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LAMPIRAN

Lampiran 1
Tinjauan Peneliti Terdahulu
N Variabel . .
No. amg. Judul a”"’?b.e Hasil/Temuan Penelitian
Peneliti Penelitian
Variabel
“‘Hubungan Independen (X):
. Antara Brand | Brand Hubungan yang signifikan
Christon, D., . . .
Setvanto. Y Storytelling dan | Storytelling (X1) terdapat antara variabel
1. y © Keputusan Brand Storytelling (X1)
dan Sudarto . .
(2022) Pembelian Variabel dan keputusan untuk
(Studi: Dependen (Y): membeli (Y)
menantea.toko)” | Keputusan
Pembelian (Y)
Variabel
“Pengaruh Independen (X):
Electronic Word | Electronic Word Menurut temuan
valentina, N.. of Mouth dan | of Mouth (X3), penelitian, peneliti
dan Brand Image | Brand Image menemukan bahwa
2. . Terhadap (X2) terdapat dampak positif
Erdiansyah, .
R. (2021) Keputusan dari E-WOM (X,) serta
' Pembelian Variabel citra merek (X2) dengan
Secondate Dependen (Y): keputusan pembelian (Y)
Beauty” Keputusan
Pembelian (Y)
“Pengaruh Variabel
Fongo, P., Storytelling Indepenglen (X): Storytelling (X:) sangat
Fanggidae, R. Terhadap Storytelling (X1)
berpengaruh dalam
E., dan Keputusan
3. . . . menentukan keputusan
Fanggidae, R. Pembelian Variabel
o untuk melakukan
P.C. Pada Aplikasi | Dependen (Y): embelian (Y)
(2019) Belanja Online | Keputusan P
Tokopedia” Pembelian (Y)
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Variabel
“P :
engaruh Indepenglen ) Penelitian tersebut
. Electronic Word | Electronic Word
Sari, N., of Mouth of Mouth (Xs) mengungkapkan bahwa
Saputra, M., ' Electronic Word of Mouth
. Terhadap o
dan Husein, . (X1) memiliki pengaruh
Keputusan Variabel .
J. Pembelian pada | Dependen (Y): positif terhadap
(2017) P P ' keputusan pembelian (Y)
Toko Online Keputusan di Bukalapak com
Bukalapak.com” | Pembelian (Y) pak.
Variabel
“‘Pengaruh E- | Independen (X):
WoMdan | E-WoM (Xu), Pengaruh variabel E-
Persepsi Nilai | Persepsi Nilai .
WOM (X1) dan persepsi
Terhadap (X2) o
. nilai (X2) terhadap
Priansa, D. J. Keputusan keputusan belania
(2016) Konsumen Variabel P )
konsumen (Y) dapat
untuk Dependen (Y): . .
: dikatakan positif dan
Berbelanja Keputusan sianifikan
Online di Konsumen g
Lazada” Untuk
Berbelanja (Y)
The Influenge of Variabel
E-WoM in
Social Media on Independen (X):
, E-WoM (X1) E-WoM variables on
Consumers : .
social media (X1) have a
Erkan & Purchase . o .
o Variabel significant positive effect
Evans (2016) Intentions: An .
Dependen (Y): on consumer purchasing
Extended ’ . )
Consumers intentions (Y)
Approach to
. Purchase
Information Intentions (Y)
Adoption

Sumber: Penelitian Terdahulu
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Lampiran 2
KUESIONER PENELITIAN

KUESIONER PENELITIAN: “Pengaruh Brand Storytelling dan Electronic
Word-of-Mouth (E-WOM) terhadap Keputusan Pembelian Konsumen pada

Brand Secondate Beauty Indonesia”

Selamat Pagi/Siang/Malam,

Perkenalkan, saya Vanesya Tanri, mahasiswi semester akhir program studi
Manajemen Universitas Hasanuddin. Dalam rangka memenuhi syarat
kelulusan, saya memutuskan untuk melakukan penelitian yang berjudul
"Pengaruh Brand Storytelling dan Electronic Word-of-Mouth (E-WOM)
terhadap Keputusan Pembelian Konsumen pada Brand Secondate Beauty
Indonesia (Studi terhadap Mahasiswa/l Fakultas Ekonomi dan Bisnis

Universitas Hasanuddin)".

