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Lampiran 1 Kuisioner Penelitian 

KUESIONER PENELITIAN 

PENGARUH FREE SHIPPING DAN BUZZ MARKETING TERHADAP 

PURCHASE DECISION PRODUK SKINTIFIC PADA MARKETPLACE 

SHOPEE DI KOTA BENGKULU 

 Perkenalkan nama saya Diah Putri Nurfadila, NPM 2261201066, Prodi 

Manajemen. Dengan ini saya mohon kesediaan Bapak/Ibu dan Saudara/I untuk 

membantu mengisi daftar pernyataan dalam kuesioner ini untuk dipergunakan 

dalam penyelesaian penelitian program studi S1 Manajemen di Fakultas Ekonomi 

dan Bisnis, Universitas Muhammadiyah Bengkulu. 

 IDENTITAS RESPONDEN (Pelajar/Mahasiswa/Karyawan) 

 Isilah identitas diri saudara dengan keadaan yang sebenarnya:  

Kriteria: Pengguna aplikasi shopee pada pembelian produk Skintific. 

a) Nama  :  

b) Usia :  

1. 18 – 20 tahun ☐ 

2. 21 – 25 tahun ☐ 

3. 26 – 30 tahun ☐ 

4. 31 – 35 tahun ☐ 

c) Jenis Kelamin:  

1. Laki – Laki ☐ 

2. Perempuan ☐ 
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PETUNJUK PENGISIAN KUESIONER PENELITIAN 

a) Berikan tanda pada kolom jawaban yang ada disebelah kanan pernyataan yang 

paling sesuai dengan Bapak/Ibu/Sdr 

b) Berikan hanya satu jawaban setiap pernyataan 

c) Baca dan pahamilah pernyataan sebelim memberikan jawaban 

Pilihan Jawaban 

STS:  Sangat Tidak Setuju 

TS:  Tidak Setuju 

KS:  Kurang Setuju 

S:  Setuju 

SS:  Sangat Setuju 

A. PURCHASE DECISION (Y) 

NO PERNYATAAN 

PILIHAN JAWABAN 

STS TS KS S SS 

1 Memberikan identifikasi produk Skintific agar 

konsumen dapat segera memutuskan 

pembelian 

     

2 Mudah untuk mencari informasi Skintific 

mempengaruhi keputusan pembelian 

     

3 Konsumen mengevaluasi setiap produk 

Skintific yang dibelinya 
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NO PERNYATAAN 

PILIHAN JAWABAN 

STS TS KS S SS 

4 Produk Skintific yang paling disukai sangat 

mempengaruhi keputusan pembelian 

     

5 Perlakuan BA Skintific kepada konsumen 

yang sangat sopan dan memuaskan 

berpengaruh terhadap keputusan pembelian 

     

6 Pilihan produk yang terbaik penentu 

keputusan pembelian produk Skintific 

     

7 Merek produk Skintific menjadi pengaruh 

terhadap keputusan pembelian 

     

8 Penyalur/distributor berpengaruh pada 

pembelian produk Skintific 

     

9 Waktu pembelian menjadi faktor yang 

menentukan keputusan pembelian produk 

Skintific 

     

10 Minimal order jumlah pembelian produk 

Skintific mempengaruhi keputusan pembelian 

     

Sumber: Erwin Setiadi 

B. FREE SHIPPING (X1) 
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NO PERNYATAAN PILIHAN JAWABAN 

STS TS KS S SS 

1 Voucher gratis ongkos kirim selalu saya cek 

sebelum memutuskan untuk membeli produk 

Skintific 

     

2 Gratis ongkos kirim yang diadakan oleh 

Shopee membuat saya tertarik untuk 

melakukan transaksi pembelian produk 

Skintific 

     

3 Gratis ongkos kirim Shopee memiliki daya 

tarik tersendiri dari pada marketplace lain 

     

4 Event bulanan gratis ongkos kirim 

membangkitkan keinginan untuk membeli 

produk Skintific karena tidak perlu membayar 

biaya untuk pengiriman 

     

