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Tabulasi Data Penelitian

n2 n3 n4

€2 2] 2

¢t &1 &1 &1 &1 &1 &

g1
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LAMPIRAN 2

Hasil Analisis Data SmartPLS 4

Uji Validitas
Item Korelast Kesimpulan
r-hitung r-tabel

X1.1 0.618 0.104552 Valid

X1.2 0.528 0.104552 Valid

X1.3 0.614 0.104552 Valid

X1.4 0.601 0.104552 Valid

X1.5 0.655 0.104552 Valid

X1.6 0.617 0.104552 Valid

X1.7 0.672 0.104552 Valid

X1.8 0.653 0.104552 Valid

X2.1 0.709 0.104552 Valid

X2.2 0.684 0.104552 Valid

X2.3 0.705 0.104552 Valid

X2.4 0.714 0.104552 Valid

Y1 0.588 0.104552 Valid

Y2 0.647 0.104552 Valid

Y3 0.696 0.104552 Valid

Y4 0.642 0.104552 Valid

Uji Reliabilitas
Cropuachs | Compeate | Yrionc
Extracted (AVE)

Brand Awareness 0.810 0.875 0.637
Minat Beli 0.753 0.843 0.573
Pemasaran Sosial Media
Instagram 0.780 0.850 0.532
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ANALISIS PLS-SEM (Structural Equation Modelling)

Pengujian Outer Model

Uji Validitas Konvergen (Convergent Validity)

Brand Awareness Pemasaran Sosial
Minat Beli (n)
(€2) Media Instagram (§1)
n1 0.732
n2 0.778
n3 0.779
n4 0.737
§1.3 0.717
€1.5 0.720
€1.6 0.721
&1.7 0.734
1.8 0.752
§2.1 0.809
£2.2 0.764
€2.3 0.802
£2.4 0.815

Uji Average Variance Extracted (AVE)

Average Variance
Extracted (AVE)
Brand Awareness (§2) 0.637
Minat Beli (n) 0.573
Pemasaran Sosial Media
0.532
Instagram (¢1)
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Uji Validitas Diskriminan (Discriminant Validity)

Brand Awareness Pemasaran Sosial
Minat Beli (n)
(§2) Media Instagram (§1)
n1 0.419 0.732 0.410
n2 0.486 0.778 0.495
n3 0.593 0.779 0.549
n4 0.548 0.737 0.478
€1.3 0.448 0.434 0.717
€1.5 0.478 0.524 0.720
€1.6 0.466 0.456 0.721
€1.7 0.553 0.482 0.734
€1.8 0.530 0.448 0.752
€2.1 0.809 0.538 0.557
£2.2 0.764 0.506 0.535
£2.3 0.802 0.567 0.539
£2.4 0.815 0.573 0.545
Uji Composite Reliability dan Cronbach’s Alpha
Cronbach'’s . o
Composite Reliability
Alpha
Brand Awareness (§2) 0.810 0.875
Minat Beli (n) 0.753 0.843
Pemasaran Sosial Media
0.780 0.850
Instagram (g1)
ANALISIS INNER MODEL
R-Square
R-Square R-Square Adjusted
Brand Awareness (£2) 0.465 0.463
Pemasaran Sosial Media
0.524 0.522
Instagram (§1)
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Uji Hipotesis

Model Penelitian

1.3 1.5 £1.6 §1.7 £1.8
21.296 19.366 20'|613 /25166/ 27.002
Pemasaran Sosial Media Instagram
0.682 (0.000) 0.332 (0.000)
£2.1 nt
36.466 16.756
Sea %27.038 ~_26.919% o
0.458 (0.000) =P
£23 4.34,940/ 345765 i
34956 25.758
A Brand Awareness Minat Beli A
§2.4 na
Path Coefficient
iainal
sompie | Sample | R Tstatisties |
M M TDEV
(0) ean (M) | " grpgy) | (IO/STPEV)
Brand Awareness (€2)
0.458 0.459 0.055 8.395 0.000
-> Minat Beli (n)
Pemasaran Sosial
Media Instagram (1)
0.682 0.683 0.033 20.462 0.000
-> Brand Awareness
(€2)
Pemasaran Sosial
Media Instagram (1) 0.332 0.332 0.059 5.662 0.000
-> Minat Beli (n)
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Specific Indirect Effects

Original Standard

Sample ey T Statistics
Sa(lgl))le Mean (M) Deviation

P-Values
(sTDEV) | (IO/STDEV)) u

Pemasaran Sosial
Media Instagram (1)

0.312 0.313 0.039 8.109 0.000
-> Brand Awareness

(€2) -> Minat Beli (n)

Pengaruh Tidak Langsung Antar Variabel

Pemasaran
Sosial Media
Instaaram (€1)

Minat Beli
(n)

Awareness

(82)
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