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KUESIONER PENELITIAN 

Kepada Yth.  

Bapak/Ibu/Saudara/i  

Di  

Tempat 

Dalam rangka menyelesaikan pendidikan Sarjana Manajemen (S.M) pada Program 

Studi Manajemen Fakultas Ekonomi dan Bisnis Universitas Muhammadiyah 

Bengkulu, Saya yang bertanda tangan dibawah : 

Nama  : Lara Ramadhani 

NPM   : 2261201241 

Program Studi : Manajemen 

Judul Penelitian : Pengaruh Brand awareness, Brand Trust, dan Online Consumer 

Review Terhadap Purchase Intention Pada Produk Baju Batik 

Basurek Bengkulu. 

Sangat mengharapkan Bapak/Ibu/Saudara/i untuk bersedia menjadi responden 

dalam penelitian ini. Penelitian ini merupakan salah satu syarat yang harus dipenuhi 

untuk mendapatkan gelar Sarjana Manajemen pada Program Studi Manajemen 

Fakultas Ekonomi dan Bisnis Universitas Muhammadiyah Bengkulu. Jawaban/ 

pertanyaan yang Bapak/Ibu/Saudara/i berikan sangat bermanfaat dalam 

penyelesaian penelitian ini. Tidak ada jawaban yang salah dan benar atas 

pernyataan yang Bapak/Ibu/Saudara/i berikan, oleh karena itu saya sangat 

mengharapkan kejujuran dari Bapak/Ibu/Saudara/i dalam pengisian kuesioner 

penelitian ini.Atas bantuan dan kerjasamanya, saya ucapkan terima kasih. 

                                                                                              Hormat saya, 

                                                                                           Lara Ramadhani 
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A.  Identitas Responden  

1. Nama    : 

2. Jenis Kelamin  : (Pilih salah satu dibawah ini) 

 ☐Perempuan  ☐Laki-Laki 

3. Usia saat ini   : (Pilih salah satu dibawah ini) 

☐ 17–25 tahun ☐ 26–35 tahun 

☐ 36–45 tahun ☐ > 45 tahun  

4. Pendidikan terakhir : (pilih salah satu dibawah ini) 

☐SMA/SMK ☒Diploma 

☐Sarjana (S1) ☒ Pascasarjana (S2/S3) 

 

B. Petunjuk Pengisian 

Mohon kesediaan anda untuk menjawab pernyataan sesuai dengan keadaan anda 

dengan memberilah tanda contreng (√) pada salah satu jawaban yang tersedia 

dengan kriteria pengukuran yaitu:  

1 Sangat Setuju (SS) 

2 Setuju (S) 

3 Netral (N) 

4 Tidak Setuju (TS) 

5 Sangat Tidak Setuju (STS) 
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C. Pernyataan Penelitian 

 

1. Pernyataan Brand awareness (X1) 

 No Pernyataan 
Jawaban 

STS TS N S SS 

  Recall (Mengingat Kembali) 

1. Saya dapat dengan mudah mengingat merek 

Batik Basurek Bengkulu ketika membutuhkan 

pakaian batik. 

     

2. Saya dapat mengingat ciri khas Batik Basurek 

Bengkulu dibandingkan dengan batik lainnya. 

     

 Recognition (Pengenalan) 

3. Saya dapat mengenali Batik Basurek Bengkulu 

dari motif dan desainnya. 

     

  4. Saya dapat membedakan Batik Basurek 

Bengkulu dengan produk batik dari daerah lain. 

     

 Purchase (Pembelian) 

5. Saya memilih Batik Basurek Bengkulu karena 

sudah mengenal mereknya. 

     

6. Saya menjadikan Batik Basurek Bengkulu 

sebagai salah satu pilihan utama saat membeli 

batik. 

     

 Consumption (Penggunaan) 

7. Saya merasa yakin menggunakan Batik 

Basurek Bengkulu karena sudah mengenal 

mereknya. 

     

8. Saya bersedia merekomendasikan Batik 

Basurek Bengkulu kepada orang lain karena 

sudah mengenal kualitas mereknya. 
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2. Pernyataan Brand Trust (X2) 

No Pernyataan 

Jawaban 

STS TS N S S

S 

 Kredibilitas 

1. Saya percaya Batik Basurek Bengkulu selalu 

memberikan informasi produk yang sesuai 

dengan kenyataan. 

     

2. Saya yakin Batik Basurek Bengkulu memiliki 

kualitas produk yang dapat dipercaya 

     

 Kompetensi Merek 

3. Saya yakin Batik Basurek Bengkulu mampu 

menghasilkan produk batik yang berkualitas. 

     

  4. 

 

Saya merasa Batik Basurek Bengkulu memiliki 

keunggulan dibandingkan produk batik lainnya. 

     

 Nilai Merek 

5. Saya menilai Batik Basurek Bengkulu memiliki 

nilai budaya dan kualitas yang tinggi. 

     

6. Saya merasa membeli Batik Basurek Bengkulu 

merupakan pilihan yang tepat. 

     

 Reputasi Merek 

7. Saya percaya Batik Basurek Bengkulu memiliki 

reputasi yang baik di masyarakat. 

     

8. Reputasi Batik Basurek Bengkulu membuat saya 

lebih percaya untuk membelinya. 

     

 

 

 

 



 

 

97 
 

3. Pernyataan Online Consumer Review (X3) 

No Pernyataan 

Jawaban 

STS TS N S S

S 

 Manfaat yang Dirasakan 

1. Ulasan konsumen online membantu saya 

mengetahui kualitas Batik Basurek Bengkulu 

sebelum membeli.  

     

2. Saya merasa review online memberikan 

informasi yang bermanfaat tentang produk Batik 

Basurek Bengkulu. 

     

Kenyamanan yang Dirasakan 

3. Saya merasa lebih mudah mencari informasi 

Batik Basurek Bengkulu melalui review online.  

     

  4. 

 

Membaca ulasan konsumen online membuat 

saya lebih nyaman sebelum membeli produk. 

     

 Kontrol yang Dirasakan 

5. Saya dapat menentukan keputusan pembelian 

dengan lebih yakin setelah melihat review 

online.  

