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Adapun kriteria responden dalam penelitian ini adalah sebagai berikut.
e Mahasiswal/i Program studi Manajemen Fakultas Ekonomi dan Bisnis

Universitas Hasanuddin tahun akademik 2020, 2021 & 2022

e Pengguna internet khususnya aplikasi Shopee
e Pernah melakukan pembelian produk kosmetik Make Over

Diharapkan responden dapat mengisi kuesioner dengan baik berdasarkan
pengalaman Anda. Atas waktu dan ketersediannya saya ucapkan terima kasih.
PETUNJUK PENGISIAN
Bacalah seluruh pernyataan dengan baik lalu pilihlah sesuai keterangan yang
diberikan berdasarkan pengalaman Anda.

Keterangan :

SS = Sangat Setuju (5)

S = Setuju (4)

CS = Cukup Setuju (3)

TS =Tidak Setuju (2)

STS = Sangat Tidak Setuju (1)

Saudara/i responden yang terhormat, dalam rangka pengumpulan data
untuk suatu penelitian dan kepentingan ilmiah, saya mohon untuk ketersediaannya
dalam mengisi beberapa pernyataan dari kuisioner yang diberikan di bawah ini.
A. DATA RESPONDEN

1. Nama Responden :
2. Jenis Kelamin :

|:| Perempuan

[ ] Laki-laki
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3. Tahun Akademik :

] 2020 [ ] 2021 [ ] 2022

4. Berapa kali melakukan pembelian produk Make Over pada marketpalce

shopee :

[ ] 1 Kali [ ] 2-4kal [ ] >5kali

B. DAFTAR PERYATAAN

1. Variabel Customer Review

Alternatif Jawaban

No. Pernyataan STS | TS CS S

1 Saya membaca dengan kesadaran
mengenai review/ulasan pelanggan
ketika mencari produk make over
pada marketplace Shopee

2 | Saya selalu membaca ulasan
pelanggan tentang produk Make
Over di marketplace Shopee.

3 Ketika hendak membeli produk
make over saya membandingkan
produk yang sama dan sejenis
dengan melihat review/ulasan
pelanggan pada marketplace
shopee

4 | Saya tertarik dan memutuskan
membeli produk make over setelah
membaca review /ulasan
pelanggan pada marketplace
shopee

2. Variabel Customer Rating

Alternatif Jawaban

No. Pernyataan STS | TS Cs S

1 Saya merasa bahwa informasi
rating produk Make Over di
marketplace Shopee dapat
dipercaya.

2 | Saya percaya kepada ulasan yang
diberikan oleh konsumen lain
terhadap produk Make Over di
marketplace Shopee.

3 | Saya merasa bahwa adanya rating
pada produk Make Over
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memberikan penilaian yang
profesional terhadap produk
tersebut.

Customer rating yang ada di
marketplace Shopee memberikan
Informasi rating yang bermanfaat
pada produk make over

Saya merasa senang ketika
menemukan informasi rating
produk Make Over sebelum
memutuskan untuk membeli.

Saya cenderung merasa tertarik
terhadap suatu produk Make Over
ketika melihat produk tersebut
memiliki rating yang tinggi.

3. Variabel Keputusan Pembelian

No.

Pernyataan

Alternatif Jawaban

STS

TS

Cs

S

SS

Saya memutuskan untuk
melakukan pembelian produk
make over di Shopee karena yang
ditawarkan sesuai dengan
kebutuhan saya

Saya memutuskan untuk
melakukan pembelian produk
make over di shopee karena
pencarian informasinya cepat

Informasi perbandingan produk
Make Over dengan merek lain di
marketplace Shopee membantu
saya dalam mengambil keputusan
pembelian.

