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LAMPIRAN 1

TABULASI DATA KUESIONER UJI VALIDITAS DAN RELIABILITAS

TABULASI DATA ANGKET JAWABAN RESPONDEN

VARIABEL X1 “TAGLINE GRATIS ONGKIR”

No.
Tagline Gratis Ongkir (X1) Total

P1 P2 P3 P4 P5 P6 P7 P8
1 4 3 4 4 3 4 4 4 30
2 4 4 4 4 4 4 2 4 30
3 5 4 4 4 4 4 4 4 33
4 4 4 4 4 4 4 4 4 32
5 4 4 3 4 3 3 4 4 29
6 4 4 3 4 4 3 4 3 29
7 5 5 5 5 5 4 4 4 37
8 4 4 4 4 4 4 4 4 32
9 3 3 4 4 3 3 3 3 26
10 4 4 4 4 4 4 4 4 32
11 4 4 3 4 4 4 4 4 31
12 4 4 4 4 4 4 4 4 32
13 3 4 4 3 3 3 4 4 28
14 4 4 5 4 4 4 5 4 34
15 4 4 5 4 4 4 4 4 33
16 4 4 4 4 4 4 4 4 32
17 4 4 4 4 4 4 4 3 31
18 3 3 3 3 3 3 4 3 25
19 4 4 4 4 4 4 4 4 32
20 4 4 4 4 4 4 4 4 32
21 4 4 4 4 4 4 4 4 32
22 5 5 5 5 5 5 5 5 40
23 4 4 4 4 4 4 4 3 31
24 4 4 4 3 4 4 4 4 31
25 4 4 4 4 4 4 4 4 32
26 4 3 4 3 4 4 4 4 30
27 4 4 4 4 4 4 4 4 32
28 5 5 5 5 5 5 5 5 40
29 4 4 4 4 4 4 4 4 32
30 4 4 4 3 4 4 4 4 31
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LAMPIRAN 2

TABULASI DATA KUESIONER UJI VALIDITAS DAN RELIABILITAS

TABULASI DATA ANGKET JAWABAN RESPONDEN

VARIABEL X2 “BRAND AWARENESS”

No BRAND AWARENESS (X2) Total
P1 P2 P3 P4 P5

1 4 4 4 5 4 21

2 2 4 4 4 4 18

3 4 4 4 4 4 20

4 3 4 4 5 4 20

5 3 3 3 4 4 17

6 4 4 4 4 4 20

7 4 4 4 4 4 20

8 4 4 4 4 4 20

9 3 3 4 4 4 18

10 4 4 4 4 4 20

11 4 4 3 4 4 19

12 4 4 4 5 4 21

13 4 3 3 5 4 19

14 4 5 5 5 5 24

15 5 4 5 5 4 23

16 4 4 4 4 4 20

17 4 4 4 4 4 20

18 3 3 3 4 4 17

19 3 4 4 4 4 19

20 4 4 4 4 4 20

21 4 4 4 4 4 20

22 5 5 4 5 4 23

23 4 4 4 4 4 20

24 4 4 4 4 4 20

25 4 4 4 4 4 20

26 4 4 4 4 4 20

27 4 4 4 5 4 21

28 5 5 5 5 5 25

29 4 4 4 4 4 20

30 4 4 4 5 4 21
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LAMPIRAN 3

TABULASI DATA KUESIONER UJI VALIDITAS DAN RELIABILITAS

TABULASI DATA ANGKET JAWABAN RESPONDEN

VARIABEL Y “KEPUTUSAN PEMBELIAN”

No BRAND AWARENESS (X2) Total
P1 P2 P3 P4

1 4 3 5 4 16

2 4 2 4 2 12

3 4 4 4 4 16

4 4 4 4 4 16

5 4 3 5 3 15

6 4 4 4 4 16

7 4 4 4 4 16

8 4 4 2 4 14

9 4 4 4 4 16

10 4 4 4 4 16

11 4 4 4 4 16

12 4 4 4 4 16

13 4 3 4 4 15

14 5 5 5 5 20

15 4 4 5 4 17

16 4 4 4 4 16

17 4 3 4 4 15

18 3 3 4 3 13

19 4 4 4 4 16

20 4 4 4 4 16

21 4 4 4 4 16

22 5 5 5 5 20

23 4 4 4 4 16

24 4 4 4 4 16

25 4 4 4 4 16

26 4 4 4 4 16

27 4 4 4 4 16

28 5 5 5 5 20

29 4 4 4 4 16

30 4 3 5 4 16
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LAMPIRAN 4

HASIL UJI VALIDITAS

VARIABEL XI “TAGLINE GRATIS ONGKIR”

