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Lampiran 2 

Kuesioner Penelitian 

PENGARUH BRAND IMAGE, ONLINE CUSTOMER REVIEW DAN PROMOSI 

PENJUALAN TERHADAP KEPUTUSAN PEMBELIAN PADA MARKETPLACE 

SHOPEE (Kasus Pengguna Aplikasi Shopee pada Mahasiswa Fakultas 

Ekonomi dan Bisnis Universitas Hasanuddin) 

 

Assalamualaikum Warahmatullahi Wabarakatuh 

Perkenalkan Saya Muhammad Ikhwan Mustamin, Mahasiswa S1 Prodi 

Manajemen Fakultas Ekonomi dan Bisnis Universitas Hasanuddin. Saat ini saya 

sedang melalukan penelitian untuk menyelesaikan tugas akhir (Skripsi) dengan 

judul “PENGARUH BRAND IMAGE, ONLINE CUSTOMER REVIEW DAN 

PROMOSI PENJUALAN TERHADAP KEPUTUSAN PEMBELIAN PADA 

MARKETPLACE SHOPEE (Kasus Pengguna Aplikasi Shopee pada Mahasiswa 

Fakultas Ekonomi dan Bisnis Universitas Hasanuddin). Tujuan dari penelitian ini 

adalah untuk mengetahui Pengaruh Brand Image, Online Customer Review dan 

Promosi Penjualan terhadap Keputusan Pembelian pada Marketplace Shopee 

Adapun kriteria responden dalam penelitian ini adalah:  

1. Mahasiswa Manajemen FEB Universitas Hasanuddin Angkatan 2019-2020 

2. Pengguna Aplikasi Shopee 

Apabila anda 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 kesediaannya dalam meluangkan waktu untuk mengisi kuesioner ini, saya 

ucapkan terima kasih, semoga sehat selalu dan dilancarkan urusannya. 

 

Wassalamualaikum Warahmatulahi Wabarakatuh. 
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Identitas Responden 

1. Nama Lengkap:  

2. Jenis Kelamin: 

a. Laki-Laki 

b. Perempuan 

3. Mahasiswa Manajemen FEB-UH Angakatan: 

a. 2019 

b. 2020 

 

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) 
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Pernyataan Kuesioner Penelitian 

A. Brand Image 

No Indikator Pernyataan 
Pilihan Jawaban 

SS S N TS STS 

1 
Brand 
Image 

Shopee Indonesia 
merupakan perusahaan 
e-commerce yang 
popular di indonesia 

     

Shopee Indonesia 
dipercaya dan memiliki 
reputasi yang baik 

     

Shopee Indonesia 
memiliki layanan yang 
bisa dijangkau seluruh 
indonesia 

     

Shopee Indonesia 
memiliki fitur yang 
mudah digunakan pada 
tampilan layar shopee 

     

 

B. Online Customer Review 

 

 

No Indikator Pernyataan 
Pilihan Jawaban 

SS S N TS STS 

2 
Online 

Customer 
Review 

Online customer review 
membuat saya  mudah 
untuk berbelanja Online  

     

Review produk dishopee 
memberikan gambaran 
yang lengkap kepada 
saya mengenai produk 
secara keseluruhan  

     

Review produk yang 
positif dan negatif 
mempengaruhi saya 
dalam berbelanja online  
 

     

Semakin banyak jumlah 
review positif semakin 
menarik bagi saya untuk 
berbelanja online   
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C. Promosi Penjualan 

 

D. Keputusan Pembelian 

 

 

 

 

 

 

 

No Indikator Pernyataan 
Pilihan Jawaban 

SS S N TS STS 

3 
Promosi 

Penjualan 

Informasi yang tertera pada 
promo cashback dan 
discount shopee jelas dan 
mudah dimengerti  

     

Saya tertarik belanja di 
shopee karena promo gratis 
ongkir yang ditawarkan  

     

Saya merasa aman 
berbelanja di shopee 
karena terdapat Garansi 
pembelian  

     

No Indikator Pernyataan 
Pilihan Jawaban 

SS S N TS STS 

4 
Keputusan 
Pembelian 

Saya berniat melakukan 
pembelian produk melalui 
Shopee 

     