5 Produk Skintific yang saya suka langsung saya 

beli saat memiliki voucher gratis ongkos kirim 

di akun Shopee saya 

     

6 Gratis ongkos kirim seperti selalu mendorong 

saya melakukan pembelian lebih produk 

Skintific untuk bisa memenuhi syarat 

mendapatkan gratis ongkos kirim 
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NO PERNYATAAN PILIHAN JAWABAN 

STS TS KS S SS 

7 Saya bersedia menambah produk agar 

nominal transaksi cukup untuk mendapatkan 

promo gratis ongos kirim 

     

Sumber: Tamariska Preveena Nehemia 

 

C. BUZZ MARKETING (X2) 

NO PERNYATAAN 

PILIHAN JAWABAN 

STS TS KS S SS 

1 Konten promosi produk Skintific yang 

disajikan di Shopee selalu update 

     

2 Promosi di Shopee menggunakan desain yang 

menarik pada produk Skintific 

     

3 Promosi di Shopee memberikan informasi 

tentang produk Skintific yang jelas  

     

4 Saya sering mengakses Shopee live pada 

aplikasi marketplace Shopee 

     

5 Saya mengakses Shopee Video pada aplikasi 

Shopee setiap saya membukanya 

     

6 Informasi yang disampaikan di Shopee 

menjadi pertimbangan konsumen sebelum 

membeli produk Skintific 
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NO PERNYATAAN 

PILIHAN JAWABAN 

STS TS KS S SS 

7 Saya mencari informasi – informasi tentang 

produk Skintific terkait promosi di Shopee 

Video 

     

8 Saya berperan membagikan dan 

merekomendasikan informasi terkait promosi 

produk Skintific di Shopee 

     

9 Saya selalu merasa bahwa produk Skintific 

selalu berkualitas baik 

     

10 Sebelum melakukan pembelian produk 

Skintific di Shopee, saya mencari informasi 

produk tersebut terlebuh dahulu 

     

11 Saya sering menyebarkan informasi tentang 

produk Skintific yang saya beli kepada 

teman/kerabat 

     

12 Saya merekomendasikan produk Skintific 

yang saya beli kepada orang lain 

     

13 Saya dan teman saya sering membicarakan 

promo pada produk Skintific yang sedang 

berlangsung 

     

14 Saya tertarik untuk mencari informasi tentang 

produk Skintific yang ada di Shopee 
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NO PERNYATAAN 

PILIHAN JAWABAN 

STS TS KS S SS 

15 Saya sering membicarakan produk Skintific 

yang sedang trend di Shopee kepada teman 

saya 

     

16 Saya merekomendasikan produk Skintific 

yang saya beli di Shopee kepada 

teman/keluarga saya 

     

17 Saya meyakinkan teman & keluarga saya 

bahwa produk Skintific yang saya beli di 

Shopee sangat baik 

     

18 Saya sering membicarakan produk Skintific 

yang saya beli kepada teman & keluarga saya 

     

Sumber: Novikasari Siregar 
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Lampiran 2 Tabulasi Hasil Pengisian Kuisioner 

Sampel: 120 Orang 
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Lampiran 3 Hasil Uji Validitas 