Saya memutuskan pembelian
produk make over di marketplace
Shopee karena sesuai dengan apa
yang saya inginkan

Saya akan merekomendasikan
produk Make Over di marketplace
Shopee kepada teman atau
keluarga.
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No Nama Pengguna Nama Lengkap Jenis Tahun Frekwensi
Resp Kelamin Akademik Pembelian
1 salmiahcamba1111@gmail.com Salmi 1 1 2
2 ndrhmwt@gmail.com Indy 1 1 1
3 khansaputri14shany@gmail.com Khansa Ramadhina 1 1 3
4 cregita766@gmail.com Regita Cahyani 1 1 1
5 gbytumakaka@gmail.com Gabby 1 1 2
6 annidadwimuliani@gmail.com Annida Dwi Muliani 1 1 3
7 andiharfiah28@gmail.com Andi Harfiah 1 1 1
8 innahmtma070@gmail.com Mutmainnah 1 1 2
9 lindaramadhaniputrié@@gmail.com Linda Ramadhani Putri 1 1 2
10 dinafrdlh@gmail.com Dina Faradhiilah 1 1 2
11 annisazhalila48@gmail.com Annisa 1 1 1
12 fachiraazzahra02@gmail.com Fachira 1 1 1
13 khaerinamunsir@gmail.com Khaerina 1 1 2
14 thasya2002@gmail.com Nathasya 1 1 1
15 kaniaramadhaniiamir@gmail.com Kania Ramadhani 1 1 1
16 mulyani.29@icloud.com siti sri mulyani 1 1 1
17 marwahahmad23@gmail.com Marwah Ahmad 1 1 1
18 andialisadyahseptariana@gmail.com |Alisa 1 1 2
19 naangelina1221@gmail.com Angel 1 1 3
20 rarafadila0610@icloud.com Rara 1 1 2
21 putrinursyariah@gmail.com Putri Nur Syahriah 1 1 2
22 I kaaa@gmail.com Annisa Retna Salsabila 1 1 3
23 nuradirasudirman15@gmail.com Nur adira 1 1 3
24 wulandr1105@gmail.com Deluna 1 2 3
25 vininta26@gmail.com Vininta Ramadhanti 1 2 1
26 syafitrianisf@gmail.com Syafitriani 1 1 1
27 nasyathO2@gmail.com Nasya Tia Ajrina 1 1 1
28 vanesyatanri@gmail.com Vanesya Tanri 1 1 1
29 anindyakhairana266@gmail.com Anindya Khairana Putri Agung 1 2 2
30 amaliariska222@gmail.com Amalia 1 2 1
31 nurilma1101@gmail.com Nur llimayanti 1 3 3
32 nanda.larasatii26@gmail.com Einnanda larasati Inawan 1 3 1
33 ekarahayu527@gmail.com Eka Rahayu 1 2 1
34 ndwirezky@gmail.com Dwi laras 1 3 3
35 agelbisamn@gmail.com Agelbi Saman 1 3 2
36 aldoraleriany863@gmail.com Aldora Leriany lli 1 2 1
37 dharafebrianti3@gmail.com Dhara Febrianti 1 2 1
38 aprillnatasyaa@gmail.com Adinda Natasya Aprilia 1 2 2
39 huwaidahidha@gmail.com Huwaidah 1 2 1
40 shafiahazizah553@gmail.com Shafiah Azizah 1 2 1
41 nandaheruniza@gmail.com Nanda Heruniza 1 2 1
42 esterinanatalia712@gmail.com Esterina Natalia 1 2 1
43 srirejekiamaliahs@gmail.com Sri Rejeki Amaliah Sam 1 2 1
44 widyasiskawulandariO6@gmail.com |Widya Siska Wulandari 1 2 2
45 vionabarandonggaaa@gmail.com Viona 1 2 1
46 nuyell61@gmail.com Nurul Hidayatussalihah 1 2 2
47 snaila607@gmail.com Naila Salsabila 1 2 2
48 atigaoctaviani@gmail.com Atiga Vety Octaviani 1 2 3
49 esse77andi@icloud.com Andi Besse Nurwanna Sari 1 2 1
50 syafinaa123@gmail.com Syafina A 1 2 1
51 andiinugiaa@gmail.com Andi Nugia Al Hatimah Muchta 1 3 1