Saya mau membeli produk 
dishopee karena shopee 
memiliki banyak fitur yang 
mempermudah saya saat 
berbelanja 

     

Saya akan membeli produk 
dishopee karena produk 
dan layanannya sesuai 
dengan keinginan 
konsumen 
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Lampiran 3 

Tabulasi Data 

No 

Brand Image (X1) Online Customer Review (X2) Promosi Penjualan (X3) Keputusan pembelian (Y) 

x1_1 x1_2 x1_3 x1_4 total x2_1 x2_2 x2_3 x2_4 total x3_1 x3_2 x3_3 total x4_1 x4_2 x4_3 total 

1 4 3 3 4 14 4 3 3 4 14 3 4 4 11 3 3 4 10 

2 5 5 4 4 18 5 5 5 4 19 4 4 4 12 5 4 4 13 

3 4 4 5 5 18 3 3 3 3 12 5 4 4 13 4 5 5 14 

4 4 3 3 4 14 4 4 4 3 15 4 4 3 11 3 3 4 10 

5 3 3 3 3 12 3 3 3 3 12 3 3 3 9 3 3 3 9 

6 3 4 5 5 17 5 5 5 4 19 5 5 5 15 4 5 5 14 

7 4 3 3 3 13 4 3 3 3 13 3 3 3 9 3 3 3 9 

8 3 3 4 3 13 4 4 3 3 14 3 3 3 9 3 4 3 10 

9 5 5 4 5 19 5 3 3 3 14 4 4 4 12 5 4 5 14 

10 5 5 5 5 20 4 4 3 3 14 5 5 5 15 5 5 5 15 

11 4 4 3 4 15 4 4 4 3 15 4 4 3 11 4 3 4 11 

12 5 3 3 5 16 4 4 4 5 17 4 4 4 12 3 3 5 11 

13 3 3 5 3 14 3 2 2 3 10 4 4 4 12 3 5 3 11 

14 4 3 3 3 13 3 2 2 3 10 4 3 3 10 3 3 3 9 

15 5 4 3 5 17 4 4 4 3 15 5 5 5 15 4 3 5 12 

16 4 3 3 4 14 3 3 3 3 12 4 4 3 11 3 3 4 10 

17 4 3 3 4 14 4 3 3 3 13 4 3 4 11 3 3 4 10 

18 4 5 5 5 19 4 4 4 4 16 4 5 5 14 5 5 5 15 

19 4 4 4 4 16 3 3 3 3 12 4 4 3 11 4 4 4 12 

20 4 4 4 4 16 4 4 4 4 16 4 4 4 12 4 4 4 12 

21 4 4 4 4 16 4 4 4 5 17 4 4 4 12 4 4 4 12 

22 5 4 4 4 17 4 3 4 4 15 4 4 4 12 4 4 4 12 

23 4 4 4 4 16 4 3 4 4 15 3 4 4 11 4 4 4 12 

24 4 4 3 4 15 4 4 4 4 16 5 4 4 13 4 3 4 11 

25 5 4 4 4 17 3 3 3 3 12 4 4 4 12 4 4 4 12 
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26 4 5 4 4 17 4 4 4 3 15 4 4 4 12 5 4 4 13 