1. Free Shipping (X1) 

Correlations 

 X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 X1.7 TOTAL_X1 

X1.1 Pearson Correlation 1 .067 .112 .027 .033 .115 .106 .431** 

Sig. (2-tailed)  .467 .224 .768 .723 .211 .249 .000 

N 120 120 120 120 120 120 120 120 

X1.2 Pearson Correlation .067 1 .075 .187* .190* .035 .154 .539** 

Sig. (2-tailed) .467  .414 .041 .037 .703 .093 .000 

N 120 120 120 120 120 120 120 120 

X1.3 Pearson Correlation .112 .075 1 .069 -.076 .130 -.038 .374** 

Sig. (2-tailed) .224 .414  .455 .407 .158 .681 .000 

N 120 120 120 120 120 120 120 120 

X1.4 Pearson Correlation .027 .187* .069 1 .134 .220* .180* .543** 

Sig. (2-tailed) .768 .041 .455  .143 .016 .049 .000 

N 120 120 120 120 120 120 120 120 

X1.5 Pearson Correlation .033 .190* -.076 .134 1 .091 .166 .451** 

Sig. (2-tailed) .723 .037 .407 .143  .323 .070 .000 

N 120 120 120 120 120 120 120 120 

X1.6 Pearson Correlation .115 .035 .130 .220* .091 1 .112 .513** 

Sig. (2-tailed) .211 .703 .158 .016 .323  .222 .000 

N 120 120 120 120 120 120 120 120 

X1.7 Pearson Correlation .106 .154 -.038 .180* .166 .112 1 .488** 

Sig. (2-tailed) .249 .093 .681 .049 .070 .222  .000 

N 120 120 120 120 120 120 120 120 

TOTAL_

X1 

Pearson Correlation .431** .539** .374** .543** .451** .513** .488** 1 

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

N 120 120 120 120 120 120 120 120 
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2. Buzz Marketing (X2) 

Correlations 

 X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 X2.9 X2.10 X2.11 X2.12 X2.13 X2.14 X2.15 X2.16 X2.17 X2.18 

TOTAL_X

2 

X2.1 Pearson 

Correlatio

n 

1 .264*

* 

.183* .357*

* 

.309*

* 

.376*

* 

.219* .254*

* 

.418*

* 

.376*

* 

.291*

* 

.319*

* 

.301*

* 

.455*

* 

.257*

* 

.255*

* 

.386*

* 

.228* .600** 

Sig. (2-

tailed) 

 
.004 .045 .000 .001 .000 .016 .005 .000 .000 .001 .000 .001 .000 .005 .005 .000 .012 .000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.2 Pearson 

Correlatio

n 

.264*

* 

1 .277*

* 

.399*

* 

.335*

* 

.314*

* 

.216* .218* .332*

* 

.287*

* 

.192* .314*

* 

.389*

* 

.334*

* 

.352*

* 

.187* .281*

* 

.332*

* 

.578** 

Sig. (2-

tailed) 

.004 
 

.002 .000 .000 .000 .018 .017 .000 .001 .036 .000 .000 .000 .000 .041 .002 .000 .000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.3 Pearson 

Correlatio

n 

.183* .277*

* 

1 .214* .183* .272*

* 

.369*

* 

.194* .298*

* 

.454*

* 

.391*

* 

.187* .407*

* 

.241*

* 

.188* .225* .353*

* 

.313*

* 

.543** 

Sig. (2-

tailed) 

.045 .002 
 

.019 .046 .003 .000 .034 .001 .000 .000 .040 .000 .008 .039 .013 .000 .000 .000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 
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Correlations 

 X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 X2.9 X2.10 X2.11 X2.12 X2.13 X2.14 X2.15 X2.16 X2.17 X2.18 

TOTAL_X

2 

X2.4 Pearson 

Correlatio

n 

.357*

* 

.399*

* 

.214* 1 .327*

* 

.310*

* 

.133 .233* .403*

* 

.274*

* 

.220* .266*

* 

.261*

* 

.348*

* 

.264*

* 

.389*

* 

.265*

* 

.308*

* 

.568** 

Sig. (2-

tailed) 

.000 .000 .019 
 

.000 .001 .149 .010 .000 .002 .016 .003 .004 .000 .004 .000 .003 .001 .000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.5 Pearson 

Correlatio

n 

.309*

* 

.335*

* 

.183* .327*

* 

1 .330*

* 

.252*

* 

.249*

* 

.230* .173 .292*

* 

.405*

* 

.325*

* 

.264*

* 

.306*

* 

.258*

* 

.237*

* 

.265*

* 

.551** 

Sig. (2-

tailed) 

.001 .000 .046 .000 
 

.000 .006 .006 .012 .060 .001 .000 .000 .004 .001 .004 .009 .003 .000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.6 Pearson 

