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1. Nama Lengkap: ________________________ 

2. Jenis Kelamin 

☐ Laki-laki ☐ Perempuan 

3. Usia 

☐ 17 – 25 tahun  

☐ 26 – 30 tahun 

☐ 31 – 40 tahun 

☐ > 40 tahun 

4. Pekerjaan 

☐ Pelajar/Mahasiswa 

☐ Karyawan Swasta 

☐ Wiraswasta 

☐ Pegawai Negeri Sipil 

☐ Ibu Rumah Tangga 

☐ Lainnya, ______________

5. Penghasilan per Bulan 

☐ Rp0 – Rp1.000.000 

☐ Rp1.000.000 – Rp3.000.000 
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☐ 2 – 5 kali 

☐ > 5 kali 

 

B. VARIABEL PENELITIAN 

PETUNJUK PENGISIAN KUESIONER 

Jawablah pertanyaan di bawah ini dengan memberi tanda centang 

(√) pada pilihan jawaban yang telah tersedia sesuai dengan 

pendapat Anda, dengan alternatif jawaban sebagai berikut. 

1  = Sangat Tidak Setuju (STS) 

2 = Tidak Setuju (TS) 

3 = Netral (N) 

4 = Setuju (S) 

5 = Sangat Setuju (SS) 

 

1. Price Discount (Potongan Harga) 

Price discount atau potongan harga merupakan suatu 

pengurangan harga produk dari harga normal dalam periode 

tertentu. 

No. Pernyataan 1 

(STS) 

2 

(TS) 

3 

(N) 

4 

(S) 

5 

(SS) 

1. Saya tertarik melakukan pembelian jika 

mendapat diskon yang besar 
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2. Saya akan melakukan pembelian 

produk jika masa waktu berlakunya 

diskon akan segera berakhir 

     

3. Saya tertarik membeli produk yang 

sedang diskon karena merasa lebih 

hemat 

     

4.  Program diskon di Alfamart 

mempengaruhi keputusan saya untuk 

berbelanja di sana dibandingkan 

dengan toko lain 

     

5. Saya cenderung membeli produk 

karena adanya diskon 

     

6. Menurut saya, Alfamart rutin 

mengadakan diskon setiap minggunya 

     

 

 

2. Bonus Pack 

Bonus pack merupakan muatan ekstra (tambahan) yang 

diselipkan pada suatu produk, contohnya buy one get one. 

No. Pernyataan 1 

(STS) 

2 

(TS) 

3 

(N) 

4 

(S) 

5 

(SS) 

1. Saya akan membeli produk yang 

memberi bonus tambahan pada 

kemasannya 
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2. Saya merasa lebih tertarik untuk 

mencoba produk yang menawarkan 

bonus tambahan (bonus pack) 

dibandingkan produk lain 

     

3. Saya tertarik membeli lebih dari satu 

jika produk tersebut memberi bonus 

tambahan 

     

4.  Saya lebih tertarik pada produk yang 

menawarkan bonus pack dengan 

tampilan fisik yang menarik 

     

5. Saya merasa senang ketika bonus 

pack yang ditawarkan Alfamart 

memberikan manfaat yang sesuai 

dengan kebutuhan saya 

     

6. Saya sering membeli produk yang 

menawarkan bonus pack karena 

mendapatkan kuantitas ekstra 

     

 

 

3. Impulse Buying 

Impulse buying merupakan tindakan belanja yang dilakukan 

tanpa perencanaan atau pemikiran yang matang sebelumnya. 
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No. Pernyataan 1 

(STS) 

2 

(TS) 

3 

(N) 

4 

(S) 

5 

(SS) 

1. Saya akan melakukan pembelian 

secara spontan ketika melihat produk 

yang menarik 

     

2. Saya sulit mengendalikan diri terhadap 

desakan untuk membeli produk ketika 

melihat penawaran yang menarik 

     

3. Saya cenderung membeli produk 

karena keinginan dan bukan karena 

kebutuhan 

     

4.  Ketika saya melihat produk dengan 

promo yang menggiurkan, saya akan 

langsung membelinya tanpa melakukan 

perencanaan terlebih dahulu 

     

5. Saya akan tetap membeli produk yang 

saya anggap menarik walaupun pada 

akhirnya saya akan menyesal 
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Lampiran 3 

TABULASI DATA KUESIONER 

 

 Alfamart Cabang Perintis Kemerdekaan 10 

NO. 