Adapun kriteria responden dari kuesioner penelitian ini adalah sebagai berikut.
1. Mahasiswa/l S1 aktif Fakultas Ekonomi dan Bisnis Unhas dengan tahun
akademik 2019-2022.
2. Memiliki akun media sosial (Instagram, TikTok, serta e-
commerce seperti Shopee).

3. Pernah melakukan pembelian produk Secondate Beauty Indonesia.

Diharapkan responden mengisi kuesioner ini dengan jujur, objektif, dan sesuai
dengan pandangan atau kondisi yang sebenarnya. Seluruh informasi daalam

kuesioner ini digunakan untuk tujuan riset saja dan tidak akan disebarluaskan.
Atas waktu dan ketersediaannya, saya ucapkan terima kasih.

Petunjuk Pengisian Kuesioner
1. Bacalah seluruh pernyataan dengan cermat.
2. Jawablah berdasarkan pengalaman setelah responden membeli atau
menggunakan produk Secondate Beauty Indonesia.

3. Keterangan skor pernyataan ialah sebagai berikut.

Sangat Tidak Setuju (STS) =1
Tidak Setuju (TS) = 2
Ragu-Ragu (RR) = 3
Setuju (S) = 4
Sangat Setuju (SS) =5
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Bagian I: Identitas Responden

Nama Lengkap PP

Jenis Kelamin . a. Laki-laki b. Perempuan
Program Studi : a. Manajemen b. llmu Ekonomi c. Akuntansi
Tahun Akademik : a. 2019 b. 2020 c. 2021 d. 2022

Berapa kali membeli produk Secondate Beauty dalam satu tahun terakhir
a. <3 kali b. 4-6 kali c. 7-9 kali d. > 10 kali

Bagian II: Variabel Penelitian
Di bawah ini terdapat beberapa pernyataan. Responden sebaiknya menanggapi

pernyataan dengan keterangan skala sebagai berikut.

Sangat Tidak Setuju (STS) =1
Tidak Setuju (TS) = 2
Ragu-Ragu (RR) = 3
Setuju (S) = 4
Sangat Setuju (SS) = 5

Bagian I: Brand Storytelling

No. PERNYATAAN STS| TS | RR

SS

1. Secondate Beauty menyediakan iklan berbasis
kisah/cerita yang benar dan sesuai fakta yang ada.

Saya merasa puas dengan informasi faktual dan
2. | akurat dari iklan berbasis cerita yang disampaikan
oleh Secondate Beauty.

3 Secondate Beauty menyampaikan iklan berbasis
cerita yang informatif dan edukatif.

Iklan yang disampaikan Secondate Beauty bersifat
4. | relevan sehingga mudah bagi saya memahami
informasi yang diberikan.

5 Secondate Beauty menyajikan iklan berbasis cerita
yang dinikmati oleh semua kalangan.

6. | Sayamerasa nyaman selama mencermati iklan
berbasis cerita yang disampaikan Secondate Beauty.

7 Secondate Beauty membuat iklan berbasis cerita
yang terorganisir dan tersajikan dengan baik.

Saya mudah mendapatkan inti/poin penting dari iklan
8. | berbasis cerita yang disampaikan oleh Secondate
Beauty.




68

Secondate Beauty menarik sisi emosional konsumen
melalui iklan berbasis cerita yang disampaikan.

10.

Saya mengalami perasaan senang selama
mencermati iklan berbasis cerita yang disampaikan
oleh Secondate Beauty.

Bagian II: Electronic Word of Mouth

(E-WOM)

No.

PERNYATAAN

STS

TS

RR

SS

Saya sering mengumpulkan informasi secara online
sebelum membeli produk Secondate Beauty.

Saya sering berinteraksi dengan komunitas online
guna menentukan produk Secondate Beauty yang
tepat untuk dibeli.

Saya sering membaca review produk Secondate
Beauty dari pengguna lain di situs jejaring sosial
untuk memastikan saya membeli produk yang tepat.

Rekomendasi dan ulasan online terkait produk
Secondate Beauty membuat saya lebih percaya
ketika hendak membeli produk.

Saya sering membaca ulasan positif mengenai
produk Secondate Beauty di berbagai situs jejaring
sosial.

Terdapat informasi mengenai pilihan produk
Secondate Beauty di platform media sosial yang
telah disediakan.

Produk-produk Secondate Beauty dapat dijamin
kualitasnya.

Informasi harga produk Secondate Beauty
dicantumkan dengan jelas dan mudah dipahami.

Secondate Beauty menjamin keamanan dalam
melakukan transaksi di platform jejaring sosial
mereka.