     

6. Review online membuat saya lebih percaya diri 

dalam memilih produk Batik Basurek Bengkulu 

yang sesuai kebutuhan. 
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4. Pernyataan Purchase Intention (Y) 

No Pernyataan 

Jawaban 

STS TS N S S

S 

 Attention 

1. Saya tertarik memperhatikan produk Batik 

Basurek Bengkulu ketika melihatnya di toko 

maupun media online.  

     

2. Batik Basurek Bengkulu mampu menarik 

perhatian saya dibandingkan produk batik 

lainnya. 

     

 Interest 

3. Saya merasa penasaran terhadap kualitas Batik 

Basurek Bengkulu setelah melihat produknya.  

     

  4. 

 

Saya tertarik mengetahui keunggulan Batik 

Basurek Bengkulu dibandingkan produk lain. 

     

 Desire 

5. Saya ingin memiliki Batik Basurek Bengkulu 

karena motifnya yang khas dan menarik.  

     

6. Saya merasa Batik Basurek Bengkulu cocok 

untuk saya gunakan dalam berbagai acara. 

     

 Action 

7. Saya menjadikan Batik Basurek Bengkulu 

sebagai salah satu pilihan utama saat membeli 

batik.  

     

8. Saya bersedia mengeluarkan biaya untuk 

membeli Batik Basurek Bengkulu. 
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16 4 5 4 4 4 4 5 4 34 4 3 3 3 3 4 4 4 28 5 4 5 4 5 5 28 4 5 4 4 3 4 5 3 32 

17 4 4 5 4 4 4 4 5 34 4 4 4 4 4 4 5 4 33 4 4 4 5 4 5 26 4 4 5 4 4 4 4 4 33 

18 5 5 5 5 4 5 5 5 39 5 4 4 5 5 4 5 4 36 5 5 5 5 5 5 30 5 5 5 5 4 4 5 4 37 

19 4 3 3 4 4 4 3 3 28 4 4 4 4 4 4 3 4 31 4 4 5 5 4 5 27 4 3 3 4 4 4 3 4 29 

20 4 4 4 3 4 4 4 4 31 4 4 3 3 3 4 4 4 29 4 3 3 3 3 4 20 4 4 4 3 3 4 4 3 29 

21 5 4 5 5 5 5 4 5 38 4 4 5 5 5 5 4 5 37 4 5 4 5 5 5 28 5 4 5 5 5 5 4 5 38 

22 3 4 4 5 3 3 4 4 30 4 4 3 4 3 3 4 3 28 4 3 4 3 4 3 21 3 4 4 5 3 3 4 3 29 
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R

es

po

n 

Brand awareness (X1) T

O

T

A

L 

Brand Trust (X2) T

O

T

A

L 

Online Consumer 

Review (X3) T

O

T

A

L 

Purchase Intention (Y) T

O

T

A

L 

X

1

.

1 

X

1

.

2 

X

1

.

3 

X

1

.

4 

X

1

.

5 

X

1

.

6 

X

1

.

7 

X

1

.

8 

X

2

.

1 

X

2

.

2 

X

2

.

3 

X

2

.

4 

X

2

.

5 

X

2

.

6 

X

2

.

7 

X

2

.

8 

X

3

.

1 

X

3

.

2 

X

3

.

3 

X

3

.

4 

X

3

.

5 

X

3

.

6 

Y

.

1 

Y

.

2 

Y

.

3 

Y

.

4 

Y

.

5 

Y

.

6 

Y

.

7 

Y

.

8 

23 3 4 3 5 4 3 4 3 29 5 5 5 4 4 4 4 4 35 4 4 5 5 4 4 26 3 4 3 5 5 4 4 5 33 

24 3 3 3 3 4 3 3 3 25 4 4 4 3 4 4 4 4 31 3 4 4 4 3 4 22 3 3 3 3 4 4 3 4 27 

25 4 3 3 4 5 4 3 3 29 3 3 3 3 5 5 4 5 31 3 5 3 3 3 5 22 4 3 3 4 3 5 3 3 28 

26 5 5 5 5 5 5 5 5 40 5 5 4 4 5 5 5 5 38 4 5 5 4 4 5 27 5 5 5 5 4 5 5 4 38 

27 4 3 3 4 3 4 3 3 27 4 4 5 4 3 3 4 3 30 4 3 4 5 4 3 23 4 3 3 4 5 3 3 5 30 

28 4 3 4 3 3 4 3 4 28 3 5 3 4 3 3 4 3 28 4 3 3 3 4 3 20 4 3 4 3 3 3 3 3 26 

29 3 5 3 3 4 3 5 3 29 3 3 3 3 3 4 5 4 28 4 4 3 3 3 3 20 3 5 3 3 3 4 5 3 29 

30 3 3 3 2 3 3 3 3 23 3 3 3 3 3 3 4 3 25 4 3 3 3 3 3 19 3 3 3 2 3 3 3 3 23 
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TABULASI DATA PENELITIAN 

Re

spo

n 

Brand awareness (X1) 
TO

TA

L 

Brand Trust (X2) 
TO

TA

L 

Online Consumer 

Review (X3) TO

TA

L 

Purchase Intention (Y) 
TO

TA

L 

X

1.

1 

X

1.

2 

X

1.

3 

X

1.

4 

X

1.

5 

X

1.

6 

X

1.

7 

X

1.

8 

X

2.

1 

X

2.

2 

X

2.

3 

X

2.

4 

X

2.

5 

X

2.

6 

X

2.

7 

X

2.

8 

X

3.

1 

X

3.

2 

X

3.

3 

X

3.

4 

X

3.

5 

X

3.

6 

Y

.

1 

Y

.

2 

Y

.

3 

Y

.

4 

Y

.

5 

Y

.

6 

Y

.

7 

Y

.