Correlations
X1 X2 X3 X4 X5 X6 X7 X8 Total

X1 Pearson
Correlation

1 .722** .502** .684** .819** .746** .402* .600** .871**

Sig. (2-tailed) .000 .005 .000 .000 .000 .028 .000 .000

N 30 30 30 30 30 30 30 30 30

X2 Pearson
Correlation

.722** 1 .510** .666** .801** .571** .402* .571** .835**

Sig. (2-tailed) .000 .004 .000 .000 .001 .028 .001 .000

N 30 30 30 30 30 30 30 30 30

X3 Pearson
Correlation

.502** .510** 1 .484** .603** .658** .354 .529** .748**

Sig. (2-tailed) .005 .004 .007 .000 .000 .055 .003 .000

N 30 30 30 30 30 30 30 30 30

X4 Pearson
Correlation

.684** .666** .484** 1 .619** .523** .252 .386* .738**

Sig. (2-tailed) .000 .000 .007 .000 .003 .179 .035 .000

N 30 30 30 30 30 30 30 30 30

X5 Pearson
Correlation

.819** .801** .603** .619** 1 .799** .378* .523** .884**

Sig. (2-tailed) .000 .000 .000 .000 .000 .039 .003 .000

N 30 30 30 30 30 30 30 30 30

X6 Pearson
Correlation

.746** .571** .658** .523** .799** 1 .410* .701** .861**

Sig. (2-tailed) .000 .001 .000 .003 .000 .025 .000 .000

N 30 30 30 30 30 30 30 30 30

X7 Pearson
Correlation

.402* .402* .354 .252 .378* .410* 1 .410* .579**

Sig. (2-tailed) .028 .028 .055 .179 .039 .025 .025 .001

N 30 30 30 30 30 30 30 30 30

X8 Pearson
Correlation

.600** .571** .529** .386* .523** .701** .410* 1 .748**

Sig. (2-tailed) .000 .001 .003 .035 .003 .000 .025 .000

N 30 30 30 30 30 30 30 30 30

Total Pearson
Correlation

.871** .835** .748** .738** .884** .861** .579** .748** 1

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

N 30 30 30 30 30 30 30 30 30
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**. Correlation is significant at the 0.01 level (2-tailed).

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

HASIL UJI VALIDITAS

VARIABEL X2 “BRAND AWARENESS”

Correlations
X1 X2 X3 X4 X5 Total

X1 Pearson Correlation 1 .545** .433* .381* .274 .769**

Sig. (2-tailed) .002 .017 .038 .143 .000
N 30 30 30 30 30 30

X2 Pearson Correlation .545** 1 .713** .342 .573** .843**

Sig. (2-tailed) .002 .000 .064 .001 .000
N 30 30 30 30 30 30

X3 Pearson Correlation .433* .713** 1 .342 .573** .803**

Sig. (2-tailed) .017 .000 .064 .001 .000
N 30 30 30 30 30 30

X4 Pearson Correlation .381* .342 .342 1 .378* .650**

Sig. (2-tailed) .038 .064 .064 .039 .000
N 30 30 30 30 30 30

X5 Pearson Correlation .274 .573** .573** .378* 1 .661**

Sig. (2-tailed) .143 .001 .001 .039 .000
N 30 30 30 30 30 30

Total Pearson Correlation .769** .843** .803** .650** .661** 1
Sig. (2-tailed) .000 .000 .000 .000 .000
N 30 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).
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HASIL UJI VALIDITAS

VARIABEL Y “KEPUTUSAN PEMBELI”

Correlations
X1 X2 X3 X4 Total

X1 Pearson Correlation 1 .629** .426* .690** .844**

Sig. (2-tailed) .000 .017 .000 .000
N 31 31 31 31 31

X2 Pearson Correlation .629** 1 .072 .845** .833**

Sig. (2-tailed) .000 .699 .000 .000
N 31 31 31 31 31

X3 Pearson Correlation .426* .072 1 .226 .551**

Sig. (2-tailed) .017 .699 .221 .001
N 31 31 31 31 31

X4 Pearson Correlation .690** .845** .226 1 .892**

Sig. (2-tailed) .000 .000 .221 .000
N 31 31 31 31 31

Total Pearson Correlation .844** .833** .551** .892** 1
Sig. (2-tailed) .000 .000 .001 .000
N 31 31 31 31 31

**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

HASIL RELIABILITAS VARIABEL X1 “TAGLINE GRATIS ONGKIR”

