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c. Baca dan pahamilah pernyataan sebelum memberikan jawaban.

Pilihan Jawaban :

STS : Sangat Tidak Setuju
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S : Setuju



Konten Marketing (X1)

99

media

No. Pertanyaan Jawaban
STS| TS | N S | SS
M@ |H|6
Relevansi
1. Konten Makeup Dan Skincare Skintific Pada Toko
Missglam Relevan dengan kondisi sebenarnya
2. Relevansi konten yang ada membuat konsumen
tertarik
Akurasi
3. Konten Makeup Dan Skincare Skintific Pada Toko
Missglam dibuat dengan akurat
4. Konsumen tertarik dengan konten karena konten|
wvano ada sanoat akurat
Bernilai
5. Konten Makeup Dan Skincare Skintific Pada Toko
Missglam sangat bernilai
6. Konten-konten bernilai membuat konsumen
tertarik pada produk
Mudah dipahami
7. Konten Makeup Dan Skincare Skintific Pada Toko
Missglam mudah dipahami
8. Konten yang mudah dipahami dapat langsung
dimengerti oleh konsumen
Mudah Ditemukan
9. Konten Makeup Dan Skincare Skintific Pada Toko
Missglam mudah ditemukan
10. [Konten yang mudah di temukan di berbagai sosial
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Konsisten

11. [Konten Makeup Dan Skincare Skintific Pada Toko
Missolam sanoat kansisten

12.  [Miss Glam selalu konsisten dalam menampilkan

konten intuk nromaosi

Influencer Marketing (X2)

No.

Pernyataan

Jawaban

STS
(1)

TS
2

3)

“4)

SS
)

Trustworthiness

Adanya kepercayaan yang dimiliki Influencer
dalam mempromosikan Makeup Dan Skincare

Skintific Pada Toko Missglam

Adanya kejujuran yang dimiliki Influencer
dalam mempromosikan Makeup Dan Skincare

Skintific Pada Toko Missglam

Expertise

Influencer memiliki keahlian atau pengetahuan
yang tinggi dalam mempromosikan Makeup Dan

Skincare Skintific Pada Toko Missglam

Keahlian dan pengetahuan yang dimiliki
Influencer membuat konsumen tertarik dengan

produk Miss Glam

Attractiveness

Adanya daya tarik yang dimiliki oleh Influencer
dalam mempromosikan Makeup Dan Skincare

Skintific Pada Toko Missglam

Penggunaan Influencer pada pemasaran Miss

Glam memiliki daya tarik tersendiri
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No.

Pernyataan

Jawaban

STS
(1)

TS
2

N
3)

S
“4)

SS
()

Awareness (kesadaran )

Konsumen melakukan Customer review dengan

penuh kesadaran

Customer review tidak ada paksaan dari pihak

manapun

Frequency (frekuensi )

Frekuensi Customer review dari konsumen
menjadi bahan pertimbangan untuk calon

pembeli

Customer review dari konsumen yang banyak

membuat konsumen semakin percaya

Comparrison (perbandingan)

Konsumen menjadikan hasil Customer review

sebagai perbandingan dengan produk lainnya

Perbandingan Customer review menjadi sangat
penting bagi konsumen dalam memilih produk

Miss Glam

Effect (pengaruh)

Hasil dari Customer review produk berpengaruh

dengan pembelian konsumen

Adanya pengaruh yang sangat besar dengan
adanya Customer review dari konsumen yang

sudah membeli
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No

Pertanyaan

Jawaban

STS
(1)

TS
)

N
)

“4)

SS
)

Tertarik pada informasi mengenai produk

Konsumen tertarik pada informasi mengenai produk

makeup dan skincare skintific pada Toko Missglam

Ketertarikan konsumen pada informasi produk

membuat konsumen berminat membeli

Mempertimbangkan untuk membeli

Konsumen mempertimbangkan untuk membeli
produk makeup dan skincare skintific pada Toko