27 4 4 4 4 16 4 4 4 4 16 4 4 4 12 4 4 4 12 

28 3 4 4 5 16 5 4 3 3 15 5 4 4 13 4 4 5 13 

29 5 5 3 4 17 4 4 4 4 16 4 4 4 12 5 3 4 12 

30 3 3 2 4 12 2 2 2 2 8 4 3 2 9 3 2 4 9 

31 4 4 5 5 18 3 4 4 3 14 5 5 4 14 4 5 5 14 

32 4 4 4 4 16 3 3 3 3 12 3 3 3 9 4 4 4 12 

33 3 3 4 3 13 4 4 4 3 15 2 2 3 7 3 4 3 10 

34 5 5 3 4 17 4 4 5 5 18 4 5 4 13 5 3 4 12 

35 4 4 3 4 15 4 4 4 4 16 4 4 4 12 4 3 4 11 

36 4 4 3 5 16 3 2 3 2 10 3 3 2 8 4 3 5 12 

37 4 4 4 4 16 3 4 4 3 14 4 4 4 12 4 4 4 12 

38 5 5 4 4 18 4 4 4 4 16 5 5 5 15 5 4 4 13 

39 4 4 4 4 16 4 4 4 4 16 4 4 4 12 4 4 4 12 

40 3 3 4 3 13 4 3 3 3 13 4 5 3 12 3 4 3 10 

41 5 4 4 4 17 4 4 4 4 16 5 4 4 13 4 4 4 12 

42 4 4 4 4 16 3 3 3 3 12 4 4 4 12 4 4 4 12 

43 5 4 5 4 18 4 5 5 4 18 4 4 4 12 4 5 4 13 

44 4 4 4 4 16 5 4 4 4 17 5 4 4 13 4 4 4 12 

45 3 4 5 4 16 4 4 4 5 17 4 4 4 12 4 5 4 13 

46 5 5 4 5 19 5 5 5 5 20 4 4 5 13 5 4 5 14 

47 5 5 4 4 18 4 4 4 3 15 4 4 4 12 5 4 4 13 

48 5 4 3 3 15 4 4 4 3 15 4 4 4 12 4 3 3 10 

49 4 4 4 3 15 4 3 3 3 13 4 4 4 12 4 4 3 11 

50 4 4 3 4 15 4 4 4 4 16 4 4 4 12 4 3 4 11 

51 4 3 3 4 14 4 3 3 3 13 3 3 3 9 3 3 4 10 

52 5 5 3 4 17 4 4 4 4 16 4 4 4 12 5 3 4 12 

53 4 5 4 4 17 5 5 5 5 20 5 5 4 14 5 4 4 13 

54 3 2 3 4 12 4 5 3 2 14 2 3 2 7 2 3 4 9 

55 4 4 4 4 16 4 4 4 4 16 5 4 4 13 4 4 4 12 
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56 5 5 5 5 20 5 5 5 5 20 5 5 5 15 5 5 5 15 

