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LAMPIRAN

Lampiran 1 (Kuesioner Penelitian)
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Lampiran 2 (Dokumentasi Penyebaran Kuesioner)
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Lampiran 3 (Hasil Olah Data SPSS)

Correlations
Penggunaan

Instagram Impulse Buying
Penggunaan Instagram Pearson Correlation 1 .450**

Sig. (2-tailed) .000
N 385 385

Impulse Buying Pearson Correlation .450** 1
Sig. (2-tailed) .000
N 385 385

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

Variables Entered/Removeda

Model
Variables
Entered

Variables
Removed Method

1 Penggunaan
Instagramb

. Enter

a. Dependent Variable: Impulse Buying
b. All requested variables entered.

Model Summary

Model R R Square
Adjusted R

Square
Std. Error of the

Estimate
1 .450a .202 .200 3.066
a. Predictors: (Constant), Penggunaan Instagram

ANOVAa

Model Sum of Squares df Mean Square F Sig.
1 Regression 911.995 1 911.995 97.031 .000b

Residual 3599.838 383 9.399
Total 4511.834 384

a. Dependent Variable: Impulse Buying
b. Predictors: (Constant), Penggunaan Instagram

Coefficientsa

Model
Unstandardized Coefficients

Standardized
Coefficients

t Sig.B Std. Error Beta
1 (Constant) 5.937 .508 11.696 .000

Penggunaan Instagram .523 .053 .450 9.850 .000
a. Dependent Variable: Impulse Buying
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