Bagian Ill: Keputusan Pembelian Konsum

en

No.

PERNYATAAN

STS

TS

RR

SS

Saya membeli produk Secondate Beauty sesuai
dengan keinginan karena kualitas barang yang bagus
dari berbagai pilihan yang ada.

Informasi yang diberikan tentang produk sesuai
dengan kebutuhan saya hingga saya tertarik untuk
membeli produk Secondate Beauty.

Saya memilih Secondate Beauty karena kualitas
produk yang diharapkan dan manfaat produk yang
akan diterima.

Saya membeli produk Secondate Beauty karena
saya tertarik dengan citra merek yang sudah melekat
pada produk.
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Saya telah terbiasa dengan merek Secondate Beauty
sehingga saya berminat untuk melakukan pembelian.

Secondate Beauty menawarkan harga yang sesuai
dengan kualitas dan manfaat produk yang akan
diterima.

Saya tertarik melakukan pembelian karena kualitas
layanan dan pengalaman berbelanja yang
menyenangkan oleh Secondate Beauty.

Produk Secondate Beauty mudah dijangkau dan
didapatkan dalam periode waktu singkat sehingga
saya tertarik membeli produk.

Saya memutuskan untuk membeli produk Secondate
Beauty karena produk yang dijual lengkap dan
memiliki jumlah stok yang memadai.

10.

Saya merasa benar-benar membutuhkan produk
Secondate Beauty sehingga saya memutuskan untuk
membeli produk.

11.

Saya merasa sangat puas dengan produk Secondate
Beauty.

12.

Produk Secondate Beauty mampu memenuhi
kebutuhan yang saya rasakan.

13.

Saya akan merekomendasikan produk Secondate
Beauty kepada orang terdekat.

14.

Saya akan membeli kembali produk Secondate
Beauty.
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Lampiran 3
R TABEL
Tingkat signifikansi 5% (0.05)

df =(N-2) | thitung r tabel df =(N-2) | thitung r tabel
1 12.7062 0.9969 280 1.9685 0.1168
10 2.2281 0.5760 290 1.9682 0.1148
20 2.0860 0.4227 300 1.9679 0.1129
30 2.0423 0.3494 301 1.9679 0.1127
40 2.0211 0.3044 302 1.9679 0.1125
50 2.0086 0.2732 303 1.9678 0.1123
60 2.0003 0.2500 304 1.9678 0.1121
70 1.9944 0.2319 305 1.9678 0.1120
80 1.9901 0.2172 306 1.9677 0.1118
90 1.9867 0.2050 307 1.9677 0.1116
100 1.9840 0.1946 308 1.9677 0.1114
110 1.9818 0.1857 309 1.9677 0.1112
120 1.9799 0.1779 310 1.9676 0.1111
130 1.9784 0.1710 311 1.9676 0.1109
140 1.9771 0.1648 312 1.9676 0.1107
150 1.9759 0.1593 313 1.9676 0.1105
160 1.9749 0.1543 314 1.9675 0.1104
170 1.9740 0.1497 315 1.9675 0.1102
180 1.9732 0.1455 316 1.9675 0.1100
190 1.9725 0.1417 317 1.9675 0.1098
200 1.9719 0.1381 318 1.9675 0.1097
210 1.9713 0.1348 319 1.9674 0.1095
220 1.9708 0.1317 320 1.9674 0.1093
230 1.9703 0.1288 321 1.9674 0.1092
240 1.9699 0.1261 322 1.9674 0.1090
250 1.9695 0.1236 323 1.9673 0.109
260 1.9691 0.1212 324 1.9673 0.1086
270 1.9688 0.1190 325 1.9673 0.108




Lampiran 4

T TABEL

Tingkat signifikansi 5% (0.05)

df = (N-2) t tabel df = (N-2) t tabel

1 12.7062 280 1.9685
10 2.2281 290 1.9682
20 2.0860 300 1.9679
30 2.0423 301 1.9679
40 2.0211 302 1.9679
50 2.0086 303 1.9678
60 2.0003 304 1.9678
70 1.9944 305 1.9678
80 1.9901 306 1.9677
90 1.9867 307 1.9677
100 1.9840 308 1.9677
110 1.9818 309 1.9677
120 1.9799 310 1.9676
130 1.9784 311 1.9676
140 1.9771 312 1.9676
150 1.9759 313 1.9676
160 1.9749 314 1.9675
170 1.9740 315 1.9675
180 1.9732 316 1.9675
190 1.9725 317 1.9675
200 1.9719 318 1.9675
210 1.9713 319 1.9674
220 1.9708 320 1.9674
230 1.9703 321 1.9674
240 1.9699 322 1.9674
250 1.9695 323 1.9673
260 1.9691 324 1.9673
270 1.9688 325 1.9673
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Lampiran 5