57 3 3 4 4 14 4 4 4 4 16 4 4 4 12 3 4 4 11 

58 4 5 4 4 17 5 4 4 4 17 5 4 4 13 5 4 4 13 

59 4 4 4 4 16 4 4 4 4 16 4 4 4 12 4 4 4 12 

60 4 4 4 5 17 5 4 5 3 17 4 4 4 12 4 4 5 13 

61 3 4 4 4 15 4 4 4 4 16 4 4 4 12 4 4 4 12 

62 4 4 4 3 15 5 5 5 5 20 5 5 5 15 4 4 3 11 

63 4 4 4 3 15 4 3 3 3 13 4 4 3 11 4 4 3 11 

64 5 5 5 5 20 5 5 5 3 18 5 5 4 14 5 5 5 15 

65 4 4 5 4 17 4 4 4 4 16 5 4 4 13 4 5 4 13 

66 4 4 3 4 15 5 4 4 4 17 4 4 4 12 4 3 4 11 

67 4 5 4 3 16 4 3 3 3 13 4 4 4 12 5 4 3 12 

68 4 3 3 4 14 4 4 4 3 15 3 4 4 11 3 3 4 10 

69 5 4 3 5 17 4 4 4 3 15 4 4 3 11 4 3 5 12 

70 4 3 3 4 14 4 4 4 4 16 4 4 4 12 3 3 4 10 

71 3 3 3 3 12 3 3 3 3 12 5 5 5 15 3 3 3 9 

72 4 5 5 5 19 5 5 5 5 20 5 5 5 15 5 5 5 15 

73 3 3 3 3 12 4 5 4 4 17 3 3 3 9 3 3 3 9 

74 5 5 5 3 18 3 4 4 4 15 5 4 4 13 5 5 3 13 

75 4 3 4 4 15 4 3 4 3 14 4 4 4 12 3 4 4 11 

76 4 4 4 4 16 4 4 4 4 16 4 4 4 12 4 4 4 12 

77 4 4 4 4 16 4 4 4 3 15 4 4 4 12 4 4 4 12 

78 4 4 4 4 16 4 4 3 4 15 4 4 4 12 4 4 4 12 

79 3 3 3 3 12 4 4 3 3 14 4 3 3 10 3 3 3 9 

80 4 4 3 4 15 4 4 4 4 16 4 4 4 12 4 3 4 11 

81 4 4 4 4 16 4 4 4 4 16 4 4 3 11 4 4 4 12 

82 4 4 4 4 16 4 4 3 3 14 4 3 4 11 4 4 4 12 

83 4 4 3 4 15 4 4 4 4 16 4 4 4 12 4 3 4 11 

84 4 3 4 4 15 4 3 3 3 13 4 3 3 10 3 4 4 11 

85 4 3 3 4 14 4 3 3 3 13 4 4 3 11 3 3 4 10 
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86 4 3 3 4 14 4 3 3 3 13 4 4 4 12 3 3 4 10 

87 4 4 4 4 16 4 4 4 4 16 4 4 3 11 4 4 4 12 

88 5 4 4 4 17 4 4 3 3 14 4 4 4 12 4 4 4 12 

89 4 4 4 4 16 4 4 4 4 16 4 4 4 12 4 4 4 12 

90 3 3 3 3 12 4 4 4 4 16 3 4 3 10 3 3 3 9 

91 4 4 4 4 16 4 4 4 4 16 5 4 4 13 4 4 4 12 

92 4 4 4 4 16 4 4 4 4 16 5 4 4 13 4 4 4 12 

93 4 4 4 4 16 3 3 3 2 11 3 4 3 10 4 4 4 12 

94 5 4 4 4 17 5 4 4 4 17 5 4 4 13 4 4 4 12 

95 4 3 4 4 15 4 4 4 4 16 5 4 5 14 3 4 4 11 

96 4 4 4 4 16 4 3 3 3 13 5 4 4 13 4 4 4 12 

97 4 4 4 3 15 4 4 4 4 16 4 4 4 12 4 4 3 11 

98 4 3 3 4 14 4 4 4 4 16 5 4 4 13 3 3 4 10 

99 5 3 4 4 16 5 4 4 3 16 5 5 4 14 3 4 4 11 

100 5 4 4 4 17 5 4 4 3 16 5 5 4 14 4 4 4 12 

101 4 3 3 4 14 4 3 3 4 14 3 4 4 11 4 3 2 9 

102 5 5 4 4 18 5 5 5 4 19 4 4 4 12 4 4 3 11 

103 4 4 5 5 18 3 3 3 3 12 5 4 4 13 4 4 5 13 

104 4 3 3 4 14 4 4 4 3 15 4 4 3 11 3 3 3 9 

105 3 3 3 3 12 3 3 3 3 12 3 3 3 9 3 3 3 9 

106 3 4 5 5 17 5 5 5 4 19 5 5 5 15 4 3 5 12 

107 4 3 3 3 13 4 3 3 3 13 3 3 3 9 3 3 3 9 

108 3 3 4 3 13 4 4 3 3 14 3 3 3 9 2 3 2 7 

109 5 5 4 5 19 5 3 3 3 14 4 4 4 12 4 4 3 11 

110 5 5 5 5 20 4 4 3 3 14 5 5 5 15 3 3 3 9 

111 4 4 3 4 15 4 4 4 3 15 4 4 3 11 4 3 3 10 

112 5 3 3 5 16 4 4 4 5 17 4 4 4 12 4 4 4 12 

113 3 3 5 3 14 3 2 2 3 10 4 4 4 12 3 4 4 11 

114 4 3 3 3 13 3 2 2 3 10 4 3 3 10 4 3 2 9 

115 5 4 3 5 17 4 4 4 3 15 5 5 5 15 5 4 3 12 
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116 4 3 3 4 14 3 3 3 3 12 4 4 3 11 3 3 3 9 