Correlatio

n 

.376*

* 

.314*

* 

.272*

* 

.310*

* 

.330*

* 

1 .357*

* 

.159 .206* .423*

* 

.421*

* 

.326*

* 

.202* .302*

* 

.350*

* 

.268*

* 

.306*

* 

.293*

* 

.592** 

Sig. (2-

tailed) 

.000 .000 .003 .001 .000 
 

.000 .083 .024 .000 .000 .000 .027 .001 .000 .003 .001 .001 .000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.7 Pearson 

Correlatio

n 

.219* .216* .369*

* 

.133 .252*

* 

.357*

* 

1 .204* .216* .280*

* 

.396*

* 

.284*

* 

.290*

* 

.240*

* 

.326*

* 

.241*

* 

.284*

* 

.304*

* 

.532** 
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Correlations 

 X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 X2.9 X2.10 X2.11 X2.12 X2.13 X2.14 X2.15 X2.16 X2.17 X2.18 

TOTAL_X

2 

Sig. (2-

tailed) 

.016 .018 .000 .149 .006 .000 
 

.025 .018 .002 .000 .002 .001 .008 .000 .008 .002 .001 .000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.8 Pearson 

Correlatio

n 

.254*

* 

.218* .194* .233* .249*

* 

.159 .204* 1 .329*

* 

.181* .195* .294*

* 

.333*

* 

.326*

* 

.305*

* 

.246*

* 

.225* .361*

* 

.510** 

Sig. (2-

tailed) 

.005 .017 .034 .010 .006 .083 .025 
 

.000 .047 .033 .001 .000 .000 .001 .007 .014 .000 .000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.9 Pearson 

Correlatio

n 

.418*

* 

.332*

* 

.298*

* 

.403*

* 

.230* .206* .216* .329*

* 

1 .314*

* 

.345*

* 

.337*

* 

.407*

* 

.269*

* 

.329*

* 

.487*

* 

.167 .346*

* 

.614** 

Sig. (2-

tailed) 

.000 .000 .001 .000 .012 .024 .018 .000 
 

.000 .000 .000 .000 .003 .000 .000 .069 .000 .000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.10 Pearson 

Correlatio

n 

.376*

* 

.287*

* 

.454*

* 

.274*

* 

.173 .423*

* 

.280*

* 

.181* .314*

* 

1 .464*

* 

.300*

* 

.298*

* 

.310*

* 

.245*

* 

.231* .449*

* 

.378*

* 

.617** 

Sig. (2-

tailed) 

.000 .001 .000 .002 .060 .000 .002 .047 .000 
 

.000 .001 .001 .001 .007 .011 .000 .000 .000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 
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Correlations 

 X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 X2.9 X2.10 X2.11 X2.12 X2.13 X2.14 X2.15 X2.16 X2.17 X2.18 

TOTAL_X

2 

X2.11 Pearson 

Correlatio

n 

.291*

* 

.192* .391*

* 

.220* .292*

* 

.421*

* 

.396*

* 

.195* .345*

* 

.464*

* 

1 .473*

* 

.193* .318*

* 

.273*

* 

.340*

* 

.280*

* 

.401*

* 

.620** 

Sig. (2-

tailed) 

.001 .036 .000 .016 .001 .000 .000 .033 .000 .000 
 

.000 .034 .000 .003 .000 .002 .000 .000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.12 Pearson 

Correlatio

n 

.319*

* 

.314*

* 

.187* .266*

* 

.405*

* 

.326*

* 

.284*

* 

.294*

* 

.337*

* 

.300*

* 

.473*

* 

1 .375*

* 

.368*

* 

.340*

* 

.451*

* 

.328*

* 

.292*

* 

.639** 

Sig. (2-

tailed) 

.000 .000 .040 .003 .000 .000 .002 .001 .000 .001 .000 
 

.000 .000 .000 .000 .000 .001 .000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.13 Pearson 

Correlatio

n 

.301*

* 

.389*

* 

.407*

* 

.261*

* 

.325*

* 

.202* .290*

* 

.333*

* 

.407*

* 

.298*

* 

.193* .375*

* 

1 .394*

* 

.437*

* 

.279*

* 

.293*

* 

.165 .609** 

Sig. (2-

tailed) 