PERNYATAAN 

Price Discount (X1) Bonus Pack (X2) Impulse Buying (Y) 

1 2 3 4 5 6 Total X1 1 2 3 4 5 6 Total X2 1 2 3 4 5 Total Y 

1 3 3 5 4 2 3 20 4 4 5 4 4 5 26 4 5 4 4 4 21 
2 5 3 4 3 3 3 21 3 3 3 3 3 3 18 3 3 3 3 3 15 
3 4 5 4 5 4 4 26 5 5 4 5 4 4 27 4 5 4 4 5 22 
4 4 5 4 4 5 5 27 4 5 4 4 5 5 27 4 5 4 4 5 22 
5 4 5 4 3 5 4 25 4 5 5 4 5 4 27 4 5 4 4 4 21 
6 4 5 5 4 5 5 28 4 5 5 4 4 5 27 4 4 5 5 4 22 
7 2 2 2 2 1 2 11 4 4 4 4 4 4 24 2 2 2 2 2 10 
8 5 5 5 4 4 5 28 4 4 5 5 5 4 27 5 5 4 5 4 23 
9 5 5 3 4 5 3 25 4 4 4 5 5 4 26 5 5 4 5 5 24 
10 3 3 4 5 3 3 21 5 5 4 5 5 4 28 4 4 5 5 4 22 
11 4 5 5 4 4 5 27 4 4 4 5 5 4 26 4 4 5 5 4 22 
12 4 4 4 4 4 5 25 4 5 5 4 5 5 28 4 4 5 5 4 22 
13 5 4 3 5 5 3 25 5 5 4 4 4 5 27 5 4 5 4 4 22 
14 5 5 4 5 5 4 28 4 5 5 5 4 4 27 5 5 4 4 5 23 
15 3 4 3 3 4 3 20 5 4 5 4 4 5 27 5 4 4 5 4 22 
16 5 3 5 4 3 4 24 5 4 5 4 5 4 27 4 4 4 4 5 21 
17 5 4 4 5 4 4 26 5 4 5 4 4 5 27 5 5 4 5 4 23 
18 3 3 5 4 3 3 21 5 5 4 5 5 4 28 4 4 5 5 4 22 
19 5 5 4 5 4 3 26 5 5 5 5 5 5 30 4 4 4 4 3 19 
20 4 5 5 4 4 5 27 5 4 4 5 4 5 27 4 5 4 5 5 23 
21 2 4 4 3 4 4 21 4 5 4 5 4 4 26 4 5 4 4 5 22 
22 5 4 4 5 4 4 26 5 4 5 5 4 5 28 4 5 4 5 5 23 
23 5 4 5 3 4 5 26 4 5 5 5 4 4 27 5 5 5 4 5 24 
24 5 2 5 5 4 4 25 4 4 5 5 5 5 28 4 5 3 4 4 20 
25 5 3 4 3 2 3 20 4 3 4 4 4 4 23 4 4 5 5 4 22 
26 2 2 2 2 2 2 12 4 5 3 3 4 4 23 4 3 3 4 3 17 
27 5 4 5 4 5 5 28 5 5 4 4 5 5 28 4 5 4 5 4 22 
28 3 3 5 4 4 3 22 4 3 4 4 4 4 23 4 5 4 5 3 21 
29 5 5 3 4 4 5 26 5 4 3 3 4 4 23 3 4 4 4 4 19 
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30 4 3 4 4 3 3 21 5 5 4 5 5 4 28 4 5 5 4 3 21 
31 4 4 4 3 3 3 21 4 4 4 4 4 4 24 4 4 4 4 4 20 
32 3 2 2 3 2 2 14 3 3 3 3 4 4 20 3 3 3 3 3 15 
33 2 1 2 4 2 4 15 5 5 5 5 5 5 30 3 3 4 3 4 17 
34 5 5 5 4 3 3 25 4 5 4 4 5 5 27 4 4 3 4 3 18 
35 3 3 4 4 4 4 22 4 4 3 3 4 4 22 4 4 4 4 4 20 
36 3 4 3 3 4 3 20 4 3 3 3 4 3 20 4 5 3 3 3 18 
37 3 3 5 3 4 4 22 3 4 4 5 3 4 23 4 4 5 5 4 22 
38 5 4 5 4 4 4 26 5 4 4 5 3 5 26 4 5 3 4 5 21 
39 4 4 4 5 5 5 27 4 3 5 4 5 4 25 3 5 4 4 5 21 
40 5 5 3 5 5 5 28 4 5 3 4 5 4 25 4 5 5 3 4 21 
41 3 4 4 5 5 4 25 4 5 4 3 4 5 25 4 5 5 4 4 22 
42 3 4 4 5 5 5 26 5 4 5 4 5 4 27 5 5 4 5 3 22 
43 3 4 3 5 4 3 22 5 4 5 4 4 5 27 3 4 5 5 4 21 
44 5 5 4 5 5 5 29 5 4 5 5 3 4 26 5 4 5 5 4 23 
45 4 3 5 4 2 2 20 4 5 4 5 4 4 26 5 4 5 3 4 21 
46 5 3 5 2 3 4 22 3 5 4 5 4 3 24 5 4 5 4 4 22 
47 5 4 5 5 4 3 26 4 4 4 4 5 5 26 4 5 4 4 4 21 
48 4 2 4 4 4 3 21 4 3 3 3 4 4 21 3 5 3 3 3 17 
49 3 2 2 1 2 1 11 3 4 4 4 4 3 22 3 3 3 1 1 11 
50 4 3 4 4 2 3 20 4 3 3 4 5 3 22 5 2 2 3 1 13 