117 4 3 3 4 14 4 3 3 3 13 4 3 4 11 3 3 3 9 

118 4 5 5 5 19 4 4 4 4 16 4 5 5 14 5 5 5 15 

119 4 4 4 4 16 3 3 3 3 12 4 4 3 11 3 3 3 9 

120 4 4 4 4 16 4 4 4 4 16 4 4 4 12 4 4 4 12 

121 4 4 4 4 16 4 4 4 5 17 4 4 4 12 4 4 4 12 

122 5 4 4 4 17 4 3 4 4 15 4 4 4 12 3 3 3 9 

123 4 4 4 4 16 4 3 4 4 15 3 4 4 11 3 3 2 8 

124 4 4 3 4 15 4 4 4 4 16 5 4 4 13 5 4 3 12 

125 5 4 4 4 17 3 3 3 3 12 4 4 4 12 3 4 3 10 

126 4 5 4 4 17 4 4 4 3 15 4 4 4 12 3 4 3 10 

127 4 4 4 4 16 4 4 4 4 16 4 4 4 12 4 4 4 12 

128 3 4 4 5 16 5 4 3 3 15 5 4 4 13 4 4 3 11 

129 5 5 3 4 17 4 4 4 4 16 4 4 4 12 4 4 4 12 

130 3 3 2 4 12 2 2 2 2 8 4 3 2 9 2 2 2 6 

131 4 4 5 5 18 3 4 4 3 14 5 5 4 14 3 3 3 9 

132 4 4 4 4 16 3 3 3 3 12 3 3 3 9 4 4 3 11 

133 3 3 4 3 13 4 4 4 3 15 2 2 3 7 3 3 3 9 

134 5 5 3 4 17 4 4 5 5 18 4 5 4 13 4 4 4 12 

135 4 4 3 4 15 4 4 4 4 16 4 4 4 12 4 4 4 12 

136 4 4 3 5 16 3 2 3 2 10 3 3 2 8 3 4 2 9 

137 4 4 4 4 16 3 4 4 3 14 4 4 4 12 4 4 3 11 

138 5 5 4 4 18 4 4 4 4 16 5 5 5 15 5 4 3 12 

139 4 4 4 4 16 4 4 4 4 16 4 4 4 12 3 3 3 9 

140 3 3 4 3 13 4 3 3 3 13 4 5 3 12 3 3 3 9 

141 5 4 4 4 17 4 4 4 4 16 5 4 4 13 4 4 4 12 

142 4 4 4 4 16 3 3 3 3 12 4 4 4 12 4 4 3 11 

143 5 4 5 4 18 4 5 5 4 18 4 4 4 12 5 4 4 13 

144 4 4 4 4 16 5 4 4 4 17 5 4 4 13 4 4 3 11 

145 3 4 5 4 16 4 4 4 5 17 4 4 4 12 3 3 3 9 
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146 5 5 4 5 19 5 5 5 5 20 4 4 5 13 4 3 3 10 

