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Lampiran 1 : Kuesioner Penelitian 
ALssallalmulallikulm Wr. Wb 

Sehulbulngaln dengaln penelitialn salyal yalng berjuldull “PENGALRULH MOTIF 

HEDONIS DALN MOTIF ULTILITALRIALN TERHALDALP IMPULLSE BULYING PALDAL 

KONSULMEN THRIFT SHOP PALNORALMAL KOTAL BENGKULLUL”, malkal di 

mohon kesedialaln Balpalk/Ibul/Saluldalral sekiralnyal dalpalt melulalngkaln walktul nyal ulntulk 

menjalwalb pertalnyalaln di balwalh ini. 

 Halsil penelitialn ini halnyal digulnalkaln ulntulk kepentingaln ilmialh dallalm 

ralngkal penyelesalialn stuldi paldal progralm Stuldi Malnaljemen ULniversitals 

Mulhalmmaldiyalh Bengkullul, daln tidalk ulntulk mencalri kesallalhaln pihalk malnalpuln. 

Oleh kalrenal itul, salyal berhalralp kulesinoer ini di isi sesulali dengaln kealdalaln yalng 

sebenalrnyal. ALtals balntulaln Balpalk/Ibul/Saluldalral sekallialn dallalm mengisi kulesioner ini, 

salyal ulcalpkaln terimal kalsih. 

Walssallalmulallalikulm Wr. Wb 

 

 

Hormalt Salyal 

 

 

ALji Yogal ALtmalgalral 
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A. Identitas Peneliti 

Nalmal  : ALJI YOGAL ALTMALGALRAL 

Npm  : 2261201179 

Julrulsaln : Malnaljemen 

Falkulltals : Ekonomi daln Bisnis 

B. Identitas Responden 

Apakah anda pernah berbelanja produk di thirft shop panorama kota Bengkulu? 

☐ Ya ☐ Tidak 

Usia  : ☐ 17-25 ☐ 26-35 ☐ 36-50 

Jenis Kelamin : ☐ Laki-Laki ☐ Perempuan 

Pekerjaan : ☐ Pelajar/Mahasiswa ☐ Pegawai Negri/Swasta 

    ☐  Wiraswasta/Lainnya 

Frekuensi Pembelian :  ☐ 1 Kali  ☐ 2 Kali 

    ☐ 3 Kali ☐ ≥ 3 Kali 
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Petunjuk Pengisian Kuesioner 

 Isilalh jalwalbaln berikult sesulali dengaln pendalpalt saluldalral, dengaln calral 

memberikaln talndal (√) paldal kolom yalng tersedial. 

KETERALNGALN 

STS : Salngalt Tidalk Setuljul =1 

TS : Tidalk Setuljul  =2 

N : Netrall  =3 

S : Setuljul  =4 

SS : Salngalt Setuljul =5 

Motif Hedonis X1 

Pernyataan SS S N TS STS 

1. Salyal menikmalti setialp proses dallalm berbelalnjal 

sehinggal menimbullkaln peralsalaln senalng 

     

2. Salyal meralsal nyalmaln daln menikmalti sulalsalnal 

ketikal beraldal di tempalt berbelalnjal 

     

3. Kegialtaln berbelalnjal membalntul salyal 

mengulralngi stres altalul tekalnaln yalng salya l 

ralsalkaln 

     

4. Penalmpilaln produlk, seperti walrnal, model, daln 

desalin, mempengalrulhi ketertalrikaln salyal ulntulk 

membeli 

     

 

Motif Utilitarian X2 

Pernyataan SS S N TS STS 

1. Salyal membeli produlk kalrenal 

mempertimbalngkaln kulallitals yalng balik daln 

sesulali dengaln kebultulhaln salyal 

     

2. Salyal meralsal pulals jikal mendalpaltkaln produ lk 

dengaln halrgal yalng lebih hemalt dibalndingkaln 

halrgal normall 
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Impulse BuyingY 

Pernyataan SS S N TS STS 

1. Salyal membeli produlk secalral spontaln ketikal 

melihalt balralng yalng menalrik perhaltialn salyal 

     