Case Processing Summary
N %

Cases Valid 30 100.0
Excludeda 0 .0
Total 30 100.0

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

Reliability Statistics
Cronbach's

Alpha N of Items
.908 8
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HASIL RELIABILITAS VARIABEL X2 “BRAND AWARENESS”

Reliability Statistics
Cronbach's

Alpha N of Items
.783 5

HASIL RELIABILITAS VARIABEL Y “KEPUTUSAN PEMBELI”

Reliability Statistics
Cronbach's

Alpha N of Items
.753 4

TABULASI DATA ANGKET JAWABAN RESPONDEN

VARIABEL X1 “Tagline Gratis Ongkir”

No.
Tagline Gratis Ongkir (X1)

P1 P2 P3 P4 P5 P6 P7 P8
1 5 5 5 5 5 3 3 3
2 4 4 3 4 4 3 4 2
3 5 4 4 4 4 4 4 4
4 4 4 4 4 4 5 4 3
5 3 4 4 4 3 3 3 4
6 4 4 4 4 4 3 4 4
7 4 5 4 5 5 3 3 3
8 5 5 5 5 5 5 4 4
9 4 4 5 4 4 3 5 4
10 4 3 4 4 4 4 3 3
11 4 4 5 4 4 4 3 4
12 5 4 4 5 5 5 4 4
13 5 4 5 4 4 4 3 4
14 4 4 4 4 4 4 4 4
15 4 5 4 4 4 4 4 4
16 4 4 4 4 4 4 3 4
17 4 4 4 4 4 4 4 4
18 5 5 5 5 5 5 5 5
19 4 4 3 4 4 4 4 4
20 4 4 3 4 4 4 4 4
21 5 4 5 4 4 5 4 4
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22 4 4 5 5 4 4 5 3
23 5 5 5 4 3 3 3 3
24 5 5 5 5 5 5 5 5
25 5 5 5 5 5 5 5 5
26 4 4 4 4 4 4 4 4
27 4 4 4 4 4 4 4 4
28 4 4 4 4 4 4 4 4
29 5 5 4 3 4 5 3 3
30 4 4 4 4 4 5 3 4
31 4 4 4 4 5 4 5 5
32 5 4 5 5 4 5 4 5
33 5 4 4 4 5 4 3 3
34 5 3 5 3 3 5 3 3
35 5 5 4 4 4 4 3 4
36 4 5 5 4 4 5 4 4
37 4 4 4 4 4 3 3 3
38 5 5 5 5 5 4 4 4
39 5 5 5 5 5 5 5 5
40 5 5 5 5 5 5 5 5
41 4 4 4 4 4 4 4 4
42 4 5 4 5 5 5 5 4
43 5 4 4 4 4 4 4 4
44 5 5 4 4 4 4 4 4
45 5 5 5 4 4 5 5 5
46 4 3 3 4 3 3 3 4
47 4 4 4 4 4 4 4 4
48 4 4 4 4 4 4 4 4
49 5 4 4 4 4 4 4 4
50 4 4 4 5 3 4 4 3
51 5 4 4 4 4 4 4 4
52 5 5 5 4 4 4 4 4
53 5 4 4 4 4 4 4 5
54 5 5 5 5 5 5 4 5
55 5 5 4 4 4 5 3 3
56 5 5 5 5 5 5 5 5
57 4 5 4 4 4 4 4 4
58 4 5 4 5 5 5 5 5
59 4 4 5 4 4 4 4 4
60 3 4 4 5 4 4 4 4
61 4 4 4 4 4 4 4 4
62 5 4 4 4 4 4 4 4
63 5 4 4 4 4 4 4 4
64 5 5 5 4 5 5 4 4
65 5 4 4 4 5 4 4 4
66 5 5 5 5 5 5 3 3
67 5 4 3 4 5 5 4 4
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68 5 5 5 5 5 5 5 5
69 5 4 5 5 4 4 4 4
70 5 4 4 4 3 3 3 3
71 5 5 5 5 5 5 5 5
72 5 5 5 5 5 5 5 5
73 4 4 4 4 4 3 3 3
74 4 4 4 4 4 4 4 4
75 5 4 5 4 5 4 5 4
76 4 4 4 4 4 4 4 4
77 5 5 5 5 5 5 5 5
78 4 5 3 4 4 4 4 4
79 4 4 4 5 5 4 3 4
80 4 3 4 4 3 4 4 4
81 4 4 4 4 4 4 4 4
82 4 4 4 5 4 4 4 4
83 4 4 4 4 4 5 4 4
84 4 4 4 4 4 5 5 5
85 4 4 4 4 4 5 4 4
86 4 4 4 4 4 4 4 3