8 

1 4 3 3 3 3 5 4 5 30 4 5 4 4 5 5 4 5 36 5 4 5 5 5 4 28 4 4 3 5 4 4 3 5 32 

2 3 4 5 4 3 3 4 5 31 4 3 5 3 4 3 4 3 29 5 5 4 5 5 5 29 2 3 4 3 2 3 4 4 25 

3 4 4 5 4 4 4 4 5 34 4 4 4 4 5 4 5 5 35 5 5 4 4 5 5 28 4 5 4 5 4 5 4 4 35 

4 2 4 4 5 3 3 4 4 29 4 4 4 3 4 5 4 4 32 5 5 4 5 5 5 29 2 4 5 4 2 4 5 4 30 

5 5 4 4 4 4 3 4 4 32 5 3 3 3 4 5 4 5 32 5 5 4 5 5 5 29 2 4 3 4 2 4 3 2 24 

6 5 4 5 5 4 4 3 4 34 5 4 4 4 4 5 5 5 36 5 5 4 5 5 5 29 4 4 3 5 4 4 3 4 31 

7 5 4 4 4 4 4 4 4 33 4 4 5 4 4 3 4 3 31 5 5 5 5 5 5 30 1 4 5 5 5 2 4 4 30 

8 3 4 5 2 3 3 3 4 27 4 3 3 3 5 3 4 5 30 4 5 5 5 4 5 28 4 5 4 5 4 5 4 4 35 

9 4 3 3 4 5 4 4 4 31 4 4 5 4 4 3 4 3 31 4 5 4 5 4 5 27 5 4 5 5 5 4 5 5 38 

10 4 3 3 5 3 3 3 3 27 4 3 3 4 3 4 3 3 27 5 5 5 5 5 5 30 1 5 4 4 5 5 5 5 34 

11 5 5 5 5 4 5 5 5 39 4 3 3 3 4 4 5 4 30 5 5 5 4 5 5 29 5 4 4 4 5 4 4 4 34 

12 3 3 4 4 4 3 3 4 28 4 3 5 3 3 4 5 4 31 5 5 5 5 5 5 30 5 5 4 5 5 5 4 5 38 

13 5 4 4 3 4 5 4 4 33 4 4 3 3 1 4 4 4 27 5 5 5 4 5 4 28 5 4 4 5 5 4 4 4 35 

14 5 5 4 3 3 5 5 4 34 4 3 3 3 5 3 4 3 28 4 5 5 5 4 5 28 5 4 5 5 5 4 5 4 37 

15 4 4 4 4 4 4 4 4 32 5 4 5 5 5 4 4 4 36 5 5 5 5 5 5 30 5 5 4 5 5 5 4 5 38 

16 4 5 4 4 4 4 5 4 34 4 3 3 5 3 4 4 5 31 4 5 5 5 4 5 28 5 5 5 5 5 5 5 5 40 

17 4 4 5 3 4 5 4 5 34 4 4 4 4 4 4 5 4 33 4 5 5 5 4 4 27 5 5 4 5 5 5 4 5 38 

18 5 5 4 5 5 5 5 5 39 5 4 4 5 5 4 5 4 36 5 5 5 5 5 5 30 5 5 4 5 5 5 4 4 37 

19 4 3 4 4 3 4 3 3 28 4 4 4 4 4 4 3 4 31 4 4 5 5 4 5 27 5 4 5 5 5 4 5 5 38 

20 4 4 4 3 4 4 4 4 31 4 4 3 3 3 4 4 4 29 4 3 3 3 3 4 20 5 5 4 5 5 5 4 5 38 
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Re

spo

n 

Brand awareness (X1) 
TO

TA

L 

Brand Trust (X2) 
TO

TA

L 

Online Consumer 

Review (X3) TO

TA

L 

Purchase Intention (Y) 
TO

TA

L 

X

1.

1 

X

1.

2 

X

1.

3 

X

1.

4 

X

1.

5 

X

1.

6 

X

1.

7 

X

1.

8 

X

2.

1 

X

2.

2 

X

2.

3 

X

2.

4 

X

2.

5 

X

2.

6 

X

2.

7 

X

2.

8 

X

3.

1 

X

3.

2 

X

3.

3 

X

3.

4 

X

3.

5 

X

3.

6 

Y

.

1 

Y

.

2 

Y

.

3 

Y

.

4 

Y

.

5 

Y

.

6 

Y

.

7 

Y

.