Missglam

Pertimbangan konsumen untuk melakukan
pembelian dilihat dari berbagai hal seperti promosi

yang menarik

Tertarik untuk mencoba

Konsumen tertarik untuk mencoba produk makeup

dan skincare skintific pada Toko Missglam

Ketertarikan konsumen untuk mencoba produk

menjadikan konsumen makin tertarik

Ingin mengetahui produk

Konsumen ingin mengetahui produk produk

makeup dan skincare skintific pada Toko Missglam

Iklan yang bagus membuat konsumen tertarik untuk

mengetahui produk skintifict

Jadi ingin memiliki produk

Konsumen jadi ingin memiliki produk makeup dan

skincare skintific pada Toko Missglam

10

Melihat promosi yang bagus maka konsumen jadi
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ingin memilih produk skintific
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Lampiran Tabulasi Data

Konten Marketing (X1)

Jumlah
X1

54
53

52
53

52
55
55
54
55
53

53

57

55
59
52
56
55
60

57
42

54
46

58

52
36
54
54
46

54
56
55

X1.12

X1.11

X1.10

X1.9

X1.8

X1.7

X1.6

X1.5

X1.4

X1.3

X1.2

X1.1

No

10
11

12
13
14
15
16
17
18
19
20
21

22
23
24
25

26
27

28
29
30
31




105

54
60

55
54
52
50
46

55
49

54
50

51

55
53

55
54
54
54
54
48

51
48

51

56
55
54
55
53

52

52
53

53

55
53

54
56
60
44

55

32

33
34

35

36
37
38
39
40

41

42

43

44
45

46

47

48

49

50
51

52
53
54
55
56
57

58
59
60
61

62
63
64
65

66
67

68
69
70
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45

49

48

54
58

59
58

52
53

56
48

45

46

48

48

48

48

46

49

56
48

52
50

50

50

50
48

48

48

48

46

60

57

55
51

56
60

56
47

&

72
73
74
75

76
77
78
79
80
81

82

83
84

85

86
87
88
89
90
91

92

93
94

95

96

97

98

99

100
101
102
103
104
105
106
107
108
109




107

57

53

60

52
55
53

55
60

60

54
53

55
60

53

60
47

55
53

57

52
58

59
48

48

40

32
41

42

49

37

32
44

37
47

43

37

34
49

38

110
111

112

113

114

115

116

117

118

119

120
121

122
123
124
125
126
127
128
129
130
131

132
133
134
135
136
137
138
139
140
141

142
143
144
145
146
147
148
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29
42

49

38
29

42

59
56

57

53
49

50

60
49

51

60
48

60

54
55
54
60

53

55
60
46

48

50

58

53
49

49

9252

4.28

759

4.22

758

4.21

757

4.21

773

4.29

760

4.22

763

4.24

768

4.27

766

4.26

759

4.22

788

4.38

775

4.31

826

4.59

149
150
151
152
153
154
155
156
157
158
159
160
161
162
163
164
165
166
167
168
169
170
171
172
173
174
175
176
177
178
179
180
Sum

Ave
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Influencer Marketing (X2)

Jumlah
X2

29
29
26

27

27

27

27

27

29
27

27

28
27

24
27

30
28
24
26

22
27

26

30
27

24
26

26

18
27

28
27

27

26

X2.6

X2.5

X2.4

X2.3

X2.2

X2.1

No

10
11

12
13
14
15
16
17
18
19
20
21

22
23
24
25

26
27

28
29
30
31

32
33
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28
30
24
30
26

26

23
23

24
27

26

30
28
27

27

27

26

27

25
24
28
26

26

27

26

27

29
28
28
27

29
26

27

28
26

21

25

25
29

34
35

36
37

38
39
40

4

42

43

44
45

46

47

48

49

50
51

52
53
54
55
56
57
58
59
60
61

62

63
64

65

66
67

68
69
70
71

72




111

27

21

24
24
28
30
26

27

26

19
24
24
23
24
24
22
20
29
25
26

26

27

24
24
19
21

24
22
24
24
30
28
29
30
27

30
26

30
27

73
74
75
76
77
78
79
80
81

82
83
84
85
86
87

88
89
90
91

92
93
94
95

96
97

98

99

100
101
102
103
104
105
106
107
108
109
110
111




112

30
27

28
27

26

25
24

27

26

27

24
27

29
24
30
27

26

26

26

28
22
18
22
22
25
19
21

15
26

24
22
17
24

15
23
23
21

15
16

112

113

114

115

116

117

118

119

120
121

122
123
124
125
126
127
128
129
130
131

132
133
134
135
136
137
138
139
140
141

142
143
144
145
146
147
148
149
150
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Customer Review (X3)