52 putricahyani1@gmail.com Cahyani putri 1 2 1
53 andiazzahraa1234@gmail.com Andi azzahra 1 2 1
54 divanycikal15@gmail.com Divany cikal 1 3 1
55 aliyahilyas1616@gmail.com Aliyah llyas 1 3 2
56 anastasiasteph26@gmail.com Anastasia Stephanie 1 2 1
57 wulandariputrii1234@gmail.com Woulandari putri 1 2 2
58 nurulfadiaa2@gmail.com Nurul Fadia 1 2 1
59 anamarcelina29@gmail.com Ana Marcelina 1 3 1
60 hijerianiandi@gmail.com Andi Hijeriani 1 2 1
61 rahmanabilaa@gmail.com Nabila Rahma 1 3 2
62 dwiputriyy@gmail.com Putri Dwi Y 1 3 1
63 najwaauliaa13@gmail.com Najwa Aulia 1 3 2
64 annishafazahra@gmail.com Annisa Azzahra 1 3 2
65 annisanurulhh@gmail.com Annisa Nurul 1 3 2
66 nadiaindhp@gmail.com Nadia Indah 1 3 2
67 sitinurhalisa123@gmail.com Siti Nurhalisa 1 3 2
68 wulanaprilianti88@gmail.com Woulan Aprilianti 1 3 2
69 aliyyahftn32@gmail.com Aliyyah Fatin 1 3 1
70 tiaramgfrh32@gmail.com Tiara Magfirah 1 3 1
71 dwirezkynr@gmail.com Dwi Rezky N 1 3 2
72 afifahlr123@gmail.com Nur Afifah 1 3 1
73 marwahaptr22@gmail.com Marwah 1 3 2
74 nursyahraniyy87@gmail.com Nursyahrani 1 3 2
75 annisanrlfs@gmail.com Annisa Nuralifia 1 2 2
76 nurindhsari67@gmail.com Nur Indah Sari 1 2 2
77 nabilaisim67@gmail.com Nabila Islam 1 3 1
78 jihanazzhr24@gmail.com Jihan Azzahra 1 3 2
79 faizahrmdhn56 @gmail.com Nur Faizah 1 3 3
80 mutiaraalfh76@gmail.com A. Mutiara 1 3 1
81 ptrayuandr99@gmail.com Putri ayu 1 3 2
82 nabilaftrrr65@gmail.com Fitri Nabilla 1 3 1
83 auraaamal12@gmail.com Aura Amalia 1 3 1
84 marissalsa23@gmail.com Marisa Salsa 1 3 2
85 husnulkhatimahh45@gmail.com Husnul Khatimah 1 3 2
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Rekap Jawaban Responden
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Lampiran 4 : Frekuensi Jawaban Responden
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Statistics
Std.
N Mean Deviation =~ Minimum = Maximum Sum
Valid Missing
Jenis Kelamin 85 0 2.0000 .00000 2.00 2.00 170.00
Tahun Akademik 85 0 2.0588 .82163 1.00 3.00 175.00
Frekuensi Pembelian 85 0 1.6235 .68966 1.00 3.00 138.00
produk Make Over
X1.1 85 0 4.5765 .62443 2.00 5.00 389.00
X1.2 85 0 4.5059 .71753 1.00 5.00 383.00
X1.3 85 0 4.5647 .69774 1.00 5.00 388.00
X1.4 85 0 4.3412 .71636 1.00 5.00 369.00
X2.1 85 0 4.0000 51177 2.00 5.00 340.00
X2.2 85 0 3.9647 .56583 3.00 5.00 337.00
X2.3 85 0 4.0941 .70074 1.00 5.00 348.00
X2.4 85 0 4.3529 .63068 2.00 5.00 370.00
X2.5 85 0 4.4824 .68334 1.00 5.00 381.00
X2.6 85 0 4.5294 .68292 1.00 5.00 385.00
YA 85 0 4.1059 .63665 2.00 5.00 349.00
Y.2 85 0 4.0588 .58458 2.00 5.00 345.00
Y.3 85 0 4.5059 64777 2.00 5.00 383.00
Y.4 85 0 4.2235 .67922 1.00 5.00 359.00
Y.5 85 0 4.0353 .71459 2.00 5.00  343.00
Jenis Kelamin
Frequency Percent Valid Percent Cumulative Percent
Valid Perempuan 85 100.0 100.0 100.0
Tahun Akademik
Frequency Percent Valid Percent Cumulative Percent