8 

21 5 4 5 5 4 4 3 5 35 4 4 5 5 5 5 4 5 37 4 5 4 5 5 5 28 5 4 5 5 5 5 4 5 38 

22 3 4 4 4 3 3 5 4 30 4 4 3 4 3 3 4 3 28 4 3 4 3 4 3 21 3 4 4 5 3 3 4 3 29 

23 4 4 3 4 5 3 3 3 29 5 5 5 4 4 4 4 4 35 4 4 5 5 4 4 26 3 4 3 5 5 4 4 5 33 

24 3 3 3 3 3 3 4 3 25 4 4 4 3 4 4 4 4 31 3 4 4 4 3 4 22 3 3 3 3 4 4 3 4 27 

25 4 3 4 3 5 4 3 3 29 3 3 3 3 5 5 4 5 31 3 5 3 3 3 5 22 4 3 3 4 3 5 3 3 28 

26 5 5 5 4 5 5 5 5 39 5 5 4 4 5 5 5 5 38 4 5 5 4 4 5 27 5 5 5 5 4 5 5 4 38 

27 3 3 3 4 3 3 5 3 27 4 4 5 4 3 3 4 3 30 4 3 4 5 4 3 23 4 3 3 4 5 3 3 5 30 

28 4 3 4 3 3 4 3 4 28 3 5 3 4 3 3 4 3 28 4 3 3 3 4 3 20 4 3 4 3 3 3 3 3 26 

29 3 5 5 3 3 3 5 3 30 3 3 3 3 3 4 5 4 28 4 4 3 3 3 3 20 3 5 3 3 3 4 5 3 29 

30 3 4 3 4 3 3 3 3 26 3 3 3 3 3 3 4 3 25 4 3 3 3 3 3 19 3 3 3 2 3 3 3 3 23 

31 4 3 3 3 3 4 3 5 28 4 5 5 4 5 5 5 5 38 4 4 3 5 4 4 24 4 4 4 4 2 4 4 4 30 

32 4 4 4 4 3 4 4 4 31 4 3 3 3 4 3 4 3 27 4 4 4 4 4 4 24 2 5 5 4 2 2 4 2 26 

33 4 4 5 4 4 4 4 5 34 4 4 4 4 4 4 5 4 33 4 4 4 5 4 5 26 4 3 4 4 1 4 3 4 27 

34 3 4 4 5 4 3 4 4 31 4 4 4 4 4 4 4 4 32 4 4 3 5 5 4 25 4 3 4 4 1 4 3 4 27 

35 3 4 4 5 5 3 4 4 32 4 3 3 3 3 5 4 5 30 4 4 3 5 4 5 25 4 4 4 3 4 3 4 4 30 

36 4 4 4 5 5 4 4 4 34 5 4 4 4 4 5 4 5 35 4 5 5 3 5 5 27 4 4 4 4 3 3 4 4 30 

37 3 4 4 4 3 3 4 4 29 4 4 4 4 4 3 4 3 30 5 5 4 3 3 5 25 3 3 3 3 2 3 2 2 21 

38 3 4 4 2 3 3 4 4 27 4 3 3 3 3 3 4 3 26 4 5 5 4 4 5 27 3 5 5 5 5 3 5 5 36 

39 4 4 4 4 3 4 4 4 31 4 4 4 4 4 3 4 3 30 3 2 4 3 2 3 17 5 5 5 5 5 5 5 5 40 

40 4 3 3 4 3 4 3 3 27 4 3 3 3 3 3 3 3 25 4 4 4 4 4 4 24 5 4 5 4 5 4 5 4 36 

41 5 5 5 5 4 5 5 5 39 4 3 4 3 4 4 5 4 31 5 5 5 5 5 5 30 5 5 5 5 5 3 5 4 37 

42 3 3 4 4 4 3 3 4 28 4 3 3 3 3 4 4 4 28 4 4 3 3 4 5 23 5 5 5 5 4 4 5 4 37 

43 5 4 4 3 4 5 4 4 33 4 4 3 3 1 4 4 4 27 5 4 4 4 4 5 26 5 4 4 3 2 3 3 3 27 
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Re

spo

n 

Brand awareness (X1) 
TO

TA

L 

Brand Trust (X2) 
TO

TA

L 

Online Consumer 

Review (X3) TO

TA

L 

Purchase Intention (Y) 
TO

TA

L 

X

1.

1 

X

1.

2 

X

1.

3 

X

1.

4 

X

1.

5 

X

1.

6 

X

1.

7 

X

1.

8 

X

2.

1 

X

2.

2 

X

2.

3 

X

2.

4 

X

2.

5 

X

2.

6 

X

2.

7 

X

2.

8 

X

3.

1 

X

3.

2 

X

3.

3 

X

3.

4 

X

3.

5 

X

3.

6 

Y

.

1 

Y

.

2 

Y

.

3 

Y

.

4 

Y

.

5 

Y

.

6 

Y

.

7 

Y

.

8 

44 5 5 4 3 3 5 5 4 34 4 3 3 3 3 3 4 3 26 5 3 5 5 4 4 26 5 5 5 4 4 4 5 5 37 

45 4 4 4 4 4 4 4 4 32 5 4 5 5 5 4 4 4 36 4 5 4 4 4 4 25 4 4 5 3 3 4 4 4 31 

46 4 5 4 4 4 4 5 4 34 4 3 3 3 3 4 4 4 28 5 4 5 4 5 5 28 5 5 5 5 5 5 5 4 39 

47 4 4 5 4 4 4 4 5 34 4 4 4 4 4 4 5 4 33 4 4 4 5 4 5 26 4 4 5 5 3 4 4 3 32 

48 5 5 5 5 4 5 5 5 39 4 3 5 3 5 3 3 3 29 5 5 5 5 4 4 28 5 5 5 4 4 4 5 5 37 

49 4 3 3 4 4 4 3 3 28 4 4 4 4 3 3 4 3 29 4 3 3 4 4 4 22 5 5 5 5 5 5 5 5 40 

50 4 4 4 3 4 4 4 4 31 4 4 5 4 4 4 4 4 33 4 4 4 3 3 4 22 5 4 5 4 5 4 5 4 36 

51 5 4 5 5 5 5 4 5 38 3 4 4 5 4 4 4 4 32 5 4 5 5 5 5 29 5 5 5 5 5 5 5 5 40 

52 3 4 4 5 3 3 4 4 30 3 4 4 5 3 5 4 3 31 3 4 4 5 3 3 22 5 5 5 5 5 5 5 5 40 

53 3 4 3 5 4 3 4 3 29 4 4 4 5 4 5 4 4 34 3 4 3 5 5 4 24 5 5 5 5 4 4 4 5 37 

54 3 3 3 3 4 3 3 3 25 3 4 4 4 4 3 4 4 30 3 3 3 3 4 4 20 5 4 5 4 5 5 5 5 38 

55 4 3 3 4 5 4 3 3 29 3 4 4 2 3 3 4 3 26 4 3 3 4 3 5 22 5 4 4 4 2 3 3 5 30 

56 5 5 5 5 5 5 5 5 40 4 4 4 4 4 3 4 4 31 5 5 5 5 4 5 29 5 5 5 4 5 5 5 5 39 

57 4 3 3 4 3 4 3 3 27 4 3 3 4 3 3 3 3 26 4 3 3 4 5 3 22 4 4 4 4 4 4 5 5 34 

58 4 3 4 3 3 4 3 4 28 5 5 5 5 4 4 5 4 37 4 3 4 3 3 3 20 4 4 5 5 4 4 4 4 34 

59 3 5 3 3 4 3 5 3 29 3 3 4 4 3 4 3 3 27 3 5 3 3 3 4 21 5 5 5 5 5 5 5 5 40 

60 3 3 3 2 3 3 3 3 23 5 4 4 3 3 4 4 3 30 3 3 3 2 3 3 17 4 4 4 4 4 4 4 4 32 

61 4 5 4 4 5 4 4 5 35 5 5 4 3 3 3 5 3 31 5 5 4 4 5 4 27 5 5 5 5 5 5 5 5 40 

62 4 4 5 5 5 4 4 4 35 4 4 4 4 5 4 4 5 34 3 4 4 4 3 4 22 4 4 5 4 5 4 5 5 36 

63 4 4 5 4 5 5 4 4 35 4 5 4 4 3 4 5 3 32 4 3 3 4 4 3 21 5 5 5 5 2 3 5 5 35 

64 4 4 5 4 5 5 4 4 35 4 4 5 4 4 4 4 4 33 5 5 5 5 4 5 29 5 5 5 5 2 3 4 5 34 

65 3 4 4 4 4 4 4 4 31 5 4 2 2 2 4 5 4 28 4 5 3 3 4 3 22 4 4 5 4 5 4 3 3 32 

66 4 4 4 4 4 4 4 4 32 5 5 4 2 2 4 4 2 28 3 5 5 4 4 5 26 5 5 5 4 4 3 5 5 36 
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Re

spo

n 

Brand awareness (X1) 
TO

TA

L 

Brand Trust (X2) 
TO

TA

L 

Online Consumer 

Review (X3) TO

TA

L 

Purchase Intention (Y) 
TO

TA

L 

X

1.