1. Variabel Brand Storytelling (X1)

UJI VALIDITAS

Correlations

72

X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 X1.7 X1.8 X1.9 X1.10 X1
X1.1 Pearson Correlation 1 .603" .338" 485" 476" 443" .399" 419" 442" 413" 714"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 325 325 325 325 325 325 325 325 325 325 325
X1.2 Pearson Correlation .603" 1 419™ .602™ 487" .489™ .409™ .445™ 462" .481™ .769™
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 325 325 325 325 325 325 325 325 325 325 325
X1.3 Pearson Correlation .338" 419" 1 372" .360" .343" 277" .341" .381" .362" .601"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 325 325 325 325 325 325 325 325 325 325 325
X1.4 Pearson Correlation .485" .602" 372" 1 459" .408™ 468" 454" 412" .534" 742"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 325 325 325 325 325 325 325 325 325 325 325
X1.5  Pearson Correlation 476" 487" .360™ .459™ 1 426" 375" 372" 422" .482™ 707"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 325 325 325 325 325 325 325 325 325 325 325
X1.6  Pearson Correlation 443" .489™ .343" .408™ 426™ 1 462" 425™ 444™ .489™ .708™
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Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 325 325 325 325 325 325 325 325 325 325 325
X1.7 Pearson Correlation .399" .409™ 277" .468™ .375" 462" 1 414" .309™ 427" .651"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 325 325 325 325 325 325 325 325 325 325 325
X1.8 Pearson Correlation 419" .445™ .341" 454" 372" 425" 414" 1 402" 373" .662"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 325 325 325 325 325 325 325 325 325 325 325
X1.9 Pearson Correlation 442" 462" .381" 412" 422" 444" .309™ 402" 1 420" .682™
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 325 325 325 325 325 325 325 325 325 325 325
X1.10 Pearson Correlation 413" 481" .362" 534" 482" 489" 427" 373" 420" 1 722"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 325 325 325 325 325 325 325 325 325 325 325
X1 Pearson Correlation 714" 769" .601" 742" 707" .708™ .651" .662" .682" 722" 1
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 325 325 325 325 325 325 325 325 325 325 325

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

2. Variabel Electronic Word of Mouth (X>)

Correlations
X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 X2.9 X2




74

X2.1

X2.2

X2.3

X2.4

X2.5

X2.6

X2.7

X2.8

Pearson Correlation
Sig. (2-tailed)

N

Pearson Correlation
Sig. (2-tailed)

N

Pearson Correlation
Sig. (2-tailed)

N

Pearson Correlation
Sig. (2-tailed)

N

Pearson Correlation
Sig. (2-tailed)

N

Pearson Correlation
Sig. (2-tailed)

N

Pearson Correlation
Sig. (2-tailed)

N

Pearson Correlation

325

.300™

.000
325

407"

.000
325

427"

.000
325

.343"

.000
325

.378"

.000
325

.286"

.000
325

.394"

.300™

.000
325

325
128"
.021
325

174"

.002
325

317"

.000
325

.250™

.000
325

.329"

.000
325

.280"

407"

.000
325
128"
.021
325

325

.263™

.000
325

277"

.000
325

.359"

.000
325

278"

.000
325

.359"

427"

.000
325

174"

.002
325

.263"

.000
325

325

.337"

.000
325

416"

.000
325

.319"

.000
325

.375”

.343"

.000
325

317"

.000
325

277"

.000
325

.337"

.000
325

325

.329"

.000
325

441"

.000
325

.287"

.378™

.000
325

.250™

.000
325

.359"

.000
325

416"

.000
325

.329"

.000
325

325

.316"

.000
325

.399"

.286™

.000
325

.329"

.000
325

278"

.000
325

.319"

.000
325

441"

.000
325

.316"

.000
325

325

.389"

.394"

.000
325

.280™

.000
325

.359"

.000
325

375"

.000
325

.287"

.000
325

.399"

.000
325

.389"

.000
325

.333"

.000
325

.328"

.000
325

312"