 

 

 Alfamart Cabang Mesjid Raya Sungguminasa 

NO. 

PERNYATAAN 

Price Discount (X1) Bonus Pack (X2) Impulse Buying (Y) 

1 2 3 4 5 6 Total X1 1 2 3 4 5 6 Total X2 1 2 3 4 5 Total Y 

1 4 3 5 4 4 4 24 4 4 4 5 4 4 25 4 2 2 3 2 13 
2 5 4 5 4 5 4 27 5 3 3 3 5 3 22 4 4 5 4 2 19 
3 5 3 5 5 5 5 28 3 3 3 3 3 3 18 3 4 2 3 1 13 
4 3 4 4 3 4 4 22 3 2 5 4 4 3 21 2 2 3 2 2 11 
5 3 3 1 2 2 3 14 4 5 2 2 2 5 20 2 2 2 3 3 12 
6 5 3 5 2 1 3 19 4 3 3 3 5 3 21 5 3 4 5 5 22 
7 5 5 5 4 4 5 28 4 4 4 4 2 4 22 3 3 2 3 2 13 
8 5 3 5 3 5 3 24 3 3 3 5 5 4 23 3 2 4 3 4 16 
9 5 5 5 3 4 3 25 3 3 4 3 4 4 21 4 3 5 5 4 21 
10 4 4 4 3 3 3 21 3 4 4 4 5 4 24 5 3 3 4 2 17 
11 5 4 5 5 3 3 25 3 3 3 3 5 2 19 3 3 3 3 3 15 
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12 5 3 5 5 5 5 28 4 3 3 4 4 3 21 3 3 2 2 3 13 
13 5 1 5 5 5 3 24 2 3 2 3 4 3 17 3 3 3 3 3 15 
14 5 3 5 1 2 1 17 4 3 3 5 4 3 22 4 5 5 3 1 18 
15 5 4 5 4 5 3 26 5 4 3 3 5 4 24 4 4 3 5 3 19 
16 5 3 4 4 4 5 25 3 3 4 3 2 3 18 4 4 3 3 2 16 
17 4 3 4 3 5 4 23 3 4 3 3 5 3 21 4 2 3 2 2 13 
18 5 3 5 5 3 3 24 5 4 3 3 3 4 22 4 3 2 3 3 15 
19 4 3 5 2 1 3 18 4 4 3 5 3 3 22 1 2 2 1 1 7 
20 5 4 4 3 4 3 23 3 3 3 3 5 4 21 2 3 2 3 3 13 
21 3 3 3 3 2 5 19 4 4 4 3 3 2 20 2 5 3 4 3 17 
22 5 3 5 4 5 2 24 5 5 4 5 3 5 27 5 5 3 2 1 16 
23 5 4 5 5 5 5 29 5 4 5 4 3 3 24 5 5 4 5 3 22 
24 5 3 4 3 2 5 22 5 4 5 4 5 3 26 4 3 1 4 3 15 