1 

X

1.

2 

X

1.

3 

X

1.

4 

X

1.

5 

X

1.

6 

X

1.

7 

X

1.

8 

X

2.

1 

X

2.

2 

X

2.

3 

X

2.

4 

X

2.

5 

X

2.

6 

X

2.

7 

X

2.

8 

X

3.

1 

X

3.

2 

X

3.

3 

X

3.

4 

X

3.

5 

X

3.

6 

Y

.

1 

Y

.

2 

Y

.

3 

Y

.

4 

Y

.

5 

Y

.

6 

Y

.

7 

Y

.

8 

67 4 4 5 5 5 5 5 4 37 5 4 4 3 1 4 5 3 29 3 3 4 4 3 4 21 5 4 5 4 3 3 4 4 32 

68 5 5 5 5 5 5 5 5 40 5 5 4 4 1 4 5 3 31 3 4 3 5 3 3 21 4 4 5 5 2 3 5 5 33 

69 5 5 5 5 5 5 5 3 38 4 4 4 4 3 4 4 4 31 5 5 4 5 5 4 28 5 5 5 5 2 3 5 5 35 

70 5 5 5 5 5 5 5 5 40 4 4 4 4 3 4 4 4 31 3 4 5 3 3 5 23 5 5 5 5 2 3 5 5 35 

71 5 4 5 4 5 4 5 4 36 5 4 3 3 3 4 5 4 31 4 3 3 3 3 3 19 5 5 5 5 1 3 5 5 34 

72 5 5 5 5 5 5 4 4 38 5 4 5 4 4 5 4 3 34 3 3 3 4 5 3 21 4 4 2 3 4 4 4 4 29 

73 4 4 4 4 5 5 4 5 35 5 3 5 5 5 5 5 3 36 3 2 3 3 3 3 17 5 5 5 5 5 4 5 4 38 

74 5 5 5 4 5 5 5 4 38 4 4 4 4 4 4 4 4 32 5 5 5 5 4 4 28 3 4 4 2 2 3 5 5 28 

75 5 4 5 5 5 4 4 4 36 5 3 3 3 5 5 5 5 34 5 5 5 5 5 5 30 5 4 5 4 5 4 5 5 37 

76 5 5 5 4 4 4 4 4 35 5 5 5 5 4 4 4 4 36 5 5 5 5 5 5 30 4 5 4 4 5 4 4 4 34 

77 5 5 5 5 5 5 5 3 38 5 4 4 4 4 5 5 2 33 5 5 5 5 5 5 30 5 4 4 3 4 4 5 4 33 

78 5 5 5 4 4 4 5 5 37 5 3 3 3 3 5 5 3 30 4 5 5 5 4 5 28 3 3 4 4 3 3 3 4 27 

79 5 5 5 5 5 4 4 4 37 5 3 3 2 3 4 5 2 27 4 5 5 5 5 5 29 5 5 5 5 3 4 4 5 36 

80 5 5 5 5 5 5 5 4 39 5 4 4 4 4 4 4 4 33 4 4 4 4 4 4 24 5 5 5 3 3 4 5 5 35 

81 5 5 5 5 5 5 4 4 38 5 5 5 4 4 5 5 4 37 5 5 5 5 5 5 30 5 5 5 5 5 5 5 5 40 

82 5 5 5 5 5 5 5 5 40 5 5 5 4 4 4 4 4 35 4 4 5 4 5 4 26 5 5 5 5 5 5 5 5 40 

83 5 5 5 5 5 5 5 5 40 5 5 5 5 4 5 5 5 39 3 5 5 5 4 4 26 5 5 4 5 4 5 5 4 37 

84 5 5 5 5 5 5 5 5 40 5 5 5 5 4 5 5 4 38 3 4 5 3 3 3 21 5 5 5 4 4 4 4 4 35 

85 4 4 4 4 4 4 4 4 32 4 4 4 4 4 4 4 4 32 5 3 5 4 2 4 23 5 5 5 5 5 5 4 4 38 

86 5 5 5 5 5 5 5 5 40 4 5 5 5 4 5 5 5 38 3 5 5 3 5 5 26 5 5 5 4 4 4 5 5 37 

87 5 5 5 4 4 4 5 5 37 5 5 5 5 4 5 5 5 39 2 3 5 5 4 4 23 5 5 5 5 5 5 4 4 38 

88 4 5 5 5 5 5 5 4 38 5 5 5 5 5 5 5 5 40 3 5 5 5 5 5 28 4 4 5 4 4 5 5 4 35 

89 5 5 5 5 5 5 5 5 40 5 5 5 2 4 2 5 5 33 3 3 5 5 4 4 24 5 5 5 4 4 4 5 5 37 
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Re

spo

n 

Brand awareness (X1) 
TO

TA

L 

Brand Trust (X2) 
TO

TA

L 

Online Consumer 

Review (X3) TO

TA

L 

Purchase Intention (Y) 
TO

TA

L 

X

1.

1 

X

1.

2 

X

1.

3 

X

1.

4 

X

1.

5 

X

1.

6 

X

1.

7 

X

1.

8 

X

2.

1 

X

2.

2 

X

2.

3 

X

2.

4 

X

2.

5 

X

2.

6 

X

2.

7 

X

2.

8 

X

3.

1 

X

3.

2 

X

3.

3 

X

3.

4 

X

3.

5 

X

3.

6 

Y

.

1 

Y

.

2 

Y

.

3 

Y

.

4 

Y

.

5 

Y

.

6 

Y

.

7 

Y

.