Jumlah
X3

37
32

36
34
36
37

37

35
36
37

37

34
35

40

35
40

36
38
39
26
35

29
40

36
24
33
36
32

34
37

38
38
40

36

X3.8

X3.7

X3.6

X3.5

X3.4

X3.3

X3.2

X3.1

No

10
11

12
13
14
15
16
17
18
19
20
21

22
23

24
25

26
27
28
29
30
31

32
33

34
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32

31

32

32

36
33
35
36
29
37
38
35

37
36
35

34
35
36
32

36
35
35

38
37
36
37

35
35
37

35

37

36
33
40

28
36
29
32

30

35

36
37
38
39
40

Ll

42

43

44
45

46

47

48

49

50
51

52
53
54
55
56
57
58
59
60
61

62

63
64

65

66
67

68
69
70
71

72
73
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32

35

39
39
40

36
34
33
31

32

33
32

31

31

31

28
36
33
35

32

35
34
34
24
29
28
24
30

40

32

39
32

31

40

37

40

33
36
37

74
75

76
77
78
79
80
81

82

83
84

85

86
87
88
89
90
91

92

93
94

95

96

97

98

99

100
101
102
103
104
105
106
107
108
109
110
111

112
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36
36
35
36
35

40

37
35

37

35
35

36
36
40

37

37
34

40

40

24
27
24
27
31

21

23
25
28
27
31

33
26

31

30

21

26
22
28
21

113

114

115

116

117

118

119

120
121

122
123
124
125
126
127
128
129
130
131

132
133
134
135
136
137
138
139
140
141

142
143
144
145
146
147
148
149
150
151
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26
22
28
35

38
27
38

34
33
33
27
36
25
40

37

33
27

35

33
33
38
27
29
27
32

34
32

32

37

6012

4.00

761

4.23

742

4.12

747

4.15

770

4.28

755

4.19

744

4.13

731

4.06

762

4.23

152
153
154
155
156
157
158
159
160
161
162
163
164
165
166
167
168
169
170
171
172
173
174
175
176
177
178
179
180
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Minat Beli (Y)

Jumlah 'Y

44
48

40

42

44
45

45

43

45

45

46

50

45

43

45

45

43

48

43

34
44
40

42

46

43

49

45

45

46

48

46

46

41

46

44
40

45

Y10

Y9

Y8

Y7

Y6

Y5

Y4

Y3

Y2

Y1

No

10
11

12
13
14
15
16
17
18
19
20
21

22
23
24
25
26
27
28
29
30
31

32
33
34
35

36
37
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40

43

41

41

45

38
44
38
46

44
46

43

44
43

41

50

43

45

46

46

44
45

46

44
43

43

47

46

45

43

40

38
40

37

43

42

40

41

39

38
39
40

4

42

43

44
45

46

47

48

49

50
51

52
53
54
55
56
57
58
59
60
61

62

63
64
65
66
67

68
69
70
71

72
73
74
75

76
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40

47

45

46

40

39
40

39
40

39
29

41

40

49

28
45

45

43

43

45

35
40

39
40

39
45

48

44
48

46

39
40

50

50

46

50

46

47

47

77
78
79
80
81

82
83
84
85

86
87

88
89
90
91

92
93
94
95

96
97
98
99
100
101
102
103
104
105
106
107
108
109
110
111

112

113

114

115




122

47

49

37
45

44
44
50

43

40

42

50

45

46

43

42

45

23
29
29
32

42

37

37
33
42

44
37
37

40

29
35

36
26

30

30

36
26

30

30

116

117

118

119

120
121

122
123
124
125
126
127
128
129
130
131

132
133
134
135
136
137
138
139
140
141

142
143
144
145
146
147
148
149
150
151

152
153
154
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47

37

44
34

50

40

47

34
38
44
40

31

141

50

47

47

48

50

39
40

41

38
42

42

40

35

7542

4.00

753

4.18

763

4.24

41

4.12

748

4.16

764

4.24

753

4.18

747

4.15

756

4.20

747

4.15

770

4.28

155
156
157
158
159
160
161
162
163
164
165
166
167
168
169
170
171
172
173
174
175
176
177
178
179
180