Total 384 370 369 368 364 360 340 342
TABULASI DATA ANGKET JAWABAN RESPONDEN

VARIABEL X2 “Brand Awareness”

No BRAND AWARENESS (X2)
P1 P2 P3 P4 P5

1 5 5 5 5 5

2 4 3 5 4 4

3 4 4 4 4 4

4 4 2 4 4 4

5 4 4 2 4 4

6 4 4 4 4 4

7 3 3 5 5 5

8 5 5 5 5 5

9 4 4 3 4 4

10 4 3 4 4 4

11 4 4 4 4 4

12 5 5 5 5 5

13 4 4 4 4 4

14 4 4 4 4 4

15 4 2 4 4 4

16 4 4 3 4 4

17 5 4 4 2 4

18 5 5 5 5 5

19 4 4 4 4 4

20 4 4 4 4 4
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21 5 5 5 5 4

22 4 4 5 5 5

23 5 5 5 5 5

24 5 5 5 5 5

25 5 5 5 5 5

26 4 4 4 4 4

27 4 4 4 4 4

28 4 4 4 4 4

29 4 4 3 3 3

30 4 4 4 4 4

31 5 4 5 5 4

32 5 4 3 3 3

33 3 4 4 5 5

34 5 5 5 5 5

35 4 4 3 3 3

36 4 5 4 4 4

37 4 4 4 4 4

38 4 5 5 5 5

39 5 5 4 5 5

40 5 5 5 5 4

41 4 4 4 4 4

42 3 4 4 4 3

43 4 4 3 4 4

44 4 4 4 4 4

45 5 4 3 5 5

46 4 4 3 4 4

47 4 4 4 4 4

48 4 3 4 4 4

49 4 4 4 3 4

50 3 4 3 4 4

51 4 4 4 4 4

52 5 5 5 5 4

53 5 5 5 5 4

54 4 4 4 4 4

55 5 5 5 5 4

56 5 5 5 5 5

57 4 4 4 4 2

58 4 5 4 5 4

59 4 4 4 4 4

60 3 4 3 4 4

61 4 4 4 4 3

62 4 3 4 4 4

63 4 4 3 4 4

64 4 4 3 4 3

65 4 5 3 5 4

66 5 5 5 5 4
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67 4 4 4 4 4

68 5 5 4 5 5

69 5 5 5 5 4

70 5 4 5 5 5

71 5 5 4 5 5

72 5 4 5 5 5

73 4 4 5 4 4

74 5 5 4 4 4

75 5 4 5 4 5

76 4 4 4 4 4

77 5 5 5 5 5

78 4 4 4 4 4

79 4 4 4 5 4

80 4 5 4 4 4

81 3 4 4 4 4

82 4 4 4 4 4

83 3 4 4 4 3

84 4 5 5 5 4

85 4 4 3 4 4

86 3 4 4 4 4

Total 364 362 355 370 355

TABULASI DATA ANGKET JAWABAN RESPONDEN

VARIABEL Y “Keputusan Pembelian”