Valid 2020 26 30.6 30.6 30.6

2021 28 32.9 32.9 63.5

2022 31 36.5 36.5 100.0

Total 85 100.0 100.0
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Frekuensi Pembelian produk Make Over

Frequency Percent Valid Percent Cumulative Percent
Valid 1 Kali 42 49.4 49.4 49.4
2 -4 Kali 33 38.8 38.8 88.2
> 5 Kali 10 11.8 11.8 100.0
Total 85 100.0 100.0
X1.1
Frequency Percent Valid Percent Cumulative Percent
Valid TS 1 1.2 1.2 1.2
CS 3 3.5 3.5 4.7
S 27 31.8 31.8 36.5
SS 54 63.5 63.5 100.0
Total 85 100.0 100.0
X1.2
Frequency Percent Valid Percent Cumulative Percent
Valid STS 1 1.2 1.2 1.2
CS 5 5.9 5.9 7.1
S 28 32.9 32.9 40.0
SS 51 60.0 60.0 100.0
Total 85 100.0 100.0
X1.3
Frequency Percent Valid Percent Cumulative Percent
Valid STS 1 1.2 1.2 1.2
CS 4 47 4.7 5.9
S 25 29.4 29.4 35.3
SS 55 64.7 64.7 100.0
Total 85 100.0 100.0
X1.4
Frequency Percent Valid Percent Cumulative Percent
Valid STS 1 1.2 1.2 1.2
CS 6 7.1 7.1 8.2
S 40 47.1 471 55.3
SS 38 44.7 44.7 100.0
Total 85 100.0 100.0




X2.1

Frequency Percent Valid Percent Cumulative Percent
Valid TS 1 1.2 1.2 1.2
CS 8 9.4 9.4 10.6
S 66 77.6 77.6 88.2
SS 10 11.8 11.8 100.0
Total 85 100.0 100.0
X2.2
Frequency Percent Valid Percent Cumulative Percent
Valid CS 15 17.6 17.6 17.6
S 58 68.2 68.2 85.9
SS 12 14.1 14.1 100.0
Total 85 100.0 100.0
X2.3
Frequency Percent Valid Percent Cumulative Percent
Valid STS 1 1.2 1.2 1.2
CS 11 12.9 12.9 14.1
S 51 60.0 60.0 741
SS 22 25.9 25.9 100.0
Total 85 100.0 100.0
X2.4
Frequency Percent Valid Percent Cumulative Percent
Valid TS 1 1.2 1.2 1.2
CS 4 47 4.7 5.9
S 44 51.8 51.8 57.6
SS 36 42.4 424 100.0
Total 85 100.0 100.0
X2.5
Frequency Percent Valid Percent Cumulative Percent
Valid STS 1 1.2 1.2 1.2
CS 3 3.5 3.5 4.7
S 34 40.0 40.0 44.7
SS 47 55.3 55.3 100.0
Total 85 100.0 100.0