.000
325

.323"

.000
325

371"

.000
325

.365"

.000
325

446™

.000
325

.385"

.664™

.000
325

597"

.000
325

567"

.000
325

.609”

.000
325

.651"

.000
325

.649"

.000
325

.664™

.000
325

.659™
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Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000
N 325 325 325 325 325 325 325 325 325 325
X2.9 Pearson Correlation .333" .328" 312" .323" 371" .365" 446" .385" 1 673"
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000
N 325 325 325 325 325 325 325 325 325 325
X2 Pearson Correlation .664™ 597" 567" .609" .651" .649" .664" .659" 673" 1
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000
N 325 325 325 325 325 325 325 325 325 325
**_Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).
3. Variabel Keputusan Pembelian Konsumen (Y)
Correlations
Y.l Y.2 Y.3 Y.4 Y.5 Y.6 Y.7 Y.8 Y.9 Y.10 Y.11 Y.12 Y.13 Y.14 Y
Y.l Pearson 1 459" 278" .398" 252" 343" 326" 3727 352" .384" 435" 3717 4397 410" .651"
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 325 325 325 325 325 325 325 325 325 325 325 325 325 325 325
Y.2 Pearson 459" 1 .209” 474" .254" 3367 2797 2497 269" 307" 377" 433" 364" .385" .601"
Correlation
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 325 325 325 325 325 325 325 325 325 325 325 325 325 325 325



Y.3

Y.4

Y.5

Y.6

Y. 7

Y.8

Pearson
Correlation
Sig. (2-tailed)
N

Pearson
Correlation
Sig. (2-tailed)
N

Pearson
Correlation
Sig. (2-tailed)
N

Pearson
Correlation
Sig. (2-tailed)
N

Pearson
Correlation
Sig. (2-tailed)
N

Pearson

Correlation

278"

.000
325

.398"

.000
325

252"

.000
325

.343"

.000
325

.326"

.000
325

3727

.209™

.000
325

4747

.000
325

.254"

.000
325

.336"

.000
325

279"

.000
325

249

325

.324™

.000
325

.319™

.000
325

.255"

.000
325

.284"

.000
325

.248"

.324™

.000
325

325

.301"

.000
325

.390"

.000
325

.306™

.000
325

.331"

.319™

.000
325

.301"

.000
325

325

249"

.000
325

271"

.000
325

.182"

.255™

.000
325

.390"

.000
325

.249™

.000
325

325

.252"

.000
325

.294"

.284™

.000
325

.306™

.000
325

271"

.000
325

.252"

.000
325

325

.354™

.248™

.000
325

.331"

.000
325

.182™

.001
325

294"

.000
325

.354"

.000
325

.299™

.000
325

.348™

.000
325

347"

.000
325

2717

.000
325

.349"

.000
325

.353"

.296™

.000
325

.349™

.000
325

373"

.000
325

.349

.000
325

.362"

.000
325

.326™

.354"

.000
325

.328™

.000
325

.285™

.000
325

372"

.000
325

312"

.000
325

.349™

.289™

.000
325

.394"

.000
325

.334"

.000
325

.409™

.000
325

321"

.000
325

.3327

337"

.000
325

.510™

.000
325

.387"

.000
325

4227

.000
325

3717

.000
325

.361"

.346™

.000
325

.383"

.000
325

.355"

.000
325

3717

.000
325

374"

.000
325

.363"

76

.540™

.000
325

.657"

.000
325

570"

.000
325

.598"

.000
325

592"

.000
325

.581"



Y.9

Y.10

Y.11

Y.12

Y.13

Sig. (2-tailed)
N

Pearson
Correlation
Sig. (2-tailed)
N

Pearson
Correlation
Sig. (2-tailed)
N

Pearson
Correlation
Sig. (2-tailed)
N

Pearson
Correlation
Sig. (2-tailed)
N

Pearson
Correlation
Sig. (2-tailed)
N

.000
325

.352"

.000
325

.384"

.000
325

435"

.000
325

371"

.000
325

4397

.000
325

.000
325

.269™

.000
325

.307"

.000
325

377"

.000
325

433"

.000
325

.364"

.000
325

.000
325

.299™

.000
325

.296™

.000
325

.354"

.000
325

.289"

.000
325

.337"

.000
325

.000
325

.348™

.000
325

.349™

.000
325

.328"

.000
325

.394"

.000
325

.510"

.000
325

.001
325

.347"

.000
325

373"

