
 

 

 

DAFTAR PUSTAKA 

 

Amalia, S. (2022). No Titl. Jurnal Manajemen Dan Bisnis Universitas 

Muhammadiyah, 7(1), 45–58. 

https://doi.org/https://jurnal.umb.ac.id/manajemen/vol7/iss1/45 

 

Andersson, E., & Pitz, N. (2021). Ready, Set, Live! How Do European Consumers 

Perceive the Value of Live Video Shopping and What Are Their 

Motivations to Engage in It? Master's Thesis. Umeå University. 

 

Cheng, X., Liu, Y., & Wang, J. (2022). Live streaming commerce and consumers’ 

Impulsive Buying behavior: The role of social interaction and perceived 

value. Journal of Electronic Commerce Research, 23(3), 215–229. 

https://doi.org/10.0000/xxxxxx 

 

Dawson, S.; Kim, M. (2009). External and Internal Triggering of Impulse Buying 

Behavior. Journal of Business Research, 62(3), 307–314. 

https://doi.org/10.1016/j.jbusres.2008.01.009 

Dennis W. Rook. (1987). No Title. Journal of Consumer Research, 14(2), 189–199. 

Engel, James F. and Blackwell, Roger D. and Miniard, P. W. (1995). Consumer 

Behavior. 

Firmansyah, M. A. (2019). Perilaku Konsumen: Sikap dan Pemasaran. Deepublish. 

Ghozali, I. (2011). Aplikasi analisis multivariate dengan program IBM SPSS 19. 

Badan Penerbit Universitas Diponegoro. 

Huang, Z., & Benyoucef, M. (2017). The effects of social commerce design on 

consumer purchase decision-making: An empirical study. Electronic 

Commerce Research and Applications, 25, 40–58. 

https://doi.org/10.1016/j.elerap.2017.08.003 

 

Kacen, J. J.; Lee, J. A. (2002). The Influence of Culture on Consumer Impulsive 

Buying Behavior. Journal of Consumer Psychology, 12(2), 163–176. 

https://doi.org/10.1207/S15327663JCP1202_08 

 

Kim, H. (2003). Consumer Behavior: A Global Perspective. South-Western 

College Publishing. 

 

Liu, G.; Zhang, Y. (2022). No Title. Frontiers in Psychology, 13, 942227. 

https://doi.org/10.3389/fpsyg.2022.942227 

 

Laudon, K. C., & Traver, C. G. (2017). E-commerce 2017: Business, technology, 

 

 

83 

https://jurnal.umb.ac.id/manajemen/vol7/iss1/45
https://doi.org/10.0000/xxxxxx
https://doi.org/10.1016/j.jbusres.2008.01.009
https://doi.org/10.1016/j.elerap.2017.08.003
https://doi.org/10.1207/S15327663JCP1202_08
https://doi.org/10.3389/fpsyg.2022.942227


 

 

84 

 

 

 

 

society (13th ed.). Pearson. 

 

Mai, N.; Jung, K.; Lantz, G.; Loeb, S. (2003). An exploratory investigation into 

impulse buying behavior in a transitional economy: A study of urban 

consumers in Vietnam. Journal of International Marketing, 11(2), 13–35. 

https://doi.org/http://dx.doi.org/10.1509/jimk.11.2.13 

 

Mai, R.; Li, J.; & Wang, S. (2003). Understanding Consumer Impulse Buying 

Behavior. Journal of Marketing Research, 40(1), 15–25. 

 

Martin, D. M.; Schouten, J. W. (2014). The answer is sustainable marketing, when 

the question is: What can we do? Recherche et Applications En Marketing 

(English Edition), 29(3), 107–109. 

https://doi.org/10.1177/2051570714540497 

 

Mitratoday.com. (2021). No Title. Mitratoday.Com. 

https://www.mitratoday.com/pengaruh-live-shopping-gratis-ongkir 

 

Mihić, M., & Kursan, I. (2010). Assessing the situational factors and impulsive 

buying behavior: Market segmentation approach. Management: Journal of 

Contemporary Management Issues, 15(2), 47–66. 

 

Nuraisah, A., Putri, R. N., & Saputra, D. H. (2024). Pengaruh promosi digital dan 

perilaku konsumen terhadap keputusan pembelian pada platform e-

commerce. Jurnal Manajemen Dan Bisnis Digital, 5(2), 145–156. 

https://doi.org/10.0000/xxxxxx 

 

Park, Sungjin and Kim, S. (2021). No Title. Sustainability, 13, 4267. 

https://doi.org/10.3390/su13084267 

 

Santoso, Budi; Rahmawati, Indah; Prasetyo, A. (2021). Pengaruh Live shopping 

terhadap Pembelian Impulsif Mahasiswa di Era Digital. Jurnal Universitas 

45 Surabaya, 5(2), 12–23. 

https://doi.org/https://jurnal.universitas45.ac.id/vol5/iss2/12 

 