Variabel KONTEN MARKETING Xi

Reliability Statistics
Cronbach's
Alpha N of Items
915 12

124

Correlations

Konten

X1.1| _Mark

X11 | X1.2 | X1.3 | X14 X1.5 X1.6 | X1.7 | X1.8 X1.9 X1.10 | X1.11 2 eting

X1. | Pearson 1| .579| .301 409 450 527 533 .508 579 488 .389| 477 .708
1 Correlation

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

N 180| 180| 180 180 180 180 180 180 180 180 180| 180 180

X1. | Pearson 579 1| .439 511 502 .585 494 .351 430 421 .306 | .454 .694
2 Correlation

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

N 180| 180| 180 180 180 180 180 180 180 180 180| 180 180

X1. | Pearson .301| .439 1 536 478 525 410 490 .399 372 .238| .292 .639
B Correlation

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

N 180| 180| 180 180 180 180 180 180 180 180 180| 180 180

X1. | Pearson 409| .511| .536 1 .619 519 510 .550 454 454 .349| .388 .735
4 Correlation

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

N 180| 180 180 180 180 180 180 180 180 180 180| 180 180

X1. | Pearson A450| .502| .478 619 1 575 471 418 .501 434 .336| .293 .705
) Correlation

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

N 180| 180| 180 180 180 180 180 180 180 180 180| 180 180

X1. | Pearson 527| .585| .525 519 575 1 672 .551 .567 .566 .359| .510 .813
6 Correlation

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

N 180| 180| 180 180 180 180 180 180 180 180 180| 180 180




125

X1. |Pearson 533 | 494 410 510 471 672 1 .601 524 548 426 | 573 .784
7 Correlation
Sig. (2-tailed) .000| .000| .000 .000 .000 .000 .000 .000 .000 .000 | .000 .000
N 180| 180 180 180 180 180 180 180 180 180 180| 180 180
X1. |Pearson 508 | .351| .490 .550 418 .551 .601 1 .568 497 415 | 467 744
8 Correlation
Sig. (2-tailed) .000| .000| .000 .000 .000 .000 .000 .000 .000 .000 | .000 .000
N 180 180 180 180 180 180 180 180 180 180 180| 180 180
X1. | Pearson 579| .430| .399 454 501 567 524 .568 1 .569 474 | 542 .765
9 Correlation
Sig. (2-tailed) .000| .000| .000 .000 .000 .000 .000 .000 .000 .000| .000 .000
N 180| 180| 180 180 180 180 180 180 180 180 180| 180 180
X1. | Pearson 488 | .421| .372 454 434 .566 548 497 .569 1 526 | .511 741
10 |[Correlation
Sig. (2-tailed) .000| .000| .000 .000 .000 .000 .000 .000 .000 .000| .000 .000
N 180| 180| 180 180 180 180 180 180 180 180 180| 180 180
X1. | Pearson .389| .306| .238 .349 .336 .359 426 415 474 .526 1| .529 .616
11 | Correlation
Sig. (2-tailed) .000| .000| .001 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 180| 180| 180 180 180 180 180 180 180 180 180| 180 180
X1. | Pearson AT7| 454 292 .388 .293 510 573 467 542 511 .529 1 .696
12 | Correlation
Sig. (2-tailed) .000| .000| .000 .000 .000 .000 .000 .000 .000 .000 .000 .000
N 180| 180| 180 180 180 180 180 180 180 180 180| 180 180
Ko |Pearson .708| .694| .639 .735 .705 .813 .784 744 .765 741 .616 | .696 1
nte | Correlation
n_ | Sig. (2-tailed) .000| .000| .000 .000 .000 .000 .000 .000 .000 .000 .000| .000
Mar | N 180| 180| 180 180 180 180 180 180 180 180 180| 180 180
keti
ng