.000
325

.285"

.000
325

.334"

.000
325

.387"

.000
325

.000
325

271"

.000
325

.349™

.000
325

372"

.000
325

409"

.000
325

4227

.000
325

.000
325

.349™

.000
325

.362"

.000
325

.312"

.000
325

321"

.000
325

371

.000
325

325

.353"

.000
325

.326™

.000
325

.349"

.000
325

.332"

.000
325

.361"

.000
325

.000
325

325

.293"

.000
325

.283"

.000
325

.351"

.000
325

428"

.000
325

.000
325

.293"

.000
325

325

429"

.000
325

4107

.000
325

446™

.000
325

.000
325

.283"

.000
325

429™

.000
325

325

451"

.000
325

4227

.000
325

.000
325

.351"

.000
325

.410™

.000
325

451"

.000
325

325

4397

.000
325

.000
325

428"

.000
325

446"

.000
325

4227

.000
325

4397

.000
325

325

.000
325

373"

.000
325

481"

.000
325

459"

.000
325

454"

.000
325

.510™

.000
325

77

.000
325

.606™

.000
325

671"

.000
325

.654"

.000
325

673"

.000
325

727

.000
325



Y.14 Pearson 410"
Correlation
Sig. (2-tailed) .000
N 325
Y Pearson .651"
Correlation
Sig. (2-tailed) .000
N 325

.385"

.000
325

.601™

.000
325

.346™

.000
325

.540™

.000
325

.383"

.000
325

.657"

.000
325

.355"

.000
325

570"

.000
325

371"

.000
325

.598"

.000
325

374"

.000
325

.592™

.000
325

.363"

.000
325

.581"

.000
325

373"

.000
325

.606™

.000
325

481"

.000
325

671"

.000
325

.459™

.000
325

.654™

.000
325

454"

.000
325

673"

.000
325

.510™

.000
325

27"

.000
325

325

.709™

.000
325

78

709"

.000
325

325

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



Lampiran 6

1. Variabel Brand Storytelling (X1)

X1.1

X1.1

X1.2

UJI RELIABILITAS

Case Processing Summary

N %
Cases Valid 325 100.0
Excluded? 0 .0
Total 325 100.0
a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized

Alpha Iltems N of Items

.880 .882 10

Inter-ltem Correlation Matrix

X1.3 X1.4 X1.5 X1.6 X1.7 X1.8

1.000

.603

X1.9
.338 .485 476

443 .399 419 442

X1.10
413

79



X1.2 .603 1.000 419 .602 A87 489 409 445 462 481

X1.3 .338 419 1.000 372 .360 .343 277 341 .381 .362
X1.4 485 .602 372 1.000 459 408 468 454 412 .534
X1.5 476 487 .360 459 1.000 426 .375 372 422 482
X1.6 443 489 .343 .408 426 1.000 462 425 444 489
X1.7 .399 409 277 468 .375 462 1.000 414 .309 A27
X1.8 419 445 341 454 372 425 414 1.000 402 .373
X1.9 442 462 .381 412 422 444 .309 402 1.000 420
X1.10 413 481 .362 .534 482 489 A27 .373 420 1.000

Inter-ltem Covariance Matrix

X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 X1.7 X1.8 X1.9 X1.10
X1.1 .383 231 137 .193 .219 .181 .165 .165 .201 .184
X1.2 231 .385 .170 .240 224 .201 .170 175 211 .215
X1.3 137 170 428 .156 175 .149 121 .142 .183 .170
X1.4 .193 .240 .156 412 .219 174 .201 .185 .194 .246
X1.5 219 224 175 .219 .552 .210 .187 175 .230 .257
X1.6 181 .201 .149 174 .210 439 .205 179 .216 .233
X1.7 .165 .170 121 .201 .187 .205 449 176 .152 .206
X1.8 .165 175 142 .185 175 179 176 403 .188 171
X1.9 .201 211 .183 .194 .230 .216 .152 .188 .539 .222

X1.10 .184 .215 .170 .246 .257 .233 .206 171 .222 .517




ltem-Total Statistics

Corrected Item- Squared Cronbach's
Scale Mean if ~ Scale Variance Total Multiple Alpha if Item
Item Deleted if Item Deleted Correlation Correlation Deleted
X1.1 38.7077 17.985 .639 .450 .867
X1.2 38.7692 17.660 .705 .543 .862
X1.3 38.8185 18.482 .499 .261 877
X1.4 38.7415 17.692 .670 .494 .865
X1.5 38.9138 17.375 .612 .385 .869
X1.6 38.7908 17.783 .626 414 .868
X1.7 38.7815 18.103 .556 .347 .873
X1.8 38.7877 18.205 574 .342 .871
X1.9 38.8462 17.587 .583 .356 .871
X1.10 38.8123 17.394 .635 429 .867

2. Variabel Electronic Word of Mouth (X>)

Case Processing Summary

N

Cases

Valid

Excluded?