Silvera, D. H.; Lavack, A. M.; Kropp, F. (2008). Impulse buying: Modeling the 

influence of hedonic and utilitarian shopping value. Academy of Marketing 

Science Review, 12(24), 1–32. https://doi.org/10.1007/BF02894868 

 

Sofyani, H. (2023). Penentuan Jumlah Sampel pada Penelitian Akuntansi dan 

Bisnis Berpendekatan Kuantitatif. 7(2). 

https://doi.org/10.18196/rabin.v7i2.19031 

Solomon, M. R. (2018). Consumer Behavior: Buying, Having, and Being (12th 

(ed.)). Pearson Education. 

http://dx.doi.org/10.1509/jimk.11.2.13
https://doi.org/10.1177/2051570714540497
https://www.mitratoday.com/pengaruh-live-shopping-gratis-ongkir
https://doi.org/10.0000/xxxxxx
https://doi.org/10.3390/su13084267
https://jurnal.universitas45.ac.id/vol5/iss2/12
https://doi.org/10.1007/BF02894868
https://doi.org/10.18196/rabin.v7i2.19031


 

 

85 

 

 

 

 

Sugiyono. (2023). Metode Penelitian Kuantitati Kualitatif dan R&D. 

ALVABETA,cv. 

 

Strack, F., & Deutsch, R. (2006). Reflective and impulsive determinants of social 

behavior. Personality and Social Psychology Review, 8(3), 220–247. 

https://doi.org/10.1207/S15327957PSPR0803_1 

 

Verhoef, P. C. and K. P. K. and I. J. J. (2015). From Multi-Channel Retailing to 

Omni-Channel Retailing: Introduction to the Special Issue on Multi-

Channel Retailing (Vol. 91). 

 

Wahyuni, D. F.; Rachmawati, I. (2018). Hedonic Shopping Motivation Terhadap 

Impulse Buying Pada Konsumen Tokopedia. Jurnal Riset Bisnis Dan 

Manajemen, 11(2), 59–65. https://doi.org/10.23969/jrbm.v11i2.701 

 

Wang, Y., Li, X., & Chen, H. (2022). The impact of live streaming commerce on 

consumers’ Impulsive Buying behavior. Journal of Retailing and Consumer 

Services, 68, 103051. https://doi.org/10.0000/xxxxxx 

https://doi.org/10.1207/S15327957PSPR0803_1
https://doi.org/10.23969/jrbm.v11i2.701
https://doi.org/10.0000/xxxxxx


 

 

 

L 

A 

M 

P 

I 

R 

A 

N 



 

 

 

Lampiran 1 

KUESIONER PENELITIAN 

 

PENGARUH LIVE SHOPPING DAN GRATIS ONGKIR 

TERHADAP IMPULSIVE BUYING 

DI TIKTOK SHOP PRODUK FASHION 

(Studi Kasus Mahasiswa Fakultas Ekonomi dan Bisnis Universitas 

Muhammadiyah Bengkulu) 

 

I. Identitas Responden Dan Peneliti 

Kuesioner penelitian ini dilakukan oleh mahasiswa dalam rangka penyusunan 

skripsi. Sehubungan dengan hal tersebut, kami mohon kesediaan Saudara/i untuk 

meluangkan waktu mengisi kuesioner ini. Jawaban yang diberikan akan sangat 

berharga dan bermanfaat bagi pengembangan ilmu pengetahuan. Atas kesediaan 

dan bantuan Saudara/i, kami ucapkan terimakasih. 

A. Identitas penelitian 

Nama : Bintang Triza 

Npm 2261201059 

Program Study : Manajemen 

Fakultas : Ekonomi dan Bisnis 

Perguruan tinggi : Universitas Muhammadiyah Bengkulu 

B. Identitas Responden 

Nama : 

Jenis kelamin :  Laki-laki Perempuan 

Usia :  17-22 Tahun 

 

 23-28 Tahun 

 

 29-34 Tahun 

 

Prodi :  Manajemen S1 

 

 Akuntasi S1 



 

 

 

 Ekonomi Islam S1 

 

 Manajemen S2 

 

Penguna Sosmed :  TikTok Shop 

 

Petunjuk Pengisian Kuesioner : 

 

Berikan jawaban atas pertanyaan berikut ini sesuai dengan pendapat anda dengan 

cara memberi tanda conteng (√) pada kolom yang tersedia 

SS : Sangat Setuju (5) 

S : Setuju (4) 

N: Netral (3) 

 

TS: Tidak Setuju (2) 

 

STS: Sangat Tidak Setuju (1) 

 

ll. PERNYATAAN KUESIONER 

A. Variabel Xl : Live shopping 

No Pernyataan STS 

(1) 

TS 

(2) 

N 

(3) 

S 

(4) 

SS 

(5) 