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




Variabel INFLUENCER MARKETING X2

Reliability Statistics

126

Cronbach's
Alpha N of Items
.838 6
Correlations
Influencer_Marke
X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 ting
X2.1 | Pearson Correlation 1 .380 408 .339 .357 403 .629
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 180 180 180 180 180 180 180
X2.2 | Pearson Correlation .380 1 .559 405 .575 461 .750
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 180 180 180 180 180 180 180
X2.3 | Pearson Correlation 408 .559 1 443 .535 459 .759
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 180 180 180 180 180 180 180
X2.4 | Pearson Correlation .339 405 443 1 .545 484 .728
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 180 180 180 180 180 180 180
X2.5 |Pearson Correlation .357 575 .535 .545 1 571 .820
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 180 180 180 180 180 180 180
X2.6 |Pearson Correlation 403 461 459 484 571 1 .767
Sig. (2-tailed) .000 .000 .000 .000 .000 .000
N 180 180 180 180 180 180 180
Influe | Pearson Correlation .629 .750 .759 .728 .820 767 1
ncer_ | Sig. (2-tailed) .000 .000 .000 .000 .000 .000
Mark | N 180 180 180 180 180 180 180
eting

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




Variabel CUSTOMER REVIEW X3

Reliability Statistics

127

Cronbach's
Alpha N of Items
.875
Correlations
X3.1 X3.2 X3.3 X3.4 X3.5 X3.6 X3.7 X3.8 | Customer_Review
X3.1 | Pearson Correlation 1 .635 462 479 466 .369 .366 .357 717
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
N 180 180 180 180 180 180 180 180 180
X3.2 | Pearson Correlation .635 1 .626 594 494 487 .398 .335 .786
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
N 180 180 180 180 180 180 180 180 180
X3.3 | Pearson Correlation 462 .626 1 .565 516 468 403 .361 .749
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
N 180 180 180 180 180 180 180 180 180
X3.4 | Pearson Correlation 479 594 .565 1 .615 495 .351 .366 .763
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
N 180 180 180 180 180 180 180 180 180
X3.5 | Pearson Correlation 466 494 .516 .615 1 .566 .393 450 .769
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
N 180 180 180 180 180 180 180 180 180
X3.6 | Pearson Correlation .369 487 468 495 .566 1 547 442 .748
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
N 180 180 180 180 180 180 180 180 180
X3.7 | Pearson Correlation .366 .398 403 .351 .393 547 1 459 .668
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
N 180 180 180 180 180 180 180 180 180
X3.8 |Pearson Correlation .357 .335 .361 .366 450 442 459 1 .642
Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
N 180 180 180 180 180 180 180 180 180
Custo | Pearson Correlation 717 .786 .749 .763 .769 .748 .668 .642 1
mer_ | Sig. (2-tailed) .000 .000 .000 .000 .000 .000 .000 .000
Revie |N 180 180 180 180 180 180 180 180 180
w

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




Variabel Minat Beli Y

Reliability Statistics

128

Cronbach's
Alpha N of Items
.881 10
Correlations
Minat_Be
Y1 Y2 Y3 Y4 Y5 Y6 Y7 Y8 Y9 Y10 li