8 

90 4 4 4 4 4 4 4 4 32 5 5 5 5 5 5 5 5 40 3 5 5 5 4 5 27 5 5 4 4 4 4 4 4 34 

91 5 5 5 5 5 5 5 5 40 5 5 5 5 4 4 4 4 36 3 5 5 5 4 4 26 4 4 5 3 3 3 4 3 29 

92 4 4 4 4 4 5 4 5 34 5 5 5 5 4 5 5 5 39 3 5 5 5 4 4 26 4 4 4 3 3 3 4 4 29 

93 4 4 4 4 4 4 4 4 32 4 4 5 5 4 5 5 5 37 5 5 5 5 4 5 29 4 4 5 3 3 3 4 3 29 

94 4 4 4 4 4 4 4 4 32 4 4 4 4 4 4 4 4 32 2 4 4 3 4 2 19 5 5 5 4 4 5 4 4 36 

95 4 4 4 4 3 3 4 3 29 5 5 5 5 5 5 5 5 40 5 5 5 4 5 5 29 5 4 5 5 5 4 5 5 38 

96 5 5 4 4 5 5 5 5 38 4 4 5 4 4 4 5 4 34 4 5 4 4 5 4 26 4 4 5 4 4 4 4 4 33 

97 5 5 5 4 4 3 5 5 36 4 4 3 2 3 5 5 5 31 4 4 3 4 4 4 23 4 4 4 4 4 4 4 4 32 

98 5 5 5 5 5 5 5 5 40 4 4 4 2 3 4 5 3 29 5 5 5 4 4 4 27 4 3 4 5 5 4 5 4 34 

99 5 5 5 5 5 5 5 4 39 5 5 4 4 5 3 5 4 35 4 4 4 4 4 4 24 4 4 4 4 4 4 4 4 32 

10

0 5 5 5 5 5 5 5 4 39 5 4 5 4 3 5 5 3 34 4 4 4 4 5 5 26 4 4 4 4 4 4 5 4 33 

10

1 4 4 4 4 4 4 4 4 32 4 4 3 2 2 3 5 5 28 4 4 5 3 5 5 26 4 4 4 4 4 4 4 4 32 

10

2 4 4 4 4 4 4 4 4 32 5 5 3 2 3 5 5 5 33 3 5 5 3 5 5 26 4 4 4 4 4 4 4 4 32 

10

3 4 5 5 5 5 5 5 5 39 4 4 3 2 3 3 5 5 29 3 4 4 5 5 5 26 4 4 4 4 4 5 5 4 34 

10

4 4 4 4 4 4 4 4 3 31 4 4 3 2 3 5 5 5 31 3 4 4 4 4 4 23 4 4 5 3 4 5 4 5 34 

10

5 5 5 5 5 4 4 4 4 36 4 4 3 2 3 5 5 5 31 3 4 4 4 5 5 25 4 4 4 3 4 4 4 4 31 

10

6 5 4 4 5 4 5 5 4 36 5 4 2 2 3 5 5 5 31 3 4 4 4 4 4 23 5 4 3 5 5 5 5 4 36 

10

7 5 5 4 4 4 5 5 3 35 5 5 5 5 5 5 5 5 40 4 5 4 5 5 5 28 4 4 5 2 2 4 4 4 29 

10

8 4 4 4 4 5 5 5 5 36 4 4 2 2 2 4 4 3 25 4 4 5 4 5 4 26 5 5 5 5 5 5 5 5 40 

10

9 5 5 5 5 5 5 5 5 40 5 4 5 4 5 5 5 4 37 4 4 4 4 4 4 24 4 5 4 2 4 4 4 4 31 
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Re

spo

n 

Brand awareness (X1) 
TO

TA

L 

Brand Trust (X2) 
TO

TA

L 

Online Consumer 

Review (X3) TO

TA

L 

Purchase Intention (Y) 
TO

TA

L 

X

1.

1 

X

1.

2 

X

1.

3 

X

1.

4 

X

1.

5 

X

1.

6 

X

1.

7 

X

1.

8 

X

2.

1 

X

2.

2 

X

2.

3 

X

2.

4 

X

2.

5 

X

2.

6 

X

2.

7 

X

2.

8 

X

3.

1 

X

3.

2 

X

3.

3 

X

3.

4 

X

3.

5 

X

3.

6 

Y

.

1 

Y

.

2 

Y

.

3 

Y

.

4 

Y

.

5 

Y

.

6 

Y

.

7 

Y

.