1. Saya sering menonton live shopping produk 

fashion di TikTok Shop. 
☐ ☐ ☐ ☐ ☐ 

2. Penjelasan penjual saat live shopping 

membantu saya memahami produk fashion. 
☐ ☐ ☐ ☐ ☐ 

3. Saya merasa terlibat secara langsung ketika 

mengikuti live shopping di TikTok Shop. 
☐ ☐ ☐ ☐ ☐ 

4. Live shopping di TikTok Shop mendorong 

saya untuk membeli produk fashion. 
☐ ☐ ☐ ☐ ☐ 



 

 

 

B. Variabel X2 : Gratis Ongkir 

No Pernyataan STS 

(1) 

TS 

(2) 

N 

(3) 

S 

(4) 

SS 

(5) 

1. Informasi gratis ongkir di TikTok Shop 

langsung menarik perhatian saya. 
☐ ☐ ☐ ☐ ☐ 

2. Gratis ongkir membuat penawaran produk 

fashion terasa lebih menguntungkan. 
☐ ☐ ☐ ☐ ☐ 

3. Adanya gratis ongkir mendorong saya ingin 

membeli produk fashion. 
☐ ☐ ☐ ☐ ☐ 

4. Gratis ongkir membuat saya lebih cepat 

mengambil keputusan pembelian. 
☐ ☐ ☐ ☐ ☐ 

C. Variabel Y : Impulsive Buying 

No Pernyataan STS 

(1) 

TS 

(2) 

N 

(3) 

S 

(4) 

SS 

(5) 

1 Saya sering membeli produk fashion secara 

spontan tanpa perencanaan. 
☐ ☐ ☐ ☐ ☐ 

2 Saya jarang mempertimbangkan kebutuhan 

jangka panjang saat membeli produk fashion. 
☐ ☐ ☐ ☐ ☐ 

3 Keinginan sesaat lebih dominan dibanding 

pertimbangan rasional saat membeli produk 

fashion. 

☐ ☐ ☐ ☐ ☐ 

4 Saya langsung membeli produk fashion ketika 

tertarik tanpa berpikir lama. 
☐ ☐ ☐ ☐ ☐ 



 

 

 

Lampiran 2  

 

Tabulasi Data Uji Instrumen 

Live Shopping (X1) 
NO X1.1 X1.2 X1.3 X1.4 TOTAL 

1 5 5 5 5 20 

2 4 4 3 4 15 

3 5 4 5 5 19 

4 5 5 5 5 20 

5 5 5 5 5 20 

6 4 4 4 5 17 

7 4 5 3 4 16 

8 5 5 5 5 20 

9 5 5 4 5 19 

10 5 5 4 4 18 

11 1 4 4 4 13 

12 4 5 4 4 17 

13 4 4 5 4 17 

14 4 4 4 5 17 

15 5 5 5 5 20 

16 4 4 5 5 18 

17 5 5 5 5 20 

18 5 5 4 5 19 

19 4 5 4 5 18 

20 4 5 4 4 17 

 

Gratis Ongkir (X2) 
NO X2.1 X2.2 X2.3 X2.4 TOTAL 

1 5 5 4 4 18 

2 5 5 5 5 20 

3 4 5 4 5 18 

4 4 4 5 4 17 

5 5 5 5 5 20 

6 4 4 5 5 18 

7 5 4 4 5 18 

8 5 5 5 5 20 

9 5 5 5 5 20 

10 4 4 5 4 17 

11 4 4 4 4 16 

12 4 5 4 4 17 

13 5 4 5 5 19 



 

 

 

14 5 5 5 5 20 

15 5 5 5 5 20 

16 4 3 5 5 17 

17 5 5 5 5 20 

18 5 4 4 5 18 

19 4 5 4 5 18 

20 5 5 4 5 19 

 

Impulsive Buying (Y) 
NO Y.1 Y.2 Y.3 Y.4 TOTAL 

1 4 5 5 5 19 

2 4 5 4 4 17 

3 5 5 4 5 19 

4 4 5 4 5 18 

5 5 5 5 5 20 

6 5 5 5 5 20 

7 4 3 4 3 14 

8 5 5 5 5 20 

9 5 5 5 5 20 

10 4 4 5 4 17 

11 4 4 4 4 16 

12 4 4 4 4 16 

13 4 4 5 5 18 

14 4 4 5 4 17 

15 5 5 5 5 20 

16 4 4 5 3 16 

17 5 5 5 5 20 

18 5 4 5 4 18 

19 5 4 5 5 19 

20 4 5 5 5 19 



 

 

 

Lampiran 3 

Hasil Uji Instrumen 

Live shopping (X1) 