Y1 | Pearson 1 451 442 .340| .355 .345 293 .251 217 119 .545
Correlation

Sig. (2-tailed) .000 .000 .000| .000 .000 .000 .001 .003 11 .000

N 180 180 180 180| 180 180 180 180 180 180 180

Y2 | Pearson 451 1 552 373 | 469 441 .351 .329 .220 215 .623
Correlation

Sig. (2-tailed) .000 .000 .000| .000 .000 .000 .000 .003 .004 .000

N 180 180 180 180| 180 180 180 180 180 180 180

Y3 |Pearson 442 .552 1 490| .556 524 488 .386 .349 .316 729
Correlation

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

N 180 180 180 180| 180 180 180 180 180 180 180

Y4 | Pearson .340 .373 490 1| .653 494 512 .316 .343 .340 712
Correlation

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

N 180 180 180 180 180 180 180 180 180 180 180

Y5 |Pearson .355 469 .556 .653 1 .638 .607 480 .389 422 .807
Correlation

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

N 180 180 180 180| 180 180 180 180 180 180 180

Y6 |Pearson .345 441 524 494| 638 1 518 ATT7 .365 421 .753
Correlation

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

N 180 180 180 180| 180 180 180 180 180 180 180

Y7 |Pearson .293 .351 488 512| .607 518 1 .661 537 441 .789
Correlation

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

N 180 180 180 180| 180 180 180 180 180 180 180
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Y8 | Pearson .251 .329 .386 .316| .480 477 .661 1 577 427 711
Correlation
Sig. (2-tailed) .001 .000 .000 .000| .000 .000 .000 .000 .000 .000
N 180 180 180 180 180 180 180 180 180 180 180
Y9 |Pearson 217 .220 .349 343 | .389 .365 537 577 1 572 .659
Correlation
Sig. (2-tailed) .003 .003 .000 .000| .000 .000 .000 .000 .000 .000
N 180 180 180 180 180 180 180 180 180 180 180
Y1 | Pearson 119 215 .316 340 422 421 441 427 572 1 .606
0 Correlation
Sig. (2-tailed) 111 .004 .000 .000| .000 .000 .000 .000 .000 .000
N 180 180 180 180| 180 180 180 180 180 180 180
Min | Pearson 545 .623 729 712 .807 .753 .789 71 .659 .606 1
at_ | Correlation
Beli | Sig. (2-tailed) .000 .000 .000 .000| .000 .000 .000 .000 .000 .000
N 180 180 180 180 180 180 180 180 180 180 180

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




Hasil Uji Validitas Instrumen

Variabel Pernyataan| R hitung | R tabel Ket
Pernyataan 1 0.708 0,145 Valid
Pernyataan 2 0.694 0,145 Valid
Pernyataan 3 0.639 0,145 Valid
Pernyataan 4 0.735 0,145 Valid
Variabel Pernyataan 5 0.705 0,145 Valid
Konten Pernyataan 6 0.813 0,145 Valid
Marketing | Pernyataan 5 0.784 0,145 Valid
Pernyataan 8 0.774 0,145 Valid
Pernyataan 9 0.765 0,145 Valid
Pernyataan 10 0.741 0,145 Valid
Pernyataan 11 0.616 0,145 Valid
Pernyataan 12 0.696 0,145 Valid
Influencer | Pernyataan 1 0.629 0,145 Valid
Marketing | Pernyataan 2 0.750 0,145 Valid
Pernyataan 3 0.759 0,145 Valid
Pernyataan 4 0.728 0,145 Valid
Pernyataan 5 0.820 0,145 Valid
Pernyataan 6 0.767 0,145 Valid
Customer | Pernyataan 1 0.717 0,145 Valid
Review Pernyataan 2 0.786 0,145 Valid
Pernyataan 3 0.749 0,145 Valid
Pernyataan 4 0.763 0,145 Valid
Pernyataan 5 0.769 0,145 Valid
Pernyataan 6 0.748 0,145 Valid
Pernyataan 7 0.668 0,145 Valid
Pernyataan 8 0.642 0,145 Valid
Minat Beli Pernyataan 1 0.545 0,145 Valid
Pernyataan 2 0.623 0,145 Valid
Pernyataan 3 0.729 0,145 Valid
Pernyataan 4 0.712 0,145 Valid
Pernyataan 5 0.807 0,145 Valid
Pernyataan 6 0.753 0,145 Valid
Pernyataan 7 0.789 0,145 Valid
Pernyataan 8 0.711 0,145 Valid
Pernyataan 9 0.659 0,145 Valid
Pernyataan 10 0.606 0,145 Valid
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Uji Reliabilitas
Alpha
Variabel Cronbach Alpha Keterangan
Konten 0.915 0,6
Marketing Reliabel
Influencer 0.838 0,6 Reliabel
Marketing
Customer Review 0.875 0,6 Reliabel
Minat Beli 0.881 0,6 Reliabel
Hasil Uji Normalitas
Normal P-P Plot of Regression Standardized Residual
10 Dependent Variable: Minat_Beli
% 08
2
. . Observed Cum.Prob .
Hasil Uji Multikolinieritas
No Variabel Tolerance VIF Keterangan
1 Konten Marketing 498 2.009 | Non Multikolinearitas
1
2 nfluencer 588 1.701 | Non Multikolinearitas
Marketing
3 Customer Riview S18 1.931 | Non Multikolinearitas




