 

a. Dependent Variable: Consumer Emotion 
 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .441a .194 .169 1.63427 

a. Predictors: (Constant), Consumer Emotion, Music Effect, Humor 

Advertisement 

b. Dependent Variable: Purchase Intention 
 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 61.758 3 20.586 7.708 <,001b 

Residual 256.402 96 2.671   

Total 318.160 99    

a. Dependent Variable: Purchase Intention 

b. Predictors: (Constant), Consumer Emotion, Music Effect, Humor 

Advertisement 
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Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 3.811 1.526  2.498 .014   

Humor 

Advertisement 

.106 .113 .110 .938 .351 .609 1.642 

Music Effect .106 .084 .135 1.256 .212 .729 1.371 

Consumer 

Emotion 

.228 .099 .278 2.307 .023 .577 1.734 

a. Dependent Variable: Purchase Intention 

Uji Normalitas 

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardized 

Residual 

N 100 

Normal 

Parametersa,b 

Mean .0000000 

Std. Deviation 1.65806793 

Most Extreme 

Differences 

Absolute .080 

Positive .079 

Negative -.080 

Test Statistic .080 

Asymp. Sig. (2-tailed)c .119 

Monte Carlo 

Sig. (2-tailed)d 

Sig. .121 

99% Confidence 

Interval 

Lower 

Bound 

.112 

Upper 

Bound 

.129 

a. Test distribution is Normal. 
b. Calculated from data. 
c. Lilliefors Significance Correction. 
d. Lilliefors' method based on 10000 Monte Carlo samples with 
starting seed 926214481. 

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardized 

Residual 

N 100 

Normal Mean .0000000 
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Parametersa,b Std. Deviation 1.60932206 

Most Extreme 

Differences 

Absolute .064 

Positive .064 

Negative -.049 

Test Statistic .064 

Asymp. Sig. (2-tailed)c .200d 

Monte Carlo 

Sig. (2-tailed)e 

Sig. .400 

99% Confidence 

Interval 

Lower 

Bound 

.387 

Upper 

Bound 

.413 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

d. This is a lower bound of the true significance. 

e. Lilliefors' method based on 10000 Monte Carlo samples with starting 
seed 1314643744. 

 