X2.6

Frequency Percent Valid Percent Cumulative Percent
Valid STS 1 1.2 1.2 1.2
CS 3 3.5 3.5 4.7
S 30 35.3 35.3 40.0
SS 51 60.0 60.0 100.0
Total 85 100.0 100.0
YA
Frequency Percent Valid Percent Cumulative Percent
Valid TS 2 24 2.4 24
Cs 7 8.2 8.2 10.6
S 56 65.9 65.9 76.5
SS 20 23.5 23.5 100.0
Total 85 100.0 100.0
Y.2
Frequency Percent Valid Percent Cumulative Percent
Valid TS 2 24 2.4 24
CS 6 7.1 7.1 9.4
S 62 72.9 72.9 82.4
SS 15 17.6 17.6 100.0
Total 85 100.0 100.0
Y.3
Frequency Percent Valid Percent Cumulative Percent
Valid TS 1 1.2 1.2 1.2
CS 4 47 4.7 5.9
S 31 36.5 36.5 42.4
SS 49 57.6 57.6 100.0
Total 85 100.0 100.0
Y.4
Frequency Percent Valid Percent Cumulative Percent
Valid STS 1 1.2 1.2 1.2
CS 6 7.1 7.1 8.2
S 50 58.8 58.8 67.1
SS 28 32.9 32.9 100.0
Total 85 100.0 100.0
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Y.5
Frequency Percent Valid Percent Cumulative Percent
Valid TS 2 24 2.4 24
CS 14 16.5 16.5 18.8
S 48 56.5 56.5 75.3
SS 21 24.7 24.7 100.0
Total 85 100.0 100.0




Lampiran 5 : Uji Instrumen Penelitian

5.1.1 Uji Validitas Customer Review

Correlations

88

Customer
Review X1.1 X1.2 X1.3 X1.4
Customer Review  Pearson Correlation 1 .866" .886™ .833" .852"
Sig. (2-tailed) .000 .000 .000 .000
N 85 85 85 85 85
X1.1 Pearson Correlation .866" 1 .696™ 665" .646™
Sig. (2-tailed) .000 .000 .000 .000
N 85 85 85 85 85
X1.2 Pearson Correlation .886" 696~ 1 635" .702™
Sig. (2-tailed) .000 .000 .000 .000
N 85 85 85 85 85
X1.3 Pearson Correlation .833" 665" .635™ 1 .563™
Sig. (2-tailed) .000 .000 .000 .000
N 85 85 85 85 85
X1.4 Pearson Correlation .852" 646~ .702™ 563" 1
Sig. (2-tailed) .000 .000 .000 .000
N 85 85 85 85 85

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

5.1.2. Uji Reliabilitas Customer Review

Scale: ALL VARIABLES

Case Processing Summary

N %
Cases Valid 85 100.0
Excluded? 0 .0
Total 85 100.0

a. Listwise deletion based on all variables in the
procedure.

Reliability Statistics
Cronbach's Alpha N of ltems
.880 4




5.2.1. Uji Validitas Customer Rating

Correlations

89

Customer
Rating X2.1 X2.2 X2.3 X2.4 X2.5 X2.6
Customer Pearson Correlation 1 713" 632" .846™ 7567 743" 739"
Rating  Sig. (2-tailed) .000 .000 .000 000 .000  .000
N 85 85 85 85 85 85 85
X2.1 Pearson Correlation 7137 1 617" .564"™ 3697 340" .409”
Sig. (2-tailed) .000 .000 .000 001 001  .000
N 85 85 85 85 85 85 85
X2.2 Pearson Correlation 632" 617" 1 429™ 3367 .260° .295”
Sig. (2-tailed) .000 .000 .000 002 .016  .006
N 85 85 85 85 85 85 85
X2.3 Pearson Correlation 846" .564"™ 429" 1 624" 575" 5177
Sig. (2-tailed) .000 .000 .000 000 .000  .000
N 85 85 85 85 85 85 85
X2.4 Pearson Correlation 756" .369™ 336" .624™ 1 512" 473"
Sig. (2-tailed) .000 .001 002 .000 000  .000
N 85 85 85 85 85 85 85
X2.5 Pearson Correlation 743" .340™ .260 575" 512" 1 518"
Sig. (2-tailed) .000 .001 016 .000 .000 .000
N 85 85 85 85 85 85 85
X2.6 Pearson Correlation 739" .409™ 295" 517" 4737 518" 1
Sig. (2-tailed) .000 .000 .006 .000 .000  .000
N 85 85 85 85 85 85 85

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

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

5.2.2. Uji Reliabilitas Customer Rating

Scale: ALL VARIABLES

Case Processing Summary

N

%

Cases

Valid
Excluded?
Total

85
0
85

100.0

100.0

a. Listwise deletion based on all variables in the

procedure.