25 4 3 5 3 3 3 21 3 4 4 5 5 3 24 3 3 2 2 1 11 
26 5 2 5 3 4 4 23 4 4 4 4 4 3 23 4 4 4 4 4 20 
27 4 3 4 4 3 4 22 5 2 2 4 5 2 20 5 4 4 2 2 17 
28 5 3 3 3 4 4 22 1 2 2 2 1 2 10 3 1 1 1 1 7 
29 5 5 5 5 5 5 30 5 5 4 5 4 5 28 5 5 5 5 5 25 
30 5 4 4 4 4 4 25 3 5 3 3 3 4 21 4 4 3 3 3 17 
31 5 3 5 3 4 4 24 3 4 2 4 3 4 20 3 4 4 4 2 17 
32 5 4 5 4 5 5 28 5 5 4 4 4 5 27 4 4 3 4 4 19 
33 5 4 4 4 4 5 26 5 3 5 3 3 5 24 4 5 3 3 3 18 
34 4 3 4 4 4 4 23 4 3 3 3 3 2 18 4 4 3 3 3 17 
35 5 4 5 5 5 5 29 4 5 5 4 5 5 28 4 5 3 4 4 20 
36 5 4 5 5 4 3 26 5 4 4 5 5 4 27 4 5 5 4 5 23 
37 4 5 5 4 4 5 27 4 5 4 3 5 4 25 5 4 3 4 5 21 
38 5 4 4 5 3 4 25 4 4 5 4 5 5 27 5 4 4 5 4 22 
39 4 4 5 4 5 5 27 4 3 5 5 4 5 26 4 4 5 4 5 22 
40 4 3 4 5 5 4 25 4 4 3 5 3 4 23 5 4 5 5 4 23 
41 4 5 4 5 3 5 26 4 4 5 5 5 4 27 5 4 5 4 5 23 
42 4 5 4 3 4 4 24 5 3 3 3 5 3 22 4 5 4 5 5 23 
43 4 4 5 3 5 4 25 3 3 3 4 5 4 22 5 4 4 3 5 21 
44 4 3 5 5 4 5 26 4 4 4 4 2 3 21 5 4 5 5 4 23 
45 5 3 4 5 4 4 25 4 5 4 4 5 4 26 4 4 3 4 5 20 
46 5 3 4 5 5 4 26 5 5 5 4 3 5 27 5 4 5 5 4 23 
47 4 5 4 4 5 5 27 5 4 4 5 4 4 26 4 3 5 4 3 19 
48 4 5 4 5 5 4 27 5 4 4 4 2 5 24 4 3 5 3 3 18 
49 4 5 5 4 5 4 27 4 3 5 3 5 3 23 4 3 5 3 4 19 
50 4 4 5 4 5 5 27 4 4 3 5 2 4 22 4 3 4 5 3 19 
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Lampiran 4 

HASIL OLAH DATA SPSS 

 Alfamart Cabang Perintis Kemerdekaan 10 

Uji Validitas dan Reabilitas Price Discount (X1) 