Correlations 
 X1.1 X1.2 X1.3 X1.4 TOTAL 

X1.1 Pearson Correlation 1 ,513* ,382 ,513* ,881** 

Sig. (2-tailed)  ,021 ,096 ,021 ,000 

N 20 20 20 20 20 

X1.2 Pearson Correlation ,513* 1 ,072 ,121 ,560* 

Sig. (2-tailed) ,021  ,762 ,612 ,010 

N 20 20 20 20 20 

X1.3 Pearson Correlation ,382 ,072 1 ,553* ,695** 

Sig. (2-tailed) ,096 ,762  ,011 ,001 

N 20 20 20 20 20 

X1.4 Pearson Correlation ,513* ,121 ,553* 1 ,728** 

Sig. (2-tailed) ,021 ,612 ,011  ,000 

N 20 20 20 20 20 

TOTAL Pearson Correlation ,881** ,560* ,695** ,728** 1 

Sig. (2-tailed) ,000 ,010 ,001 ,000  

N 20 20 20 20 20 

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

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

 

Reliability Statistics 

Cronbach's Alpha N of Items 

,760 4 

 

Gratis Ongkir (X2) 

Correlations 
 X2.1 X2.2 X2.3 X2.4 TOTAL 

X2.1 Pearson Correlation 1 ,416 ,167 ,471* ,795** 

Sig. (2-tailed)  ,068 ,482 ,036 ,000 

N 20 20 20 20 20 

X2.2 Pearson Correlation ,416 1 -,104 ,147 ,627** 

Sig. (2-tailed) ,068  ,663 ,537 ,003 

N 20 20 20 20 20 

X2.3 Pearson Correlation ,167 -,104 1 ,236 ,477* 

Sig. (2-tailed) ,482 ,663  ,317 ,034 

N 20 20 20 20 20 

X2.4 Pearson Correlation ,471* ,147 ,236 1 ,674** 

Sig. (2-tailed) ,036 ,537 ,317  ,001 

N 20 20 20 20 20 

TOTAL Pearson Correlation ,795** ,627** ,477* ,674** 1 

Sig. (2-tailed) ,000 ,003 ,034 ,001  

N 20 20 20 20 20 

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

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



 

 

 

 

Reliability Statistics 

Cronbach's Alpha N of Items 

,513 4 

 

Impulsive Buying (Y) 

Correlations 
 Y.1 Y.2 Y.3 Y.4 TOTAL 

Y.1 Pearson Correlation 1 ,425 ,373 ,524* ,743** 

Sig. (2-tailed)  ,062 ,105 ,018 ,000 

N 20 20 20 20 20 

Y.2 Pearson Correlation ,425 1 ,184 ,756** ,815** 

Sig. (2-tailed) ,062  ,436 ,000 ,000 

N 20 20 20 20 20 

Y.3 Pearson Correlation ,373 ,184 1 ,325 ,568** 

Sig. (2-tailed) ,105 ,436  ,162 ,009 

N 20 20 20 20 20 

Y.4 Pearson Correlation ,524* ,756** ,325 1 ,893** 

Sig. (2-tailed) ,018 ,000 ,162  ,000 

N 20 20 20 20 20 

TOTAL Pearson Correlation ,743** ,815** ,568** ,893** 1 

Sig. (2-tailed) ,000 ,000 ,009 ,000  

N 20 20 20 20 20 

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

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

 

Reliability Statistics 

Cronbach's Alpha N of Items 

,761 4 



 

 

 

Lampiran 4 
 

Rekap Hasil Uji Instrumen 

Hasil Uji Validitas 

Variabel Item Nilai R 

hitung 

Nilai R 

Tabel 

Keterangan 

Validitas 

 

 

Live Shopiing 

X1.1 0.881 0.444 Valid 

X1.2 0.560 0.444 Valid 

X1.3 0.695 0.444 Valid 

X1.4 0.728 0.444 Valid 

 

 

 

Gratis Ongkir 

X2.1 0.795 0.444 Valid 

X2.2 0.627 0.444 Valid 

X2.3 0.477 0.444 Valid 

X2.4 0.674 0.444 Valid 

 

 

Impulsive Buying 

Y.1 0.743 0.444 Valid 

Y.2 0.815 0.444 Valid 

Y.3 0.568 0.444 Valid 

Y.4 0.893 0.444 Valid 

 

Hasil Uji Reliabilitas 

Variabel 
Cronbach's 

Alpha 

Jumlah 

Item 
Keterangan 

Live Shopiing (X1) 0.682 4 Reliabel 

Gratis Ongkir (X2) 0.513 4 Reliabel 

Impulsive Buying (Y) 
0.761 4 Reliabel 



 

 

 

Lampiran 5 

Tabulasi Data Penelitian 

 

Resp 
Live Shopping (X1) 