Reliability Statistics
Cronbach's Alpha N of ltems

.833

5.3.1. Uji Validitas Keputusan Pembelian

Correlations
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Keputusan
Pembelian Y.1 Y.2 Y.3 Y.4 Y.5
Keputusan  Pearson Correlation 1 786" 685" .699” .821" 7117
Pembelian  Sig. (2-tailed) 000 .000  .000 .000 .000
N 85 85 85 85 85 85
Y.1 Pearson Correlation 786" 1 .559" 359" .660™ .358"
Sig. (2-tailed) .000 .000  .001 .000 .001
N 85 85 85 85 85 85
Y.2 Pearson Correlation 685" .559™ 1 .298" 446™ .308™
Sig. (2-tailed) .000 .000 .006 .000 .004
N 85 85 85 85 85 85
.3 Pearson Correlation 699" 359"  .298™ 1 470™ 450™
Sig. (2-tailed) .000 001 .006 .000 .000
N 85 85 85 85 85 85
Y.4 Pearson Correlation 821" .660" 4467 470" 1 450™
Sig. (2-tailed) .000 000 .000  .000 .000
N 85 85 85 85 85 85
Y.5 Pearson Correlation 7117 .358" .308" .450” 450™ 1
Sig. (2-tailed) .000 001  .004  .000 .000
N 85 85 85 85 85 85

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

5.3.2. Uji Reliabilitas Keputusan Pembelian
Scale: ALL VARIABLES

Case Processing Summary

N %
Cases Valid 85 100.0
Excluded? 0 .0
Total 85 100.0

a. Listwise deletion based on all variables in the
procedure.



Reliability Statistics
Cronbach's Alpha N of ltems
.793 5

Lampiran 6 : Uji Normalitas

One-Sample Kolmogorov-Smirnov Test

Unstandardized
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Residual

N 85
Normal Parameters®° Mean .0000000

Std. Deviation 1.75942953
Most Extreme Differences Absolute .090

Positive .090

Negative -.067
Test Statistic .090
Asymp. Sig. (2-tailed) .088¢
a. Test distribution is Normal.
b. Calculated from data.
c. Lilliefors Significance Correction.
Lampiran 7 : Uji Heterokedastiditas Glejser

Coefficients?®
Unstandardized Standardized
Coefficients Coefficients t Sig.
Model B Std. Error Beta
1 (Constant) 1.708 1.209 1.413 .161
Customer Review .001 .074 .003 .018 .986
Customer Rating -.017 .063 -.040 -.269 .789

a. Dependent Variable: Abs_Res
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Lampiran 8 : Analisis Regresi dan Korelasi

Variables Entered/Removed?

Model Variables Entered Variables Removed Method

1 Customer Rating, . Enter

Customer Review®?

a. Dependent Variable: Keputusan Pembelian

b. All requested variables entered.

Model Summary
Std. Error of the
Model R R Square Adjusted R Square Estimate
1 .6862 471 458 1.78076

a. Predictors: (Constant), Customer Rating, Customer Review

ANOVA®
Model Sum of Squares df Mean Square F Sig.
1 Regression 231.547 2 115.773  36.509 .000°
Residual 260.030 82 3.171
Total 491.576 84

a. Dependent Variable: Keputusan Pembelian

b. Predictors: (Constant), Customer Rating, Customer Review

Coefficients?

Unstandardized Standardized Collinearity
Coefficients Coefficients t Sig. Statistics
Model B Std. Error Beta Tolerance  VIF
1 (Constant) 5.565 1.813 3.070 .003
Customer Review .267 112 261 2.390 .019 540 1.852
Customer Rating 416 .094 482 4.407 .000 540 1.852

a. Dependent Variable: Keputusan Pembelian