325

81



Total 325 100.0

a. Listwise deletion based on all variables in the

procedure.
Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha Iltems N of Items

.809 .819 9

Inter-ltem Correlation Matrix

X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 X2.9
X2.1 1.000 .300 407 A27 .343 .378 .286 .394 .333
X2.2 .300 1.000 128 174 317 .250 .329 .280 .328
X2.3 407 .128 1.000 .263 277 .359 .278 .359 312
X2.4 427 174 .263 1.000 .337 416 .319 .375 .323
X2.5 .343 317 277 .337 1.000 .329 441 .287 371
X2.6 .378 .250 .359 416 .329 1.000 .316 .399 .365
X2.7 .286 .329 .278 .319 441 .316 1.000 .389 446
X2.8 .394 .280 .359 .375 .287 .399 .389 1.000 .385
X2.9 .333 .328 .312 .323 371 .365 446 .385 1.000

82



Inter-ltem Covariance Matrix

X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 X2.9
X2.1 411 .180 .160 .162 .153 .152 122 .156 .142
X2.2 .180 .874 .073 .096 .206 .146 .204 .161 .204
X2.3 .160 .073 374 .095 .118 137 113 .135 127
X2.4 .162 .096 .095 .350 .139 .154 .125 137 127
X2.5 .153 .206 .118 .139 .484 .143 .204 .123 172
X2.6 152 .146 137 .154 .143 391 131 .154 .152
X2.7 122 .204 113 125 .204 131 442 .159 197
X2.8 .156 161 .135 137 123 .154 .159 .381 .158
X2.9 142 .204 127 127 172 .152 197 .158 443

ltem-Total Statistics
Corrected Item- Squared Cronbach's
Scale Mean if ~ Scale Variance Total Multiple Alpha if Item
Item Deleted if Item Deleted Correlation Correlation Deleted

X2.1 34.4954 11.930 .554 .348 .785

X2.2 34.8923 11.374 .403 211 .814

X2.3 34.6431 12.502 444 .263 .798

X2.4 34.5600 12.371 498 .308 .792

X2.5 34.6800 11.792 .527 .302 .788

X2.6 34.6646 12.063 .538 317 .787

83



X2.7 34.6923 11.837 .549 341 .785
X2.8 34.5600 12.043 .553 .328 .785
X2.9 34.6892 11.789 .560 .326 .783

3. Variabel Keputusan Pembelian Konsumen (Y)

Case Processing Summary

N %
Cases Valid 325 100.0
Excluded? 0 .0
Total 325 100.0

a. Listwise deletion based on all variables in the

procedure.
Reliability Statistics
Cronbach's
Alpha Based on
Cronbach's Standardized
Alpha Iltems N of Items

.882 .884 14

Inter-ltem Correlation Matrix
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Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 Y.7 Y.8 Y.9 Y.10 Y.11 Y.12 Y.13 Y.14
Y.l 1.000 459 .278 .398 .252 .343 .326 372 .352 .384 435 371 439 410
Y.2 459 1.000 .209 A74 .254 .336 .279 .249 .269 .307 377 433 .364 .385
Y.3 .278 .209 1.000 .324 .319 .255 .284 .248 .299 .296 .354 .289 .337 .346
Y.4 .398 A74 .324 1.000 .301 .390 .306 331 .348 .349 .328 .394 .510 .383
Y.5 .252 .254 .319 .301 1.000 .249 271 .182 347 .373 .285 .334 .387 .355
Y.6 .343 .336 .255 .390 .249 1.000 .252 .294 271 .349 372 409 422 371
Y.7 .326 279 .284 .306 271 .252 1.000 .354 .349 .362 312 .321 371 .374
Y.8 372 .249 .248 331 .182 .294 .354 1.000 .353 .326 .349 .332 .361 .363
Y.9 .352 .269 .299 .348 .347 271 .349 .353 1.000 .293 .283 .351 428 .373
Y.10 .384 .307 .296 .349 .373 .349 .362 .326 .293 1.000 429 410 446 481
Y.11 435 377 .354 .328 .285 372 312 .349 .283 429 1.000 451 422 459
Y.12 371 433 .289 .394 .334 409 321 .332 .351 410 451 1.000 439 454
Y.13 439 .364 .337 .510 .387 422 371 .361 428 446 422 439 1.000 .510
Y.14 410 .385 .346 .383 .355 371 374 .363 .373 481 459 454 .510 1.000