Total X1 
X1.1 X1.2 X1.3 X1.4 

1 4 5 5 5 19 

2 5 5 5 5 20 

3 5 5 5 5 20 

4 5 5 5 5 20 

5 5 5 5 5 20 

6 5 5 5 5 20 

7 5 5 5 5 20 

8 5 5 5 5 20 

9 5 5 5 5 20 

10 5 5 5 5 20 

11 5 5 5 5 20 

12 5 5 5 5 20 

13 5 5 5 5 20 

14 3 4 5 3 15 

15 5 4 4 5 18 

16 4 3 4 4 15 

17 3 4 5 4 16 

18 5 5 4 4 18 

19 4 4 4 4 16 

20 5 5 5 4 19 

21 4 5 4 5 18 

22 4 5 4 4 17 

23 4 4 4 4 16 

24 5 4 5 5 19 

25 4 5 4 5 18 

26 4 4 4 4 16 

27 4 4 4 4 16 

28 4 4 5 4 17 

29 4 4 4 4 16 

30 4 4 4 4 16 

31 4 5 5 5 19 

32 4 5 4 4 17 

33 5 5 5 4 19 



 

 

 

34 4 5 4 4 17 

35 4 4 5 5 18 

36 4 5 4 4 17 

37 5 5 5 4 19 

38 4 5 4 4 17 

39 4 3 1 3 11 

40 4 4 4 5 17 

41 4 4 4 5 17 

42 5 5 4 5 19 

43 4 5 4 5 18 

44 5 5 5 5 20 

45 5 5 4 4 18 

46 4 5 4 4 17 

47 5 4 4 4 17 

48 5 5 4 4 18 

49 4 4 3 3 14 

50 5 5 4 5 19 

51 4 5 5 4 18 

52 5 5 5 4 19 

53 4 4 5 5 18 

54 5 5 4 5 19 

55 4 3 2 3 12 

56 3 5 4 5 17 

57 4 5 5 4 18 

58 4 4 5 5 18 

59 4 3 5 4 16 

60 4 3 4 4 15 

61 4 4 4 4 16 

62 4 4 5 4 17 

63 4 3 4 3 14 

64 4 5 4 4 17 

65 4 5 5 4 18 

66 4 5 5 5 19 

67 5 5 4 5 19 

68 5 4 4 5 18 

69 5 4 5 5 19 

70 5 4 5 4 18 

71 5 4 5 5 19 



 

 

 

72 4 4 5 5 18 

73 4 4 5 5 18 

74 5 5 5 4 19 

75 5 5 5 5 20 

76 5 5 5 5 20 

77 5 5 5 5 20 

78 5 5 5 5 20 

79 5 5 4 4 18 

80 4 5 4 4 17 

81 4 5 5 5 19 

82 4 5 4 4 17 

83 5 5 5 4 19 

84 3 3 4 5 15 

85 5 4 4 4 17 

86 5 5 5 4 19 

87 5 5 4 4 18 

88 5 4 4 4 17 

89 5 5 4 5 19 

90 5 5 5 4 19 

91 5 5 4 5 19 

92 5 4 5 4 18 

93 4 5 4 5 18 

94 4 5 4 4 17 

95 5 4 4 5 18 

96 5 4 5 5 19 

97 5 5 5 5 20 

98 5 4 5 5 19 

99 4 4 4 4 16 

100 4 5 5 5 19 

101 3 5 5 4 17 

102 5 4 4 5 18 

103 4 4 4 5 17 

104 4 4 4 4 16 

105 4 5 4 5 18 

106 5 4 4 5 18 

107 5 4 4 4 17 

108 4 5 5 4 18 

109 5 5 5 4 19 



 

 

 

110 4 5 4 4 17 

111 4 5 5 4 18 

112 4 5 4 5 18 

113 5 4 4 5 18 

114 5 4 4 4 17 

115 4 4 5 5 18 

116 4 4 5 4 17 

117 4 5 5 4 18 

118 4 5 5 5 19 

119 5 4 4 4 17 

120 5 5 4 4 18 

 

Resp 
Gratis Ongkir (X2) 

Total X2 
X2.1 X2.2 X2.3 X2.4 

1 5 5 5 5 20 

2 5 5 5 5 20 

3 5 5 5 5 20 

4 5 5 5 5 20 

5 5 5 5 5 20 

6 5 5 5 5 20 

7 5 5 5 5 20 

8 5 5 5 5 20 

9 5 5 5 5 20 

10 5 5 5 5 20 

11 5 5 5 5 20 

12 5 5 5 5 20 

13 5 5 5 5 20 

14 4 3 4 5 16 

15 4 5 5 4 18 

16 4 3 3 2 12 

17 3 4 4 3 14 

18 5 5 4 4 18 

19 4 4 4 4 16 

20 5 5 5 5 20 

21 4 3 5 4 16 

22 5 5 4 4 18 

23 5 4 4 4 17 

24 4 5 4 4 17 

25 4 4 4 4 16 



 

 

 