.001 .000 .000 .004 .000 .027 .001 .000 .000 .001 .034 .000 
 

.000 .000 .002 .001 .072 .000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.14 Pearson 

Correlatio

n 

.455*

* 

.334*

* 

.241*

* 

.348*

* 

.264*

* 

.302*

* 

.240*

* 

.326*

* 

.269*

* 

.310*

* 

.318*

* 

.368*

* 

.394*

* 

1 .337*

* 

.163 .371*

* 

.326*

* 

.612** 
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Correlations 

 X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 X2.9 X2.10 X2.11 X2.12 X2.13 X2.14 X2.15 X2.16 X2.17 X2.18 

TOTAL_X

2 

Sig. (2-

tailed) 

.000 .000 .008 .000 .004 .001 .008 .000 .003 .001 .000 .000 .000 
 

.000 .076 .000 .000 .000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.15 Pearson 

Correlatio

n 

.257*

* 

.352*

* 

.188* .264*

* 

.306*

* 

.350*

* 

.326*

* 

.305*

* 

.329*

* 

.245*

* 

.273*

* 

.340*

* 

.437*

* 

.337*

* 

1 .265*

* 

.282*

* 

.230* .583** 

Sig. (2-

tailed) 

.005 .000 .039 .004 .001 .000 .000 .001 .000 .007 .003 .000 .000 .000 
 

.004 .002 .011 .000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.16 Pearson 

Correlatio

n 

.255*

* 

.187* .225* .389*

* 

.258*

* 

.268*

* 

.241*

* 

.246*

* 

.487*

* 

.231* .340*

* 

.451*

* 

.279*

* 

.163 .265*

* 

1 .153 .247*

* 

.541** 

Sig. (2-

tailed) 

.005 .041 .013 .000 .004 .003 .008 .007 .000 .011 .000 .000 .002 .076 .004 
 

.095 .007 .000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 

X2.17 Pearson 

Correlatio

n 

.386*

* 

.281*

* 

.353*

* 

.265*

* 

.237*

* 

.306*

* 

.284*

* 

.225* .167 .449*

* 

.280*

* 

.328*

* 

.293*

* 

.371*

* 

.282*

* 

.153 1 .285*

* 

.568** 

Sig. (2-

tailed) 

.000 .002 .000 .003 .009 .001 .002 .014 .069 .000 .002 .000 .001 .000 .002 .095 
 

.002 .000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 
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Correlations 

 X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 X2.9 X2.10 X2.11 X2.12 X2.13 X2.14 X2.15 X2.16 X2.17 X2.18 

TOTAL_X

2 

X2.18 Pearson 

Correlatio

n 

.228* .332*

* 

.313*

* 

.308*

* 

.265*

* 

.293*

* 

.304*

* 

.361*

* 

.346*

* 

.378*

* 

.401*

* 

.292*

* 

.165 .326*

* 

.230* .247*

* 

.285*

* 

1 .580** 

Sig. (2-

tailed) 

.012 .000 .000 .001 .003 .001 .001 .000 .000 .000 .000 .001 .072 .000 .011 .007 .002 
 

.000 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 

TOTAL_X

2 

Pearson 

Correlatio

n 

.600*

* 

.578*

* 

.543*

* 

.568*

* 

.551*

* 

.592*

* 

.532*

* 

.510*

* 

.614*

* 

.617*

* 

.620*

* 

.639*

* 

.609*

* 

.612*

* 

.583*

* 

.541*

* 

.568*

* 

.580*

* 

1 

Sig. (2-

tailed) 

.000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 .000 
 

N 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 120 
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3. PURCHASE DECISION (Y)       

Correlations 

 Y1 Y2 Y3 Y4 Y5 Y6 Y7 Y8 Y9 Y10 

TOTAL_

Y 

Y1 Pearson 

Correlatio

n 

1 .141 .088 .131 .288

** 

.226

* 

.125 .186

* 

.025 .209

* 

.490** 

Sig. (2-

tailed) 