8 
11

0 5 5 5 5 5 5 5 5 40 4 4 4 4 4 5 4 4 33 5 5 5 5 5 5 30 5 5 4 4 4 4 4 4 34 

11

1 5 5 5 4 4 4 5 5 37 4 4 5 4 4 4 3 4 32 4 5 5 3 5 5 27 5 5 4 4 4 4 4 4 34 

11

2 5 5 5 5 5 4 4 4 37 5 4 4 4 5 5 5 4 36 4 4 4 3 5 3 23 4 4 4 4 4 4 4 4 32 

11

3 5 5 5 5 5 5 5 4 39 4 4 4 4 4 4 4 4 32 4 5 5 4 5 5 28 4 4 4 4 4 4 4 4 32 

11

4 5 5 5 5 5 5 5 5 40 5 5 4 4 4 4 4 4 34 5 5 5 4 5 5 29 4 4 4 4 4 4 4 4 32 

11

5 5 4 4 4 4 4 3 5 33 5 3 3 3 4 4 5 3 30 4 5 5 3 5 5 27 5 5 5 5 5 5 5 5 40 

11

6 5 5 5 5 4 4 5 5 38 5 5 3 3 3 5 5 3 32 4 4 5 5 4 4 26 5 5 5 5 4 4 4 4 36 

11

7 5 4 5 4 5 4 5 4 36 4 4 3 3 3 4 4 5 30 5 5 5 4 4 4 27 5 5 5 4 5 4 5 4 37 

11

8 4 4 4 5 4 5 4 5 35 5 5 3 3 3 4 4 4 31 4 5 5 4 1 4 23 5 5 5 5 5 5 5 5 40 

11

9 5 5 5 5 4 4 4 4 36 5 4 3 4 3 4 4 4 31 5 4 5 4 4 5 27 5 4 5 3 5 4 5 5 36 

12

0 5 5 5 5 5 4 4 4 37 5 5 4 3 3 4 4 4 32 5 5 5 5 4 5 29 5 4 5 5 5 5 5 5 39 

12

1 4 4 4 4 4 4 5 4 33 5 5 4 4 4 5 4 5 36 4 4 4 4 4 4 24 5 5 5 5 5 5 5 5 40 

12

2 4 5 5 4 4 4 4 4 34 4 4 5 4 4 4 5 4 34 4 4 4 4 4 4 24 5 4 3 5 4 4 5 3 33 

12

3 4 4 4 4 4 4 5 4 33 5 5 5 4 4 4 4 4 35 5 5 5 5 5 5 30 3 3 4 2 3 3 4 3 25 

12

4 5 4 4 5 4 5 4 4 35 5 5 5 5 5 5 5 5 40 4 3 5 5 3 3 23 3 3 4 3 2 3 2 2 22 

12

5 4 4 4 4 4 5 5 5 35 4 3 4 4 4 5 5 3 32 4 5 5 3 4 3 24 4 5 5 4 5 4 4 4 35 

12

6 4 5 4 4 4 5 5 4 35 4 3 4 3 4 4 4 3 29 5 5 3 5 5 5 28 4 4 4 4 4 4 4 4 32 

12

7 4 4 4 4 4 5 4 4 33 4 3 4 4 4 5 5 4 33 2 4 5 2 4 4 21 4 3 4 3 3 3 4 3 27 
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Re

spo

n 

Brand awareness (X1) 
TO

TA

L 

Brand Trust (X2) 
TO

TA

L 

Online Consumer 

Review (X3) TO

TA

L 

Purchase Intention (Y) 
TO

TA

L 

X

1.

1 

X

1.

2 

X

1.

3 

X

1.

4 

X

1.

5 

X

1.

6 

X

1.

7 

X

1.

8 

X

2.

1 

X

2.

2 

X

2.

3 

X

2.

4 

X

2.

5 

X

2.

6 

X

2.

7 

X

2.

8 

X

3.

1 

X

3.

2 

X

3.

3 

X

3.

4 

X

3.

5 

X

3.

6 

Y

.

1 

Y

.

2 

Y

.

3 

Y

.

4 

Y

.

5 

Y

.

6 

Y

.

7 

Y

.

8 
12

8 5 5 5 5 4 5 5 3 37 5 4 5 5 5 5 5 4 38 5 5 5 5 5 5 30 3 4 5 3 3 4 3 3 28 

12

9 4 4 4 4 5 5 4 4 34 5 4 4 5 4 5 5 3 35 4 4 5 4 4 4 25 4 4 4 4 2 3 4 4 29 

13

0 5 5 5 5 5 5 5 5 40 4 4 5 5 4 4 5 5 36 5 5 5 5 5 5 30 4 4 4 4 2 3 4 4 29 

13

1 4 4 4 4 4 4 4 4 32 5 4 5 5 5 5 5 4 38 5 5 5 5 5 5 30 4 4 5 4 3 4 4 4 32 

13

2 4 4 4 4 4 4 4 4 32 4 5 5 4 4 5 5 4 36 4 4 4 4 4 4 24 5 5 5 3 4 3 4 4 33 

13

3 4 4 4 4 4 5 5 5 35 5 4 5 5 5 4 5 4 37 4 5 5 4 5 5 28 5 3 5 4 4 4 4 4 33 

13

4 3 3 3 3 3 3 3 4 25 5 5 5 5 5 5 5 5 40 4 4 4 4 4 4 24 5 4 4 4 4 4 4 4 33 

13

5 4 4 4 5 5 5 4 4 35 4 4 4 4 4 4 4 4 32 4 4 4 4 4 5 25 5 5 4 4 5 5 5 5 38 

13

6 5 5 5 5 5 5 5 5 40 4 4 4 4 4 4 4 4 32 3 3 3 3 5 5 22 5 5 3 4 4 5 5 5 36 

13

7 5 4 4 4 4 5 4 4 34 5 5 5 5 5 5 5 5 40 3 3 3 3 3 3 18 5 4 4 4 4 5 5 5 36 

13

8 5 5 5 5 5 5 5 5 40 5 4 5 5 4 3 5 5 36 4 4 3 3 5 5 24 5 5 5 5 4 5 5 5 39 

13

9 5 4 4 4 4 4 4 4 33 5 3 3 5 4 5 5 3 33 3 4 5 3 5 4 24 5 5 4 4 5 5 4 4 36 

14

0 5 5 5 5 4 4 4 4 36 3 5 5 3 5 5 3 5 34 4 5 5 3 5 5 27 5 5 4 4 5 5 5 5 38 

14

1 5 4 4 4 5 5 5 4 36 4 2 4 2 2 4 5 2 25 3 3 4 4 5 5 24 5 5 5 5 4 4 5 5 38 

14

2 4 4 4 4 4 4 4 4 32 5 5 5 5 5 5 5 5 40 3 4 5 4 4 5 25 4 5 4 4 5 5 5 5 37 

14

3 4 4 4 4 4 5 5 5 35 5 2 5 5 4 4 5 4 34 3 4 5 3 5 3 23 3 4 4 5 4 4 5 4 33 

14

4 5 4 4 4 5 4 4 4 34 5 4 4 5 5 5 5 5 38 3 3 4 3 3 3 19 3 3 4 4 5 5 4 5 33 

14

5 5 5 5 5 4 4 4 5 37 5 4 4 5 5 5 5 5 38 5 5 5 5 5 5 30 4 4 4 4 5 5 4 5 35 
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Re

spo

n 

Brand awareness (X1) 
TO

TA

L 

Brand Trust (X2) 
TO

TA

L 

Online Consumer 

Review (X3) TO

TA

L 

Purchase Intention (Y) 
TO

TA

L 

X

1.

1 

X

1.

2 

X

1.

3 

X

1.

4 

X

1.

5 

X

1.

6 

X

1.

7 

X

1.

8 

X

2.

1 

X

2.

2 

X

2.

3 

X

2.

4 

X

2.

5 

X

2.

6 

X

2.

7 

X

2.

8 

X

3.

1 

X

3.