26 4 4 5 4 17 

27 4 4 4 4 16 

28 4 4 5 4 17 

29 4 4 4 4 16 

30 4 4 4 4 16 

31 5 5 5 5 20 

32 4 4 5 4 17 

33 4 5 4 4 17 

34 5 5 4 5 19 

35 4 4 5 4 17 

36 5 4 5 5 19 

37 5 5 5 5 20 

38 4 5 5 5 19 

39 4 3 4 4 15 

40 5 4 5 5 19 

41 4 4 4 5 17 

42 5 4 4 5 18 

43 5 4 5 5 19 

44 5 5 4 5 19 

45 5 4 5 5 19 

46 4 4 5 4 17 

47 4 5 5 4 18 

48 5 5 5 5 20 

49 1 4 3 3 11 

50 4 4 5 5 18 

51 4 5 3 5 17 

52 3 4 5 4 16 

53 5 5 4 4 18 

54 4 4 4 4 16 

55 3 3 4 5 15 

56 5 5 5 4 19 

57 4 5 5 4 18 

58 5 4 4 5 18 

59 5 5 4 5 19 

60 5 5 5 4 19 

61 4 5 5 4 18 

62 5 3 5 5 18 

63 4 3 2 3 12 



 

 

 

64 4 4 4 4 16 

65 4 5 5 5 19 

66 5 5 5 4 19 

67 4 5 5 4 18 

68 4 4 5 5 18 

69 4 4 4 5 17 

70 4 4 4 4 16 

71 4 4 4 4 16 

72 4 4 4 4 16 

73 5 5 5 5 20 

74 4 4 5 5 18 

75 4 5 5 5 19 

76 5 5 5 5 20 

77 5 5 4 3 17 

78 4 4 4 4 16 

79 4 4 5 5 18 

80 5 4 5 5 19 

81 5 4 5 4 18 

82 3 5 5 5 18 

83 4 4 5 5 18 

84 3 3 4 5 15 

85 4 4 5 5 18 

86 5 5 4 4 18 

87 4 5 5 5 19 

88 5 4 5 5 19 

89 4 4 4 5 17 

90 4 4 5 5 18 

91 4 4 4 5 17 

92 5 4 4 5 18 

93 4 5 4 4 17 

94 5 5 4 4 18 

95 5 4 5 5 19 

96 5 5 5 5 20 

97 5 4 5 5 19 

98 4 5 5 5 19 

99 4 4 4 4 16 

100 4 5 4 4 17 

101 4 5 5 4 18 



 

 

 

102 5 5 4 5 19 

103 4 4 4 5 17 

104 4 5 4 4 17 

105 4 5 5 4 18 

106 4 4 5 4 17 

107 5 4 4 5 18 

108 4 4 5 4 17 

109 5 5 5 5 20 

110 4 5 5 4 18 

111 4 4 4 4 16 

112 5 4 5 4 18 

113 4 5 4 4 17 

114 4 4 5 4 17 

115 5 4 4 4 17 

116 4 4 5 5 18 

117 5 5 5 5 20 

118 5 4 5 5 19 

119 5 5 5 5 20 

120 5 4 5 4 18 

 

Resp 
Impulsive Buying (Y) 

Total Y 
Y1 Y2 Y3 Y4 

1 5 5 5 4 19 

2 5 5 5 5 20 

3 5 5 5 5 20 

4 5 5 5 5 20 

5 5 5 5 5 20 

6 5 5 5 5 20 

7 5 5 5 5 20 

8 5 5 5 5 20 

9 5 5 5 5 20 

10 5 5 5 5 20 

11 5 5 5 5 20 

12 5 5 5 5 20 

13 5 5 5 5 20 

14 5 5 4 5 19 

15 4 4 4 5 17 

16 3 4 1 3 11 

17 5 4 4 3 16 



 

 

 

18 4 5 5 5 19 

19 4 4 4 4 16 

20 4 5 5 5 19 

21 5 4 5 4 18 

22 4 5 4 4 17 

23 4 5 4 4 17 

24 4 4 5 4 17 

25 4 4 4 4 16 

26 4 5 4 4 17 

27 4 4 4 4 16 

28 5 4 4 4 17 

29 4 5 4 5 18 

30 4 4 4 4 16 

31 5 5 5 5 20 

32 4 5 4 4 17 

33 5 5 5 4 19 

34 5 4 4 3 16 

35 4 5 4 4 17 

36 5 4 4 3 16 

37 5 5 5 5 20 

38 5 5 5 5 20 

39 4 3 3 2 12 

40 5 4 4 5 18 

41 5 4 5 5 19 

42 5 5 5 4 19 

43 4 4 5 5 18 

44 4 5 5 5 19 

45 4 5 5 5 19 

46 4 4 4 4 16 

47 5 4 4 4 17 

48 5 4 5 5 19 

49 4 3 3 3 13 

50 5 4 5 4 18 

51 4 5 4 4 17 

52 4 5 3 4 16 

53 4 4 5 4 17 

54 4 4 5 5 18 

55 4 5 4 3 16 



 

 

 