147 5 5 4 4 18 4 4 4 3 15 4 4 4 12 4 3 3 10 

148 5 4 3 3 15 4 4 4 3 15 4 4 4 12 4 4 4 12 

149 4 4 4 3 15 4 3 3 3 13 4 4 4 12 3 3 3 9 

150 4 4 3 4 15 4 4 4 4 16 4 4 4 12 3 3 3 9 

151 4 3 3 4 14 4 3 3 3 13 3 3 3 9 4 4 4 12 

152 5 5 3 4 17 4 4 4 4 16 4 4 4 12 4 4 4 12 

153 4 5 4 4 17 5 5 5 5 20 5 5 4 14 3 3 3 9 

154 3 2 3 4 12 4 5 3 2 14 2 3 2 7 3 3 3 9 

155 4 4 4 4 16 4 4 4 4 16 5 4 4 13 4 4 4 12 

156 5 5 5 5 20 5 5 5 5 20 5 5 5 15 5 5 5 15 

157 3 3 4 4 14 4 4 4 4 16 4 4 4 12 4 4 4 12 

158 4 5 4 4 17 5 4 4 4 17 5 4 4 13 4 5 4 13 

159 4 4 4 4 16 4 4 4 4 16 4 4 4 12 4 4 4 12 

160 4 4 4 5 17 5 4 5 3 17 4 4 4 12 4 4 4 12 

161 3 4 4 4 15 4 4 4 4 16 4 4 4 12 3 3 3 9 

162 4 4 4 3 15 5 5 5 5 20 5 5 5 15 3 3 2 8 

163 4 4 4 3 15 4 3 3 3 13 4 4 3 11 4 3 3 10 

164 5 5 5 5 20 5 5 5 3 18 5 5 4 14 4 3 3 10 

165 4 4 5 4 17 4 4 4 4 16 5 4 4 13 5 5 5 15 

166 4 4 3 4 15 5 4 4 4 17 4 4 4 12 3 3 3 9 

167 4 5 4 3 16 4 3 3 3 13 4 4 4 12 3 4 4 11 

168 4 3 3 4 14 4 4 4 3 15 3 4 4 11 4 4 4 12 

169 5 4 3 5 17 4 4 4 3 15 4 4 3 11 4 3 2 9 

170 4 3 3 4 14 4 4 4 4 16 4 4 4 12 3 3 3 9 

171 3 3 3 3 12 3 3 3 3 12 5 5 5 15 3 3 3 9 

172 4 5 5 5 19 5 5 5 5 20 5 5 5 15 4 4 4 12 

173 3 3 3 3 12 4 5 4 4 17 3 3 3 9 4 3 2 9 

174 5 5 5 3 18 3 4 4 4 15 5 4 4 13 5 3 3 11 

175 4 3 4 4 15 4 3 4 3 14 4 4 4 12 4 3 3 10 
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176 4 4 4 4 16 4 4 4 4 16 4 4 4 12 3 3 3 9 

177 4 4 4 4 16 4 4 4 3 15 4 4 4 12 4 2 2 8 

178 4 4 4 4 16 4 4 3 4 15 4 4 4 12 4 4 3 11 

179 3 3 3 3 12 4 4 3 3 14 4 3 3 10 4 4 3 11 

180 4 4 3 4 15 4 4 4 4 16 4 4 4 12 4 4 3 11 

181 4 4 4 4 16 4 4 4 4 16 4 4 3 11 4 4 3 11 

182 4 4 4 4 16 4 4 3 3 14 4 3 4 11 4 4 3 11 

183 4 4 3 4 15 4 4 4 4 16 4 4 4 12 4 4 4 12 

184 4 3 4 4 15 4 3 3 3 13 4 3 3 10 4 4 4 12 

185 4 3 3 4 14 4 3 3 3 13 4 4 3 11 4 4 4 12 

186 4 3 3 4 14 4 3 3 3 13 4 4 4 12 4 4 4 12 

187 4 4 4 4 16 4 4 4 4 16 4 4 3 11 3 3 3 9 

188 5 4 4 4 17 4 4 3 3 14 4 4 4 12 4 3 2 9 

189 4 4 4 4 16 4 4 4 4 16 4 4 4 12 3 3 3 9 

190 3 3 3 3 12 4 4 4 4 16 3 4 3 10 4 4 4 12 

191 4 4 4 4 16 4 4 4 4 16 5 4 4 13 4 4 3 11 

192 4 4 4 4 16 4 4 4 4 16 5 4 4 13 4 4 3 11 

193 4 4 4 4 16 3 3 3 2 11 3 4 3 10 3 3 3 9 

194 5 4 4 4 17 5 4 4 4 17 5 4 4 13 4 4 4 12 

195 4 3 4 4 15 4 4 4 4 16 5 4 5 14 5 4 5 14 

196 4 4 4 4 16 4 3 3 3 13 5 4 4 13 5 4 5 14 

197 4 4 4 3 15 4 4 4 4 16 4 4 4 12 5 4 5 14 

198 4 3 3 4 14 4 4 4 4 16 5 4 4 13 4 4 5 13 

199 5 3 4 4 16 5 4 4 3 16 5 5 4 14 5 4 4 13 

200 5 4 4 4 17 5 4 4 3 16 5 5 4 14 5 4 4 13 
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Lampiran 4 

Hasil Olah Data SPSS 

Uji Validitas dan Realibilitas Brand Image (X1) 