Inter-ltem Covariance Matrix

Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 Y.7 Y.8 Y.9 Y.10 Y.11 Y.12 Y.13 Y.14
Y.l 403 .185 .109 172 127 .148 154 .169 .160 .200 172 .153 .183 177
Y.2 .185 404 .082 .205 128 .145 132 113 122 .160 .149 .178 .152 .166
Y.3 .109 .082 .380 .136 .156 .107 .130 .109 132 .150 .136 .116 .136 .145

Y.4 172 .205 .136 463 .163 .180 155 .161 .170 .195 .139 174 .228 177
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V.5 127 .128 .156 .163 .630 .134 .160 .103 .198 .242 141 172 .202 .192
Y.6 .148 .145 .107 .180 .134 462 127 .142 132 .194 157 .181 .188 172
Y.7 .154 132 .130 .155 .160 127 .551 .187 .186 .220 .144 .155 .181 .189
Y.8 .169 113 .109 161 .103 .142 .187 .509 .181 .190 .155 .154 .169 .176
Y.9 .160 122 132 .170 .198 132 .186 .181 .515 172 127 .164 .202 .182
Y.10 .200 .160 .150 .195 .242 .194 .220 .190 172 .669 .219 .218 .239 .268
Y.11 172 .149 .136 .139 141 157 .144 .155 127 .219 .388 .182 172 .195
Y.12 .153 178 116 174 172 .181 .155 .154 .164 .218 .182 421 .187 .201
Y.13 .183 152 .136 .228 .202 .188 .181 .169 .202 .239 172 .187 431 .228
Y.14 A77 .166 .145 A77 .192 172 .189 176 .182 .268 .195 .201 .228 462
ltem-Total Statistics
Corrected Item- Squared Cronbach's
Scale Mean if ~ Scale Variance Total Multiple Alpha if Item
Item Deleted if Item Deleted Correlation Correlation Deleted

Y.1 55.2708 32.297 .584 .380 .872

Y.2 55.3138 32.679 .528 .369 .875

Y.3 55.4123 33.249 462 .239 .878

Y.4 55.3200 31.947 .586 .402 .872

Y.5 55.5569 32.056 AT71 .266 .879

Y.6 55.4431 32.439 .519 .295 .875

Y.7 55.4492 32.131 .503 .270 .876



Y.8

Y.9

Y.10
Y.11
Y.12
Y.13
Y.14

55.3754
55.4585
55.5046
55.2554
55.3508
55.3723
55.3969

32.390
32.150
30.917
32.351
32.031
31.555
31.524

495
.523
.586
.590
.608
.669
.646

.282
.307
.373
.386
.393
471
433

877
.875
.872
.872
.871
.868
.869

87
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Lampiran 7
ANALISIS REGRESI LINIER BERGANDA
Variables Entered/Removed?
Variables Variables
Model Entered Removed Method
1 Electronic Word . Enter
of Mouth (E-
WOM), Brand
Storytelling®
a. Dependent Variable: Keputusan Pembelian Konsumen
b. All requested variables entered.
Model Summary
Adjusted R Std. Error of the
Model R R Square Square Estimate
1 .8812 77 776 2.87810
a. Predictors: (Constant), Electronic Word of Mouth (E-WOM), Brand
Storytelling
ANOVA?
Sum of
Model Squares df Mean Square F Sig.
1 Regression 9294.436 2 4647.218 561.024 .000P
Residual 2667.275 322 8.283
Total 11961.711 324
a. Dependent Variable: Keputusan Pembelian Konsumen
b. Predictors: (Constant), Electronic Word of Mouth (E-WOM), Brand Storytelling
Coefficients?
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 6.155 1.642 3.749 .000
Brand Storytelling 717 .064 550 11.242 .000
Electronic Word of .580 .077 .367 7.499 .000

Mouth (E-WOM)

a. Dependent Variable: Keputusan Pembelian Konsumen
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Lampiran 8
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