2. Salyal meralsalkaln dorongaln yalng kulalt ulntulk 

segeral membeli ketikal melihalt produlk yalng 

salyal sulkali 

     

3. Salyal jalralng membalndingkaln beberalpal pilihaln 

produlk sebelulm melalkulkaln pembelialn 

     

4. Peralsalaln senalng altalul tertalrik salalt melihalt 

produlk mendorong salyal ulntulk segeral 

membelinyal 

     

 

Lampiran 2 Tabulasi Uji Coba Kuesioner 
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Lampiran 3. Output SPSS Uji Validitas  

Table Hasil Uji Validitas Instrumen 

Variabel Pernyataan 
Pearson 

Correlation 

R 

Tabel 
Keterangan 

Pembelian Implusif 

(Y) 

P01 0,854 0,444 Valid 

P02 0,839 
0,444 

Valid 

 
P03 0,829 0,444 Valid 

P04 0,894 0,444 Valid 

Motif Hedonis (X1) P01 0,886 0,444 Valid 

P02 0,836 0,444 Valid 

Motif Utilitarian (X2) 

P01 0,816 0,444 Valid 

P02 0,927 0,444 Valid 

P03 0,816 0,444 Valid 

P04 0,857 0,444 Valid 

Table Hasil Uji Reabilitas 

No Variabel 
Cronbach’s 

Alpha 
R Tabel Keterangan 

1. Pembelian Implusif (Y) 0,872 0,60 Relialbel 

2. Motif Hedonis (X1) 0,648 0,60 Relialbel 

3. Motif Utilitarian (X2) 0,877 0,60 Relialbel 
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Hasil SPSS Uji Validitas Variabel Motif Hedonis (X) 

 

Hasil SPSS Uji Reabilitas Variabel Motif Hedonis (X) 
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Hasil SPSS Uji Validitas Variabel Motif Utilitarian (X2) 

 

Hasil SPSS Uji Reabilitas Variabel Motif Utilitarian (X2) 
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Hasil SPSS Uji Validitas Variabel Impulse Buying(Y) 

 

Hasil SPSS Uji Reabilitas Variabel Pembelian Implusif (Y) 
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TABULASI DATA PENELITIAN 

1. Motif Hedonis X1 

NO P1 P2 P3 P4 Total 

 1 5 4 4 4 17 

2 3 4 3 3 13 

3 4 4 4 4 16 

4 4 3 5 5 17 

5 3 5 3 3 14 

6 4 4 5 4 17 

7 1 1 1 1 4 

8 5 4 5 5 19 

9 4 5 4 5 18 

10 1 1 1 1 4 

11 5 4 5 4 18 

12 4 5 4 5 18 

13 5 5 4 5 19 

14 4 5 5 5 19 

15 5 3 5 5 18 

16 5 5 5 4 19 

17 3 5 5 4 17 

18 5 5 4 4 18 

19 5 4 5 5 19 

20 4 5 4 5 18 

21 4 5 5 4 18 

22 5 4 5 5 19 

23 5 4 5 4 18 

24 4 4 5 5 18 

25 4 4 5 5 18 

26 5 4 5 5 19 

27 5 4 5 4 18 

28 4 4 5 5 18 

29 5 4 5 5 19 

30 5 5 5 4 19 

31 4 4 5 5 18 

32 5 5 5 5 20 

33 5 5 4 4 18 

34 5 5 5 5 20 
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NO P1 P2 P3 P4 Total 

35 5 5 5 5 20 

36 5 4 5 4 18 

37 4 4 5 5 18 

38 5 5 5 4 19 

39 5 5 5 5 20 

40 5 5 4 5 19 

41 5 5 4 4 18 

42 5 5 5 5 20 

43 5 5 5 5 20 

44 5 5 5 5 20 

45 5 5 5 5 20 

46 4 5 5 5 19 

47 4 4 5 4 17 

48 5 5 5 5 20 

49 4 4 4 4 16 

50 4 5 5 5 19 

51 5 5 4 5 19 

52 5 4 5 5 19 

53 4 5 5 5 19 

54 5 5 5 5 20 

55 5 5 5 5 20 

56 4 5 5 5 19 

57 4 5 5 5 19 

58 4 5 5 5 19 

59 4 5 5 4 18 

60 5 5 5 5 20 

61 4 5 5 5 19 

62 5 5 5 4 19 

63 4 5 5 5 19 

64 4 5 5 5 19 

65 5 5 4 5 19 

66 4 5 4 5 18 

67 5 5 5 4 19 

68 4 5 5 5 19 

69 4 5 5 5 19 

70 5 4 5 5 19 

71 5 5 5 5 20 

72 4 5 5 5 19 
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NO P1 P2 P3 P4 Total 