 
.125 .340 .153 .001 .013 .172 .041 .783 .022 .000 

N 120 120 120 120 120 120 120 120 120 120 120 

Y2 Pearson 

Correlatio

n 

.141 1 .179

* 

.165 .272

** 

.105 .231

* 

.079 .160 .169 .498** 

Sig. (2-

tailed) 

.125 
 

.050 .072 .003 .255 .011 .392 .080 .065 .000 

N 120 120 120 120 120 120 120 120 120 120 120 

Y3 Pearson 

Correlatio

n 

.088 .179

* 

1 .233

* 

.067 .066 .158 .089 .247

** 

.265

** 

.500** 

Sig. (2-

tailed) 

.340 .050 
 

.011 .467 .474 .085 .334 .007 .003 .000 

N 120 120 120 120 120 120 120 120 120 120 120 

Y4 Pearson 

Correlatio

n 

.131 .165 .233

* 

1 .138 .154 .092 .137 .127 .268

** 

.499** 

Sig. (2-

tailed) 

.153 .072 .011 
 

.134 .093 .318 .137 .167 .003 .000 

N 120 120 120 120 120 120 120 120 120 120 120 

Y5 Pearson 

Correlatio

n 

.288

** 

.272

** 

.067 .138 1 .128 .072 -

.016 

.188

* 

.029 .445** 

Sig. (2-

tailed) 

.001 .003 .467 .134 
 

.164 .431 .861 .039 .750 .000 

N 120 120 120 120 120 120 120 120 120 120 120 

Y6 Pearson 

Correlatio

n 

.226

* 

.105 .066 .154 .128 1 .156 .265

** 

.207

* 

.108 .477** 
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Correlations 

 Y1 Y2 Y3 Y4 Y5 Y6 Y7 Y8 Y9 Y10 

TOTAL_

Y 

Sig. (2-

tailed) 

.013 .255 .474 .093 .164 
 

.090 .003 .024 .239 .000 

N 120 120 120 120 120 120 120 120 120 120 120 

Y7 Pearson 

Correlatio

n 

.125 .231

* 

.158 .092 .072 .156 1 .136 .363

** 

.095 .504** 

Sig. (2-

tailed) 

.172 .011 .085 .318 .431 .090 
 

.139 .000 .303 .000 

N 120 120 120 120 120 120 120 120 120 120 120 

Y8 Pearson 

Correlatio

n 

.186

* 

.079 .089 .137 -

.016 

.265

** 

.136 1 .099 .316

** 

.457** 

Sig. (2-

tailed) 

.041 .392 .334 .137 .861 .003 .139 
 

.281 .000 .000 

N 120 120 120 120 120 120 120 120 120 120 120 

Y9 Pearson 

Correlatio

n 

.025 .160 .247

** 

.127 .188

* 

.207

* 

.363

** 

.099 1 .133 .521** 

Sig. (2-

tailed) 

.783 .080 .007 .167 .039 .024 .000 .281 
 

.146 .000 

N 120 120 120 120 120 120 120 120 120 120 120 

Y10 Pearson 

Correlatio

n 

.209

* 

.169 .265

** 

.268

** 

.029 .108 .095 .316

** 

.133 1 .523** 

Sig. (2-

tailed) 

.022 .065 .003 .003 .750 .239 .303 .000 .146 
 

.000 

N 120 120 120 120 120 120 120 120 120 120 120 

TOTAL_

Y 

Pearson 

Correlatio

n 

.490

** 

.498

** 

.500

** 

.499

** 

.445

** 

.477

** 

.504

** 

.457

** 

.521

** 

.523

** 

1 

Sig. (2-

tailed) 

.000 .000 .000 .000 .000 .000 .000 .000 .000 .000 
 

N 120 120 120 120 120 120 120 120 120 120 120 
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Lampiran 4 Hasil Uji Reabilitas 

1. Free Shipping (X1) 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.679 8 

 

2. Buzz Marketing (X2) 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.748 19 

 