Correlations 

 X1.1 X1.2 X1.3 X1.4 TOTAL 

X1.1 Pearson 

Correlation 

1 .490** -.025 .362* .612** 

Sig. (2-tailed)  .006 .895 .050 <.001 

N 30 30 30 30 30 

X1.2 Pearson 

Correlation 

.490** 1 .494** .523** .874** 

Sig. (2-tailed) .006  .006 .003 <.001 

N 30 30 30 30 30 

X1.3 Pearson 

Correlation 

-.025 .494** 1 .321 .651** 

Sig. (2-tailed) .895 .006  .083 <.001 

N 30 30 30 30 30 

X1.4 Pearson 

Correlation 

.362* .523** .321 1 .747** 

Sig. (2-tailed) .050 .003 .083  <.001 

N 30 30 30 30 30 

TOTAL Pearson 

Correlation 

.612** .874** .651** .747** 1 

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

N 30 30 30 30 30 

**. 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 

.689 4 
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Uji Validitas dan Realibilitas Online Customer Review (X2) 

Correlations 

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

X2.1 Pearson 

Correlation 

1 .730** .657** .448* .827** 

Sig. (2-tailed)  <.001 <.001 .013 <.001 

N 30 30 30 30 30 

X2.2 Pearson 

Correlation 

.730** 1 .858** .490** .909** 

Sig. (2-tailed) <.001  <.001 .006 <.001 

N 30 30 30 30 30 

X2.3 Pearson 

Correlation 

.657** .858** 1 .650** .932** 

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

N 30 30 30 30 30 

X2.4 Pearson 

Correlation 

.448* .490** .650** 1 .747** 

Sig. (2-tailed) .013 .006 <.001  <.001 

N 30 30 30 30 30 

TOTAL Pearson 

Correlation 

.827** .909** .932** .747** 1 

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

N 30 30 30 30 30 

**. 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 

.879 4 

 

 

 

 

 

 

 

 

 



 
 
 

81 
 

  

Uji Validitas dan Realibilitas Promosi Penjualan (X3) 

Correlations 

 X3.1 X3.2 X3.3 TOTAL 

X3.1 Pearson Correlation 1 .583** .487** .788** 

Sig. (2-tailed)  <.001 .006 <.001 

N 30 30 30 30 

X3.2 Pearson Correlation .583** 1 .794** .912** 

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

N 30 30 30 30 

X3.3 Pearson Correlation .487** .794** 1 .893** 

Sig. (2-tailed) .006 <.001  <.001 

N 30 30 30 30 

TOTAL Pearson Correlation .788** .912** .893** 1 

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

N 30 30 30 30 

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

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.827 3 

 
Uji Validitas dan Realibilitas Keputusan Pembelian (Y) 

Correlations 

 Y1.1 Y1.2 Y1.3 TOTAL 

Y1.1 Pearson Correlation 1 .494** .523** .848** 

Sig. (2-tailed)  .006 .003 <.001 

N 30 30 30 30 

Y1.2 Pearson Correlation .494** 1 .321 .786** 

Sig. (2-tailed) .006  .083 <.001 

N 30 30 30 30 

Y1.3 Pearson Correlation .523** .321 1 .747** 

Sig. (2-tailed) .003 .083  <.001 

N 30 30 30 30 

TOTAL Pearson Correlation .848** .786** .747** 1 

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

N 30 30 30 30 

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

Cronbach's 

Alpha N of Items 

.705 3 

 

Analisis Deskriptif 

Variabel Brand Image (X1) 

X1.1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 3.00 32 16.0 16.0 16.0 

4.00 120 60.0 60.0 76.0 

5.00 48 24.0 24.0 100.0 

Total 200 100.0 100.0  

 

X1.2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 2 1.0 1.0 1.0 

3.00 56 28.0 28.0 29.0 

4.00 106 53.0 53.0 82.0 

5.00 36 18.0 18.0 100.0 

Total 200 100.0 100.0  

 