Correlations 
 X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 PRICE DISC 

X1.1 Pearson Correlation 1 .491** .431** .358* .374** .354* .681** 

Sig. (2-tailed)  .000 .002 .011 .007 .012 .000 

N 50 50 50 50 50 50 50 

X1.2 Pearson Correlation .491** 1 .302* .413** .707** .571** .804** 

Sig. (2-tailed) .000  .033 .003 .000 .000 .000 

N 50 50 50 50 50 50 50 

X1.3 Pearson Correlation .431** .302* 1 .290* .261 .423** .603** 

Sig. (2-tailed) .002 .033  .041 .067 .002 .000 

N 50 50 50 50 50 50 50 

X1.4 Pearson Correlation .358* .413** .290* 1 .547** .430** .687** 

Sig. (2-tailed) .011 .003 .041  .000 .002 .000 

N 50 50 50 50 50 50 50 

X1.5 Pearson Correlation .374** .707** .261 .547** 1 .675** .822** 

Sig. (2-tailed) .007 .000 .067 .000  .000 .000 

N 50 50 50 50 50 50 50 

X1.6 Pearson Correlation .354* .571** .423** .430** .675** 1 .790** 

Sig. (2-tailed) .012 .000 .002 .002 .000  .000 

N 50 50 50 50 50 50 50 

PRICE DISC Pearson Correlation .681** .804** .603** .687** .822** .790** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000  
N 50 50 50 50 50 50 50 

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

*. Correlation is significant at the 0.05 level (2-tailed). 
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Uji Validitas dan Reabilitas Bonus Pack (X2) 

Correlations 
 X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 BONUS PACK 

X2.1 Pearson Correlation 1 .251 .343* .265 .200 .490** .647** 

Sig. (2-tailed)  .079 .015 .063 .165 .000 .000 

N 50 50 50 50 50 50 50 

X2.2 Pearson Correlation .251 1 .261 .389** .266 .340* .664** 

Sig. (2-tailed) .079  .067 .005 .062 .016 .000 

N 50 50 50 50 50 50 50 

X2.3 Pearson Correlation .343* .261 1 .509** .188 .478** .733** 

Sig. (2-tailed) .015 .067  .000 .191 .000 .000 

N 50 50 50 50 50 50 50 

X2.4 Pearson Correlation .265 .389** .509** 1 .145 .130 .654** 

Sig. (2-tailed) .063 .005 .000  .315 .369 .000 

N 50 50 50 50 50 50 50 

X2.5 Pearson Correlation .200 .266 .188 .145 1 .148 .488** 

Sig. (2-tailed) .165 .062 .191 .315  .306 .000 

N 50 50 50 50 50 50 50 

X2.6 Pearson Correlation .490** .340* .478** .130 .148 1 .659** 

Sig. (2-tailed) .000 .016 .000 .369 .306  .000 

N 50 50 50 50 50 50 50 

BONUS PACK Pearson Correlation .647** .664** .733** .654** .488** .659** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000  
N 50 50 50 50 50 50 50 

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

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

 

Reliability Statistics 
Cronbach's 

Alpha N of Items 

.715 6 
 

Reliability Statistics 
Cronbach's 

Alpha N of Items 

.829 6 
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Uji Validitas dan Reabilitas Impulse Buying (Y) 

Correlations 

 Y1 Y2 Y3 Y4 Y5 

IMPULSIVE 

BUYING 

Y1 Pearson 

Correlation 

1 .337* .353* .455** .261 .615** 

Sig. (2-tailed)  .017 .012 .001 .067 .000 

N 50 50 50 50 50 50 

Y2 Pearson 

Correlation 

.337* 1 .340* .438** .625** .740** 

Sig. (2-tailed) .017  .016 .001 .000 .000 

N 50 50 50 50 50 50 

Y3 Pearson 

Correlation 

.353* .340* 1 .554** .496** .739** 

Sig. (2-tailed) .012 .016  .000 .000 .000 

N 50 50 50 50 50 50 

Y4 Pearson 

Correlation 

.455** .438** .554** 1 .540** .810** 

Sig. (2-tailed) .001 .001 .000  .000 .000 

N 50 50 50 50 50 50 

Y5 Pearson 

Correlation 

.261 .625** .496** .540** 1 .806** 

Sig. (2-tailed) .067 .000 .000 .000  .000 

N 50 50 50 50 50 50 

IMPULSIVE 

BUYING 

Pearson 

Correlation 

.615** .740** .739** .810** .806** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000  
N 50 50 50 50 50 50 