73 5 5 5 5 20 

74 4 5 5 5 19 

75 4 5 5 4 18 

76 5 5 4 4 18 

77 3 4 4 5 16 

78 5 5 5 5 20 

79 4 5 5 5 19 

80 5 5 5 5 20 

81 4 5 5 5 19 

82 3 5 5 5 18 

83 3 4 5 5 17 

84 5 5 5 5 20 

85 5 5 5 5 20 

86 4 4 5 5 18 

87 5 5 5 5 20 

88 4 5 5 5 19 

89 4 5 5 4 18 

90 4 5 5 5 19 

91 5 5 5 4 19 

92 4 5 5 5 19 

93 3 5 5 5 18 

94 4 5 5 5 19 

95 5 5 5 5 20 

96 5 5 4 4 18 

97 5 5 5 4 19 

98 4 5 4 5 18 

99 3 5 5 5 18 

100 4 5 5 4 18 

 

 

2.Motif Utilitarian X2 

NO P1 P2 Total 

1 5 5 10 

2 2 4 6 

3 4 4 8 

4 5 5 10 

5 3 2 5 
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NO P1 P2 Total 

6 4 4 8 

7 1 1 2 

8 5 4 9 

9 5 5 10 

10 1 1 2 

11 4 4 8 

12 5 5 10 

13 5 4 9 

14 5 4 9 

15 5 3 8 

16 5 4 9 

17 4 4 8 

18 4 5 9 

19 3 5 8 

20 5 3 8 

21 5 5 10 

22 4 5 9 

23 5 5 10 

24 5 5 10 

25 5 5 10 

26 5 4 9 

27 5 4 9 

28 5 5 10 

29 5 4 9 

30 5 4 9 

31 5 4 9 

32 4 4 8 

33 5 5 10 

34 4 5 9 

35 5 4 9 

36 4 5 9 

37 5 5 10 

38 5 5 10 

39 5 5 10 

40 5 5 10 

41 5 5 10 

42 5 5 10 

43 4 5 9 
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NO P1 P2 Total 

44 4 4 8 

45 5 5 10 

46 5 4 9 

47 5 5 10 

48 5 5 10 

49 5 4 9 

50 5 5 10 

51 5 5 10 

52 5 5 10 

53 5 5 10 

54 4 5 9 

55 4 5 9 

56 4 5 9 

57 5 5 10 

58 4 5 9 

59 5 5 10 

60 5 5 10 

61 4 4 8 

62 5 5 10 

63 5 5 10 

64 4 5 9 

65 5 4 9 

66 5 5 10 

67 5 5 10 

68 5 5 10 

69 5 4 9 

70 5 5 10 

71 5 5 10 

72 4 5 9 

73 4 5 9 

74 4 5 9 

75 5 5 10 

76 5 5 10 

77 5 5 10 

78 4 4 8 

79 5 4 9 

80 4 5 9 

81 4 5 9 
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NO P1 P2 Total 

82 3 5 8 

83 5 5 10 

84 3 5 8 

85 3 4 7 

86 5 5 10 

87 5 4 9 

88 4 4 8 

89 5 5 10 

90 3 4 7 

91 5 5 10 

92 4 4 8 

93 5 5 10 

94 5 5 10 

95 4 5 9 

96 5 5 10 

97 5 5 10 

98 5 5 10 

99 5 4 9 

100 3 5 8 

 

 

3,Impulse Buying (Y) 