56 4 4 5 5 18 

57 5 4 5 4 18 

58 4 4 4 5 17 

59 5 5 5 4 19 

60 4 5 5 5 19 

61 4 5 4 5 18 

62 5 5 5 5 20 

63 4 3 3 4 14 

64 5 4 5 4 18 

65 5 3 5 4 17 

66 4 4 5 5 18 

67 5 5 4 4 18 

68 4 5 5 5 19 

69 4 4 5 4 17 

70 5 5 5 4 19 

71 5 4 4 4 17 

72 5 4 4 4 17 

73 5 4 5 5 19 

74 5 5 4 4 18 

75 5 4 4 5 18 

76 4 5 4 4 17 

77 4 4 5 5 18 

78 5 5 5 5 20 

79 5 4 5 5 19 

80 5 5 5 5 20 

81 4 4 4 5 17 

82 5 4 5 4 18 

83 4 5 4 5 18 

84 3 4 4 3 14 

85 5 5 5 5 20 

86 4 4 4 4 16 

87 4 5 5 5 19 

88 4 4 5 5 18 

89 4 5 5 5 19 

90 5 5 5 5 20 

91 5 4 4 5 18 

92 5 5 5 4 19 

93 4 5 5 5 19 



 

 

 

94 4 5 4 5 18 

95 5 5 5 5 20 

96 5 4 5 5 19 

97 5 4 4 5 18 

98 4 5 4 5 18 

99 4 4 4 4 16 

100 5 4 4 5 18 

101 5 5 5 5 20 

102 4 4 4 5 17 

103 5 5 4 5 19 

104 5 5 5 5 20 

105 5 4 4 4 17 

106 4 4 4 4 16 

107 4 5 4 4 17 

108 5 5 4 4 18 

109 4 4 5 5 18 

110 4 4 5 5 18 

111 4 4 4 4 16 

112 4 4 4 4 16 

113 4 4 5 5 18 

114 4 5 4 5 18 

115 5 5 5 4 19 

116 5 4 5 5 19 

117 5 5 5 5 20 

118 5 4 4 5 18 

119 4 5 4 4 17 

120 5 5 5 5 20 



 

 

 

Lampiran 6  

Hasil Olah Data Penelitian 

Hasil Uji Normalitas: 

One-Sample Kolmogorov-Smirnov Test 
 Unstandardized 

Residual 
N 120 

Normal Parametersa,b Mean .0000000 

Std. Deviation 1.19671742 

Most Extreme Differences Absolute .058 

Positive .058 

Negative -.052 

Test Statistic .058 

Asymp. Sig. (2-tailed) .200c,d 

a. Test distribution is Normal. 
b. Calculated from data. 

c. Lilliefors Significance Correction. 

d. This is a lower bound of the true significance. 

 

 

Hasil Uji Multikolonieritas: 

Coefficientsa 
 
Model 

Collinearity Statistics 

Tolerance VIF 

1 X1 .636 1.571 

X2 .636 1.571 

a. Dependent Variable: Y 

 

Hasil Uji Heterokesdasitas: 

 



 

 

 

Hasil Analisi Regresi Linier Berganda: 

Coefficientsa 
 

 
Model 

Unstandardized Coefficients 
Standardized 

Coefficients 
 

 
t 

 

 
Sig. B Std. Error Beta 

1 (Constant) 3.945 1.316  2.998 .003 

X1 .256 .085 .245 3.018 .003 

X2 .530 .080 .539 6.649 .000 

a. Dependent Variable: Y 

 

Nilai Koefisien Determinasi (R2): 

Model Summaryb 

Model R R Square 
Adjusted R 

Square 

Std. Error of the 

Estimate 
1 .714a .510 .502 1.207 

a. Predictors: (Constant), X2, X1 

b. Dependent Variable: Y 

 

 

Hasil Hipotesis Uji T: 

Coefficientsa 
 

 
Model 

 
Unstandardized Coefficients 

Standardized 

Coefficients 

 

 
T 

 

 
Sig. B Std. Error Beta 

1 (Constant) 3.945 1.316  2.998 .003 

X1 .256 .085 .245 3.018 .003 

X2 .530 .080 .539 6.649 .000 

a. Dependent Variable: Y 

 

Hasil Hipotesis Uji F: 

ANOVAa 
Model Sum of Squares df Mean Square F Sig. 

1 Regression 177.443 2 88.721 60.909 .000b 

Residual 170.424 117 1.457   

Total 347.867 119    

a. Dependent Variable: Y 

b. Predictors: (Constant), X2, X1 



 

 

 

Lampiran 7  

Tabel T, F 

T Tabel: 

 

df (N-2) 