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

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

 
Reliability Statistics 
Cronbach's 

Alpha N of Items 

.800 5 
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Uji Normalitas 

One-Sample Kolmogorov-Smirnov Test 

 
Unstandardized 

Residual 

N 50 

Normal Parametersa,b Mean .0000000 

Std. Deviation 1.94804758 

Most Extreme Differences Absolute .085 

Positive .051 

Negative -.085 

Test Statistic .085 

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

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

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

 

 

Regresi Berganda – Uji T 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 2.170 2.811  .772 .444   
PRICE DISC .430 .071 .619 6.069 .000 .807 1.239 
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BONUS 

PACK 

.325 .121 .273 2.679 .010 .807 1.239 

a. Dependent Variable: IMPULSIVE BUYING 
 

Uji F 

ANOVAa 
Model Sum of Squares df Mean Square F Sig. 

1 Regression 285.570 2 142.785 36.090 .000b 

Residual 185.950 47 3.956   
Total 471.520 49    

a. Dependent Variable: IMPULSIVE BUYING 

b. Predictors: (Constant), BONUS PACK, PRICE DISC 
 

Uji Koefisien Determinasi 

 

 

 

 

 
 Alfamart Cabang Mesjid Raya Sungguminasa 

 

Uji Validitas dan Reabilitas Price Discount (X1) 

Correlations 
 X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 PRICE DISC 

X1.1 Pearson Correlation 1 -.118 .459** .251 .194 -.123 .377** 

Sig. (2-tailed)  .414 .001 .078 .177 .393 .007 

N 50 50 50 50 50 50 50 

X1.2 Pearson Correlation -.118 1 .065 .146 .200 .288* .464** 

Sig. (2-tailed) .414  .656 .312 .163 .042 .001 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .778a .606 .589 1.98906 

a. Predictors: (Constant), BONUS PACK, PRICE DISC 

b. Dependent Variable: IMPULSIVE BUYING 
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N 50 50 50 50 50 50 50 

X1.3 Pearson Correlation .459** .065 1 .221 .299* -.043 .502** 

Sig. (2-tailed) .001 .656  .122 .035 .765 .000 

N 50 50 50 50 50 50 50 

X1.4 Pearson Correlation .251 .146 .221 1 .541** .450** .772** 

Sig. (2-tailed) .078 .312 .122  .000 .001 .000 

N 50 50 50 50 50 50 50 

X1.5 Pearson Correlation .194 .200 .299* .541** 1 .332* .775** 

Sig. (2-tailed) .177 .163 .035 .000  .019 .000 

N 50 50 50 50 50 50 50 

X1.6 Pearson Correlation -.123 .288* -.043 .450** .332* 1 .592** 

Sig. (2-tailed) .393 .042 .765 .001 .019  .000 

N 50 50 50 50 50 50 50 

PRICE DISC Pearson Correlation .377** .464** .502** .772** .775** .592** 1 

Sig. (2-tailed) .007 .001 .000 .000 .000 .000  
N 50 50 50 50 50 50 50 

**. 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 

.636 6 
 

Uji Validitas dan Reabilitas Bonus Pack (X2) 