Hasil Uji Heteroskedastisitas

Scatterplot

Dependent Variable: Minat_Beli
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Regression Standardized Predicted Value
Hasil Pengujian Hipotesis
Coefficients?®
Unstandardized Standardized
Coefficients Coefficients Collinearity Statistics
Toleranc
Model B Std. Error Beta t Sig. e VIF
1 (Constant) 9.435 2.789 3.383 .001
Konten_Marketing 232 .069 .270 3.373 .001 498 2.009
Influencer_Marketing .602 122 .362 4.922 .000 .588 1.701
Customer Review 157 .093 133 1.984 .091 .518 1.931
a. Dependent Variable: Minat_Beli
Koefisien Determinasi
Model Summary®
Adjusted R
Model R R Square Square Std. Error of the Estimate
1 .6632 440 431 4.078

a. Predictors: (Constant), Customer_Review, Influencer_Marketing, Konten_Marketing

b. Dependent Variable: Minat_Beli




Uji Hipotesis Uji-t
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Coefficients?®
Unstandardized Standardized
Coefficients Coefficients Collinearity Statistics
Toleranc
Model B Std. Error Beta Sig. e VIF
1 (Constant) 9.435 2.789 3.383 .001
Konten_Marketing 232 .069 270 3.373 .001 498 2.009
Influencer Marketing .602 122 .362 4.922 .000 .588 1.701
Customer_Review 157 .093 133 1.984 .091 518 1.931
a. Dependent Variable: Minat_Beli
Sumber : Data Sekunder di olah 2025
Uji Hipotesis Uji F
ANOVA?
Model Sum of Squares df Mean Square F Sig.
1 Regression 2299.833 3 766.611 46.106 .000°
Residual 2926.367 176 16.627
Total 5226.200 179

a. Dependent Variable: Minat_Beli

b. Predictors: (Constant), Customer_Review, Influencer_Marketing, Konten_Marketing

Sumber : Data Sekunder di olah 2025




R tabel

152 0.1330 0.1582 0.1873 0.2070 0.2626
153 0.1326 0.1577 0.1867 0.2063 0.2618
154 0.1322 0.1572 0.1861 0.2057 0.2610
155 0.1318 0.1567 0.1855 0.2050 0.2602
156 0.1313 0.1562 0.1849 0.2044 0.2593
157 0.1309 0.1557 0.1844 0.2037 0.2585
158 0.1305 0.1552 0.1838 0.2031 0.2578
159 0.1301 0.1547 0.1832 0.2025 0.2570
160 0.1297 0.1543 0.1826 0.2019 0.2562
161 0.1293 0.1538 0.1821 0.2012 0.2554
162 0.1289 0.1533 0.1815 0.2006 0.2546
163 0.1285 0.1528 0.1810 0.2000 0.2539
164 0.1281 0.1524 0.1804 0.1994 0.2531
165 0.1277 0.1519 0.1799 0.1988 0.2524
166 0.1273 0.1515 0.1794 0.1982 0.2517
167 0.1270 0.1510 0.1788 0.1976 0.2509
168 0.1266 0.1506 0.1783 0.1971 0.2502
169 0.1262 0.1501 0.1778 0.1965 0.2495
170 0.1258 0.1497 0.1773 0.1959 0.2488
171 0.1255 0.1493 0.1768 0.1954 0.24381
172 0.1251 0.1488 0.1762 0.1948 0.2473
173 0.1247 0.1434 0.1757 0.1942 0.2467
174 0.1244 0.1480 0.1752 0.1937 0.2460
175 0.1240 0.1476 0.1747 0.1932 0.2453
176 0.1237 0.1471 0.1743 0.1926 0.2446
177 0.1233 0.1467 0.1738 0.1921 0.2439
178 0.1230 0.1463 0.1733 0.1915 0.2433
179 0.1226 0.1459 0.1728 0.1910 0.2426
180 0.1223 0.1455 0.1723 0.1905 0.2419
181 0.1220 0.1451 0.1719 0.1900 0.2413
182 0.1216 0.1447 0.1714 0.1895 0.2406
183 0.1213 0.1443 0.1709 0.1890 0.2400
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T Tabel