NO P1 P2 P3 P4 Total 

1 4 4 3 5 16 

2 2 3 4 3 12 

3 4 5 4 5 18 

4 2 4 5 4 15 

5 2 4 3 4 13 

6 4 4 3 5 16 

7 1 1 1 1 4 

8 4 5 4 5 18 

9 5 4 5 5 19 

10 1 1 1 1 4 

11 5 4 4 4 17 

12 5 5 4 5 19 

13 5 4 4 5 18 

14 5 4 5 5 19 
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NO P1 P2 P3 P4 Total 

15 5 5 4 5 19 

16 5 5 5 5 20 

17 5 5 4 5 19 

18 5 5 4 5 19 

19 5 4 5 5 19 

20 5 5 4 5 19 

21 5 5 4 4 18 

22 5 5 4 5 19 

23 5 5 4 5 19 

24 5 5 4 5 19 

25 5 5 5 5 20 

26 4 5 5 5 19 

27 4 5 4 5 18 

28 5 5 5 5 20 

29 5 5 5 4 19 

30 5 5 5 5 20 

31 5 5 5 5 20 

32 5 5 4 5 19 

33 4 4 5 5 18 

34 5 5 4 5 19 

35 4 5 5 5 19 

36 5 4 5 5 19 

37 5 5 5 5 20 

38 5 5 4 5 19 

39 5 5 5 4 19 

40 5 5 4 5 19 

41 4 5 5 5 19 

42 5 5 4 5 19 

43 5 4 4 5 18 

44 5 5 4 5 19 

45 5 4 5 5 19 

46 5 5 5 4 19 

47 5 5 5 4 19 

48 5 4 4 4 17 

49 5 5 4 5 19 

50 5 5 4 5 19 

51 4 4 5 5 18 

52 4 5 5 5 19 
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NO P1 P2 P3 P4 Total 

53 5 5 5 4 19 

54 5 5 4 5 19 

55 5 4 5 5 19 

56 4 5 5 4 18 

57 5 5 4 5 19 

58 5 4 5 5 19 

59 5 5 5 4 19 

60 5 5 5 4 19 

61 5 4 5 5 19 

62 5 5 5 4 19 

63 5 4 4 5 18 

64 5 5 4 4 18 

65 4 5 5 5 19 

66 5 5 5 5 20 

67 5 5 4 5 19 

68 5 5 5 4 19 

69 5 5 5 5 20 

70 5 5 5 4 19 

71 5 5 4 4 18 

72 5 5 5 5 20 

73 5 5 5 4 19 

74 5 4 5 5 19 

75 5 5 5 5 20 

76 5 4 5 5 19 

77 5 4 5 5 19 

78 4 5 5 4 18 

79 5 4 5 5 19 

80 5 5 4 5 19 

81 5 5 5 5 20 

82 5 5 5 5 20 

83 5 4 5 5 19 

84 5 5 4 5 19 

85 5 5 5 4 19 

86 5 4 5 5 19 

87 5 5 5 4 19 

88 4 5 5 5 19 

89 5 4 5 5 19 

90 5 5 5 5 20 
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NO P1 P2 P3 P4 Total 

91 5 4 5 5 19 

92 5 5 5 5 20 

93 5 5 4 5 19 

94 5 5 4 5 19 

95 4 4 3 5 16 

96 5 5 5 4 19 

97 5 5 5 4 19 

98 5 4 5 5 19 

99 5 3 5 5 18 

100 4 5 5 5 19 
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LAMPIRAN HASIL UJI SPSS 

 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .889a .791 .786 1.117 

a. Predictors: (Constant), X2_Motif_Utilitarian, X1_Motif_Hedonis 

b. Dependent Variable: Y_Impulse_Buying 

 

 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 456.960 2 228.480 183.102 .000b 

Residual 121.040 97 1.248   

Total 578.000 99    

a. Dependent Variable: Y_Impulse_Buying 

b. Predictors: (Constant), X2_Motif_Utilitarian, X1_Motif_Hedonis 

 

 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 1.597 .886  1.803 .074   

X1_Motif_Hedonis .677 .067 .667 10.109 .000 .496 2.017 

X2_Motif_Utilitarian .488 .115 .281 4.265 .000 .496 2.017 

a. Dependent Variable: Y_Impulse_Buying 
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F tabel 
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T tabel 
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