 

3. Purchase Decision (Y) 

 

Reliability Statistics 

Cronbach's 

Alpha N of Items 

.711 11 

 

 

Lampiran 5  Hasil Uji Validitas Instrumen 

Pernyataan Rhitung Ttabel Keterangan 

Free Shipping 

Pernyataan 1 0,431 0,443 Valid 

Pernyataan 2 0,539 0,443 Valid 

Pernyataan 3 0,374 0,443 Valid 

Pernyataan 4 0,543 0,443 Valid 

Pernyataan 5 0,451 0,443 Valid 

Pernyataan 6 0,513 0,443 Valid 

Pernyataan 7 0,488 0,443 Valid 

Buzz Marketing 
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Pernyataan Rhitung Ttabel Keterangan 

Pernyataan 1 0.600 0,433 Valid 

Pernyataan 2 0,578 0,433 Valid 

Pernyataan 3 0,543 0,433 Valid 

Pernyataan 4 0,568 0,433 Valid 

Pernyataan 5 0,551 0,433 Valid 

Pernyataan 6 0,592 0,433 Valid 

Pernyataan 7 0,532 0,433 Valid 

Pernyataan 8 0.510 0,433 Valid 

Pernyataan 9 0,614 0,433 Valid 

Pernyataan 10 0,617 0,433 Valid 

Pernyataan 11 0.620 0,433 Valid 

Pernyataan 12 0,639 0,433 Valid 

Pernyataan 13 0,609 0,433 Valid 

Pernyataan 14 0,612 0,433 Valid 

Pernyataan 15 0,583 0,433 Valid 

Pernyataan 16 0,541 0,433 Valid 

Pernyataan 17 0,568 0,433 Valid 

Pernyataan 18 0,580 0,433 Valid 

Purchase Decision 

Pernyataan 1 0.490 0,443 Valid 

Pernyataan 2 0,498 0,443 Valid 

Pernyataan 3 0.500 0,443 Valid 

Pernyataan 4 0,499 0,443 Valid 

Pernyataan 5 0,445 0,443 Valid 

Pernyataan 6 0,477 0,443 Valid 

Pernyataan 7 0,504 0,443 Valid 

Pernyataan 8 0,457 0,443 Valid 

Pernyataan 9 0,521 0,443 Valid 

Pernyataan 10 0,523 0,443 Valid 
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Uji Normalitas 

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardiz

ed Residual 

N 120 

Normal Parametersa,b Mean .0000000 

Std. 

Deviation 

3.45634306 

Most Extreme 

Differences 

Absolute .056 

Positive .056 

Negative -.042 

Test Statistic .056 

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

 

UJi Multikolinearitas 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B 

Std. 

Error Beta Tolerance VIF 

1 (Constant) 26.999 4.037  6.688 .000   

X1 .167 .015 .112 1.452 .001 .991 1.009 

X2 .260 .036 .561 7.303 .000 .991 1.009 

 

Hasil Uji Multikolinearitas 

No Variabel Tolerance VIF Keterangan 

1 Free Shipping (X1)   0.991 1.009 Bebas Multikolinearitas 

2 Buzz marketing (X2) 0.991 1.009 Bebas Multikolinearitas 
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Uji Heteroskedasitas 

 
 

Analiis regresi linear berganda 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 26.999 4.037  6.688 .000 

X1 .167 .015 .112 3.452 .001 

X2 .260 .036 .561 7.303 .000 

 

Uji koefisien determinasi R2 

Model Summaryb 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .562a .315 .304 3.486 

a. Predictors: (Constant), X2, X1 

b. Dependent Variable: Y 

Sumber : Output SPSS 25. 2026 
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Uji parsial (uji T) 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 26.999 4.037  6.688 .000 

X1 .167 .015 .112 3.452 .001 

X2 .260 .036 .561 7.303 .000 

Uji Simultan (UJi F 

ANOVAa 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 654.981 2 327.491 26.953 .000b 

Residual 1421.611 117 12.151   

Total 2076.592 119    
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