Correlations 
 X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 BONUS PACK 

X2.1 Pearson Correlation 1 .380** .362** .293* .109 .341* .667** 

Sig. (2-tailed)  .007 .010 .039 .451 .015 .000 

N 50 50 50 50 50 50 50 

X2.2 Pearson Correlation .380** 1 .265 .238 -.063 .593** .621** 

Sig. (2-tailed) .007  .063 .097 .662 .000 .000 

N 50 50 50 50 50 50 50 

X2.3 Pearson Correlation .362** .265 1 .324* .164 .360* .671** 

Sig. (2-tailed) .010 .063  .022 .254 .010 .000 
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N 50 50 50 50 50 50 50 

X2.4 Pearson Correlation .293* .238 .324* 1 .138 .304* .613** 

Sig. (2-tailed) .039 .097 .022  .340 .032 .000 

N 50 50 50 50 50 50 50 

X2.5 Pearson Correlation .109 -.063 .164 .138 1 -.027 .424** 

Sig. (2-tailed) .451 .662 .254 .340  .853 .002 

N 50 50 50 50 50 50 50 

X2.6 Pearson Correlation .341* .593** .360* .304* -.027 1 .676** 

Sig. (2-tailed) .015 .000 .010 .032 .853  .000 

N 50 50 50 50 50 50 50 

BONUS PACK Pearson Correlation .667** .621** .671** .613** .424** .676** 1 

Sig. (2-tailed) .000 .000 .000 .000 .002 .000  
N 50 50 50 50 50 50 50 

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

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

 

 

 

 

Uji Validitas dan Reabilitas Impulse Buying (Y) 

Correlations 

 Y1 Y2 Y3 Y4 Y5 

IMPULSIVE 

BUYING 

Y1 Pearson 

Correlation 

1 .468** .521** .533** .434** .751** 

Sig. (2-tailed)  .001 .000 .000 .002 .000 

N 50 50 50 50 50 50 

Y2 Pearson 

Correlation 

.468** 1 .430** .488** .325* .684** 

Sig. (2-tailed) .001  .002 .000 .021 .000 

N 50 50 50 50 50 50 

Reliability Statistics 
Cronbach's 

Alpha N of Items 

.646 6 
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Y3 Pearson 

Correlation 

.521** .430** 1 .554** .490** .788** 

Sig. (2-tailed) .000 .002  .000 .000 .000 

N 50 50 50 50 50 50 

Y4 Pearson 

Correlation 

.533** .488** .554** 1 .642** .840** 

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

N 50 50 50 50 50 50 

Y5 Pearson 

Correlation 

.434** .325* .490** .642** 1 .776** 

Sig. (2-tailed) .002 .021 .000 .000  .000 

N 50 50 50 50 50 50 

IMPULSIVE 

BUYING 

Pearson 

Correlation 

.751** .684** .788** .840** .776** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000  
N 50 50 50 50 50 50 

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

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

 

 

 

 

 

Uji Normalitas 

One-Sample Kolmogorov-Smirnov Test 

 
Unstandardized 

Residual 

N 50 

Normal Parametersa,b Mean .0000000 

Std. Deviation 3.35034727 

Most Extreme Differences Absolute .086 

Positive .047 

Negative -.086 

Test Statistic .086 

Reliability Statistics 
Cronbach's 

Alpha N of Items 

.824 5 



103 
 

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

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

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

 

 

Regresi Berganda – Uji T 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) -4.338 4.280  -

1.014 

.316   

PRICE DISC .381 .162 .290 2.343 .023 .872 1.146 

BONUS 

PACK 

.556 .155 .445 3.600 .001 .872 1.146 

a. Dependent Variable: IMPULSIVE BUYING 
 

 

Uji F 

ANOVAa 
Model Sum of Squares df Mean Square F Sig. 

1 Regression 328.303 2 164.152 14.027 .000b 

Residual 550.017 47 11.702   
Total 878.320 49    

a. Dependent Variable: IMPULSIVE BUYING 

b. Predictors: (Constant), BONUS PACK, PRICE DISC 
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Uji Koefisien Determinasi 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .611a .374 .347 3.42089 

a. Predictors: (Constant), BONUS PACK, PRICE DISC 

b. Dependent Variable: IMPULSIVE BUYING 
 

 

 

 

 

 

  