Titik Persentase Distribusi t (df = 161 -200)

Pr 0.25 0.10 0.05 0.025 0.01 0.005 0.001
df 0.50 0.20 0.10 0.050 0.02 0.010 0.002
161 0.67602 1.28683 1.65437 1.97481 2.34973 2.60671 3.14162
162 0.67601 1.28680 1.65431 1.97472 2.34959 2.60652 3.14130
163 0.67600 1.28677 1.65426 1.97462 2.34944 260633 3.14098
164 0.67599 1.28673 1.65420 1.97453 2.34930 2.60614 3.14067
165 0.67598 1.28670 1.65414 1.97445 2.34916 260595 3.14036
166 0.67597 1.28667 1.65408 1.97436 2.34902 260577 3.14005
167 0.67596 1.28664 1.65403 1.97427 2.34888 2.60559 3.13975
168 0.67595 1.28661 1.65397 1.97419 2.34875 260541 3.13945
169 0.67594 1.28658 1.65392 1.97410 2.34862 260523 3.13915
170 0.67594 1.28655 1.65387 1.97402 2.34848 2.60506 3.13886
171 0.67593 1.28652 1.65381 1.97393 2.34835 2.60489 3.13857
172 0.67592 1.28649 1.65376 1.97385 2.34822 260471 3.13829
173 0.67591 1.28646 1.65371 1.97377 2.34810 2.60455 3.13801
174 0.67590 1.28644 1.65366 1.97369 2.34797 260438 3.13773
175 0.67589 1.28641 1.65361 1.97361 2.34784 2.60421 3.13745
176 0.67589 1.28638 1.65356 1.97353 2.34772 2.60405 3.13718
177 0.67588 1.28635 1.65351 1.97346 2.34760 260389 3.13691
178 0.67587 1.28633 1.65346 1.97338 2.34748 260373 3.13665
179 0.67586 1.28630 1.65341 1.97331 234736 260357 3.13638
180 0.67586 1.28627 1.65336 1.97323 234724 260342 3.13612
181 0.67585 1.28625 1.65332 1.97316 2.34713 260326 3.13587
182 0.67584 1.28622 1.65327 1.97308 2.34701 260311 3.13561
183 0.67583 1.28619 1.65322 1.97301 2.34890 260296 3.13536
184 0.67583 1.28617 1.65318 1.97294 2.34678 2.60281 3.13511
185 0.67582 1.28614 1.65313 1.97287 2.34667 2.60267 3.13487
186 0.67581 1.28612 1.65309 1.97280 2.34656 2.60252 3.13463
187 0.67580 1.28610 1.65304 1.97273 2.34645 260238 3.13438
188 0.67580 1.28607 1.65300 1.97266 234835 260223 3.13415
189 0.67579 1.28605 1.65296 1.97260 2.34624 260209 3.13391
190 0.67578 1.28602 1.65291 1.97253 234613 260195 3.13368
191 0.67578 1.28600 1.65287 1.97246 2.34603 2.60181 3.13345
192 0.67577 1.28598 1.65283 1.97240 2.34593 260168 3.13322
193 0.67576 1.28595 1.65279 1.97233 2.34582 2.60154 3.13299
194 1.65275 1.97227 3.13277

0.67576

1.28593

2.34572

260141
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