No BRAND AWARENESS (X2)
P1 P2 P3 P4

1 5 4 5 5

2 4 3 4 3

3 3 4 4 4

4 4 4 4 4

5 3 4 4 4

6 4 4 5 4

7 3 4 5 3

8 5 5 5 5

9 3 3 4 4

10 3 4 3 3

11 4 4 4 4

12 4 4 5 5

13 4 3 5 4

14 4 4 4 4

15 4 4 4 4

16 4 4 4 4

17 4 4 4 4

18 5 5 5 5

19 4 4 4 4
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20 4 4 4 4

21 5 5 5 5

22 4 5 5 4

23 5 4 5 5

24 5 5 5 5

25 5 5 5 5

26 4 4 4 4

27 3 4 4 5

28 4 3 4 4

29 5 5 4 4

30 4 4 3 4

31 4 5 5 4

32 5 5 5 4

33 4 4 4 5

34 3 5 5 2

35 4 4 5 5

36 5 5 4 5

37 4 4 3 4

38 5 5 5 5

39 5 5 5 5

40 5 5 5 5

41 4 4 3 4

42 4 5 5 5

43 3 4 4 4

44 4 4 4 4

45 5 4 4 3

46 4 3 4 4

47 4 4 4 4

48 4 4 4 4

49 4 4 5 5

50 5 3 5 5

51 4 4 3 4

52 5 5 5 4

53 5 5 5 4

54 4 4 3 4

55 5 5 2 4

56 4 4 5 5

57 4 3 4 4

58 5 5 4 5

59 4 4 4 4

60 4 5 5 4

61 4 4 4 4

62 4 4 4 3

63 3 3 4 4

64 4 4 4 5

65 5 4 4 4
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66 5 5 5 5

67 4 4 4 4

68 5 5 5 5

69 5 5 3 5

70 4 3 2 5

71 5 5 5 5

72 5 4 5 5

73 4 4 4 4

74 4 5 4 4

75 4 5 4 5

76 4 4 4 3

77 5 5 4 5

78 4 4 4 4

79 4 4 4 5

80 5 4 4 5

81 4 4 4 3

82 4 4 4 4

83 3 4 3 3

84 4 3 4 4

85 4 3 4 4

86 4 3 4 4

Total 361 369 361 365

HASIL UJI NORMALITAS DATA

Variables Entered/Removeda

Model
Variables
Entered

Variables
Removed Method

1 Brand
Awareness,
Tagline Gratis
Ongkirb

. Enter

a. Dependent Variable: Keputusan Pembelian
b. All requested variables entered.

Model Summary

Model R R Square
Adjusted R

Square
Std. Error of the

Estimate
1 .746a .556 .546 1.298
a. Predictors: (Constant), Brand Awareness, Tagline Gratis Ongkir

ANOVAa

Model Sum of Squares df Mean Square F Sig.
1 Regression 175.281 2 87.640 52.054 .000b

Residual 139.742 83 1.684
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Total 315.023 85
a. Dependent Variable: Keputusan Pembelian
b. Predictors: (Constant), Brand Awareness, Tagline Gratis Ongkir

Coefficientsa

Model

Unstandardized Coefficients
Standardized
Coefficients

t Sig.

Collinearity Statistics

B Std. Error Beta Tolerance VIF
1 (Constant) 1.211 1.536 .788 .433

Tagline Gratis Ongkir .308 .051 .527 6.021 .000 .699 1.431

Brand Awareness .249 .069 .313 3.581 .001 .699 1.431

a. Dependent Variable: Keputusan Pembelian

Residuals Statisticsa
Minimum Maximum Mean Std. Deviation N

Predicted Value 14.26 19.76 16.81 1.436 86
Std. Predicted Value -1.779 2.051 .000 1.000 86
Standard Error of Predicted
Value

.141 .435 .232 .071 86

Adjusted Predicted Value 14.21 19.87 16.81 1.440 86
Residual -3.207 2.756 .000 1.282 86
Std. Residual -2.472 2.124 .000 .988 86
Stud. Residual -2.565 2.157 .001 1.010 86
Deleted Residual -3.452 2.842 .002 1.340 86
Stud. Deleted Residual -2.656 2.207 .000 1.022 86
Mahal. Distance .014 8.575 1.977 1.890 86
Cook's Distance .000 .168 .015 .028 86
Centered Leverage Value .000 .101 .023 .022 86
a. Dependent Variable: Keputusan Pembelian

One-Sample Kolmogorov-Smirnov Test

Unstandardized
Residual

N 86

Normal Parametersa,b Mean .0000000
Std. Deviation 1.28219684

Most Extreme Differences Absolute .078
Positive .049

Negative -.078

Test Statistic .078

Asymp. Sig. (2-tailed) .200c
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a. Test distribution is Normal.
b. Calculated from data.
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HASIL UJI ANALISIS REGRESI LINEAR BERGANDA

Variables Entered/Removeda

Model
Variables
Entered

Variables
Removed Method

1 Brand
Awareness,
Tagline Gratis
Ongkirb

. Enter

a. Dependent Variable: Keputusan Pembelian
b. All requested variables entered.

Model Summary

Model R R Square
Adjusted R

Square
Std. Error of the

Estimate
1 .746a .556 .546 1.298
a. Predictors: (Constant), Brand Awareness, Tagline Gratis Ongkir

ANOVAa

Model Sum of Squares df Mean Square F Sig.
1 Regression 175.281 2 87.640 52.054 .000b

Residual 139.742 83 1.684
Total 315.023 85

a. Dependent Variable: Keputusan Pembelian
b. Predictors: (Constant), Brand Awareness, Tagline Gratis Ongkir

Coefficientsa

Model

Unstandardized
Coefficients

Standardized
Coefficients

T Sig.B Std. Error Beta
1 (Constant) 1.211 1.536 .788 .433

Tagline Gratis
Ongkir

.308 .051 .527 6.021 .000

Brand
Awareness

.249 .069 .313 3.581 .001

a. Dependent Variable: Keputusan Pembelian

LAMPIRAN T TABEL
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LAMPIRAN F TABEL
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