X1.3 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 2 1.0 1.0 1.0 

3.00 66 33.0 33.0 34.0 

4.00 106 53.0 53.0 87.0 

5.00 26 13.0 13.0 100.0 

Total 200 100.0 100.0  

 

X1.4 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 3.00 36 18.0 18.0 18.0 

4.00 132 66.0 66.0 84.0 

5.00 32 16.0 16.0 100.0 
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Total 200 100.0 100.0  

 

Variabel Online Customer Review (X2)  

X2.1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 2 1.0 1.0 1.0 

3.00 30 15.0 15.0 16.0 

4.00 134 67.0 67.0 83.0 

5.00 34 17.0 17.0 100.0 

Total 200 100.0 100.0  

 

X2.2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 8 4.0 4.0 4.0 

3.00 50 25.0 25.0 29.0 

4.00 120 60.0 60.0 89.0 

5.00 22 11.0 11.0 100.0 

Total 200 100.0 100.0  

 

X2.3 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 6 3.0 3.0 3.0 

3.00 62 31.0 31.0 34.0 

4.00 110 55.0 55.0 89.0 

5.00 22 11.0 11.0 100.0 

Total 200 100.0 100.0  

 

X2.4 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 8 4.0 4.0 4.0 

3.00 90 45.0 45.0 49.0 

4.00 84 42.0 42.0 91.0 

5.00 18 9.0 9.0 100.0 

Total 200 100.0 100.0  
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Variabel Promosi Penjualan (X3) 

X3.1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 4 2.0 2.0 2.0 

3.00 24 12.0 12.0 14.0 

4.00 116 58.0 58.0 72.0 

5.00 56 28.0 28.0 100.0 

Total 200 100.0 100.0  

 

X3.2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 2 1.0 1.0 1.0 

3.00 28 14.0 14.0 15.0 

4.00 138 69.0 69.0 84.0 

5.00 32 16.0 16.0 100.0 

Total 200 100.0 100.0  

 

 

X3.3 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 6 3.0 3.0 3.0 

3.00 44 22.0 22.0 25.0 

4.00 128 64.0 64.0 89.0 

5.00 22 11.0 11.0 100.0 

Total 200 100.0 100.0  

 

Variabel Keputusan Pembelian (Y) 

 

Y1.1 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 3 1.5 1.5 1.5 

3.00 60 30.0 30.0 31.5 

4.00 106 53.0 53.0 84.5 

5.00 31 15.5 15.5 100.0 
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Total 200 100.0 100.0  

 

Y1.2 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 3 1.5 1.5 1.5 

3.00 74 37.0 37.0 38.5 

4.00 106 53.0 53.0 91.5 

5.00 17 8.5 8.5 100.0 

Total 200 100.0 100.0  

 

Y1.3 

 Frequency Percent Valid Percent 

Cumulative 

Percent 

Valid 2.00 11 5.5 5.5 5.5 

3.00 69 34.5 34.5 40.0 

4.00 95 47.5 47.5 87.5 

5.00 25 12.5 12.5 100.0 

Total 200 100.0 100.0  

 

Analisis Regresi Linear Berganda 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.766 .891  1.982 .049 

Brand Image .428 .067 .465 6.378 <.001 

OCR .056 .050 .075 1.120 .264 

Promosi 

Penjualan 

.154 .078 .151 1.983 .049 

a. Dependent Variable: Keputusan Pembelian 

 
Uji Koefisien Determinasi (R2) 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .611a .373 .364 1.36134 

a. Predictors: (Constant), Promosi Penjualan, OCR, Brand Image 
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Uji Parsial (Uji T) 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.766 .891  1.982 .049 

Brand Image .428 .067 .465 6.378 <.001 

OCR .056 .050 .075 1.120 .264 

Promosi 

Penjualan 

.154 .078 .151 1.983 .049 

a. Dependent Variable: Keputusan Pembelian 

 
 

Uji Simultan (Uji F) 

ANOVAa 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 216.283 3 72.094 38.902 <.001b 

Residual 363.237 196 1.853   

Total 579.520 199    

a. Dependent Variable: Keputusan Pembelian 

b. Predictors: (Constant), Promosi Penjualan, OCR, Brand Image 
 

 