 Tabel Distribusi t 

 Tingkat Signifikansi 

One Tail 0,05 0,025 0,01 0,005 0,0005 

Two Tail 0,1 0,05 0,02 0,01 0,001 

100  1,6602343 1,9839715 2,3642174 2,6258905 3,3904913 

101  1,6600806 1,9837310 2,3638367 2,6253860 3,3894749 

102  1,6599300 1,9834953 2,3634636 2,6248915 3,3884789 

103  1,6597823 1,9832641 2,3630978 2,6244068 3,3875028 

104  1,6596374 1,9830375 2,3627392 2,6239315 3,3865459 

105  1,6594954 1,9828153 2,3623875 2,6234655 3,3856078 

106  1,6593560 1,9825973 2,3620426 2,6230084 3,3846877 

107  1,6592193 1,9823834 2,3617041 2,6225600 3,3837854 

108  1,6590851 1,9821735 2,3613721 2,6221201 3,3829001 

109  1,6589535 1,9819675 2,3610462 2,6216883 3,3820315 

110  1,6588242 1,9817653 2,3607263 2,6212645 3,3811791 

111  1,6586973 1,9815668 2,3604123 2,6208485 3,3803424 

112  1,6585726 1,9813718 2,3601040 2,6204401 3,3795210 

113  1,6584502 1,9811804 2,3598012 2,6200390 3,3787145 

114  1,6583300 1,9809923 2,3595037 2,6196450 3,3779225 

115  1,6582118 1,9808075 2,3592116 2,6192580 3,3771445 

116  1,6580957 1,9806260 2,3589245 2,6188777 3,3763803 

117  1,6579817  1,9804476  2,3586424 2,6185041 3,3756295 

118  1,6578695 1,9802722 2,3583651 2,6181369 3,3748917 

119  1,6577593 1,9800999 2,3580926 2,6177760 3,3741665 

120  1,6576509 1,9799304 2,3578246 2,6174211 3,3734538 

121  1,6575443 1,9797638 2,3575612 2,6170723 3,3727530 

122  1,6574395 1,9795999 2,3573021 2,6167292 3,3720640 

123  1,6573364 1,9794387 2,3570473 2,6163918 3,3713865 

124  1,6572350 1,9792801 2,3567966 2,6160599 3,3707201 

125  1,6571352 1,9791241 2,3565500 2,6157334 3,3700646 

126  1,6570370 1,9789706 2,3563074 2,6154121 3,3694198 

127  1,6569403 1,9788195 2,3560686 2,6150960 3,3687853 

128  1,6568452 1,9786708 2,3558336 2,6147849 3,3681609 

129  1,6567516 1,9785245 2,3556023 2,6144787 3,3675465 

130  1,6566594 1,9783804 2,3553746 2,6141772 3,3669416 



 

 

 

F Tabel: 

PROBABILITAS 0,05  F Tabel   

       

DF 1 2 3 4 5 6 

100 3,936143 3,087296 2,695534 2,462615 2,305318 2,190601 

       

101 3,935189 3,086371 2,694618 2,461698 2,304396 2,189672 

102 3,934253 3,085465 2,693721 2,460800 2,303493 2,188761 

103 3,933337 3,084577 2,692841 2,459920 2,302608 2,187868 

104 3,932438 3,083706 2,691979 2,459057 2,301739 2,186993 

105 3,931556 3,082852 2,691133 2,458210 2,300888 2,186134 

106 3,930692 3,082015 2,690303 2,457380 2,300053 2,185293 

107 3,929844 3,081193 2,689490 2,456566 2,299234 2,184467 

108 3,929012 3,080387 2,688691 2,455767 2,298431 2,183657 

109 3,928195 3,079596 2,687908 2,454983 2,297642 2,182862 

110 3,927394 3,078819 2,687139 2,454213 2,296868 2,182082 

111 3,926607 3,078057 2,686384 2,453458 2,296109 2,181316 

112 3,925834 3,077309 2,685643 2,452716 2,295363 2,180564 

113 3,925076 3,076574 2,684916 2,451988 2,294630 2,179825 

114 3,924330 3,075853 2,684201 2,451273 2,293911 2,179100 

115 3,923599 3,075144 2,683499 2,450571 2,293205 2,178387 

116 3,922879 3,074447 2,682809 2,449880 2,292510 2,177687 

117 3,922173  3,073763  2,682132 2,449202 2,291828 2,177000 

118 3,921478 3,073090 2,681466 2,448536 2,291158 2,176324 

119 3,920796 3,072429 2,680811 2,447881 2,290499 2,175659 

120 3,920124 3,071779 2,680168 2,447237 2,289851 2,175006 

121 3,919465 3,071140 2,679535 2,446603 2,289214 2,174364 

122 3,918816 3,070512 2,678913 2,445981 2,288588 2,173733 

123 3,918178 3,069894 2,678301 2,445368 2,287972 2,173112 

124 3,917550 3,069286 2,677699 2,444766 2,287367 2,172501 

125 3,916932 3,068689 2,677107 2,444174 2,286771 2,171900 

126 3,916325 3,068100 2,676525 2,443591 2,286184 2,171309 

127 3,915727 3,067521 2,675951 2,443017 2,285608 2,170727 

128 3,915138 3,066952 2,675387 2,442453 2,285040 2,170155 

129 3,914559 3,066391 2,674832 2,441897 2,284481 2,169591 

130 3,913989 3,065839 2,674286 2,441350 2,283931 2,169036 

 