2 

X

3.

3 

X

3.

4 

X

3.

5 

X

3.

6 

Y

.

1 

Y

.

2 

Y

.

3 

Y

.

4 

Y

.

5 

Y

.

6 

Y

.

7 

Y

.

8 
14

6 5 5 5 5 5 5 5 5 40 4 4 4 4 4 4 4 4 32 4 4 5 4 4 4 25 5 4 4 4 5 5 5 4 36 

14

7 5 5 5 5 5 5 5 5 40 5 4 4 4 4 5 5 4 35 3 4 5 3 4 4 23 4 4 4 4 5 5 5 5 36 

14

8 4 4 4 4 5 5 5 4 35 5 4 4 4 4 4 4 4 33 4 4 5 4 4 4 25 3 4 4 4 3 4 5 5 32 

14

9 5 5 5 4 5 5 5 5 39 5 5 4 4 4 4 4 4 34 3 5 5 5 5 4 27 4 4 4 4 5 5 5 5 36 

15

0 5 5 5 5 4 4 5 5 38 4 4 4 4 3 3 3 3 28 4 4 5 5 5 4 27 4 4 5 5 4 5 5 4 36 
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Hasil Uji Sampel 

Uji Validitas dan Reliabilitas 

Brand awareness (X1) 

Correlations 

 X1.1 X1.2 X1.3 X1.4 X1.5 X1.6 X1.7 X1.8 

Brand 

awarenes

s 

X1.1 Pearson 

Correlatio

n 

1 .371* .504*

* 

.194 .212 1.000*

* 

.371* .517*

* 

.727** 

Sig. (2-

tailed) 

 .043 .005 .304 .262 .000 .043 .003 .000 

N 30 30 30 30 30 30 30 30 30 

X1.2 Pearson 

Correlatio

n 

.371* 1 .592*

* 

.310 .231 .371* 1.000*

* 

.465*

* 

.756** 

Sig. (2-

tailed) 

.043  .001 .096 .220 .043 .000 .010 .000 

N 30 30 30 30 30 30 30 30 30 

X1.3 Pearson 

Correlatio

n 

.504** .592** 1 .416* .298 .504** .592** .870*

* 

.837** 

Sig. (2-

tailed) 

.005 .001  .022 .109 .005 .001 .000 .000 

N 30 30 30 30 30 30 30 30 30 

X1.4 Pearson 

Correlatio

n 

.194 .310 .416* 1 .511*

* 

.194 .310 .314 .601** 

Sig. (2-

tailed) 

.304 .096 .022  .004 .304 .096 .091 .000 
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N 30 30 30 30 30 30 30 30 30 

X1.5 Pearson 

Correlatio

n 

.212 .231 .298 .511*

* 

1 .212 .231 .188 .516** 

Sig. (2-

tailed) 

.262 .220 .109 .004  .262 .220 .319 .004 

N 30 30 30 30 30 30 30 30 30 

X1.6 Pearson 

Correlatio

n 

1.000*

* 

.371* .504*

* 

.194 .212 1 .371* .517*

* 

.727** 

Sig. (2-

tailed) 

.000 .043 .005 .304 .262  .043 .003 .000 

N 30 30 30 30 30 30 30 30 30 

X1.7 Pearson 

Correlatio

n 

.371* 1.000*

* 

.592*

* 

.310 .231 .371* 1 .465*

* 

.756** 

Sig. (2-

tailed) 

.043 .000 .001 .096 .220 .043  .010 .000 

N 30 30 30 30 30 30 30 30 30 

X1.8 Pearson 

Correlatio

n 

.517** .465** .870*

* 

.314 .188 .517** .465** 1 .757** 

Sig. (2-

tailed) 

.003 .010 .000 .091 .319 .003 .010  .000 

N 30 30 30 30 30 30 30 30 30 

Brand 

awarenes

s 

Pearson 

Correlatio

n 

.727** .756** .837*

* 

.601*

* 

.516*

* 

.727** .756** .757*

* 

1 

Sig. (2-

tailed) 

.000 .000 .000 .000 .004 .000 .000 .000  
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N 30 30 30 30 30 30 30 30 30 

*. 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 

.854 8 

 

Brand Trust (X2) 

Correlations 

 X2.1 X2.2 X2.3 X2.4 X2.5 X2.6 X2.7 X2.8 

Brand 

Trust 

X2.1 Pearson 

Correlation 

1 .387* .521** .498** .359 .266 .097 .266 .600** 

Sig. (2-tailed)  .035 .003 .005 .051 .155 .609 .155 .000 

N 30 30 30 30 30 30 30 30 30 

X2.2 Pearson 

Correlation 

.387* 1 .603** .641** .327 .213 .207 .213 .648** 

Sig. (2-tailed) .035  .000 .000 .077 .258 .272 .258 .000 

N 30 30 30 30 30 30 30 30 30 

X2.3 Pearson 

Correlation 

.521** .603** 1 .736** .618** .302 .217 .302 .796** 

Sig. (2-tailed) .003 .000  .000 .000 .104 .250 .104 .000 

N 30 30 30 30 30 30 30 30 30 
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X2.4 Pearson 

Correlation 

.498** .641** .736** 1 .603** .179 .178 .179 .738** 

Sig. (2-tailed) .005 .000 .000  .000 .344 .346 .344 .000 

N 30 30 30 30 30 30 30 30 30 

X2.5 Pearson 

Correlation 

.359 .327 .618** .603** 1 .454* .319 .454* .789** 

Sig. (2-tailed) .051 .077 .000 .000  .012 .085 .012 .000 

N 30 30 30 30 30 30 30 30 30 

X2.6 Pearson 

Correlation 

.266 .213 .302 .179 .454* 1 .326 1.000*

* 

.698** 

Sig. (2-tailed) .155 .258 .104 .344 .012  .078 .000 .000 

N 30 30 30 30 30 30 30 30 30 

X2.7 Pearson 

Correlation 

.097 .207 .217 .178 .319 .326 1 .326 .461* 

Sig. (2-tailed) .609 .272 .250 .346 .085 .078  .078 .010 

N 30 30 30 30 30 30 30 30 30 

X2.8 Pearson 

Correlation 

.266 .213 .302 .179 .454* 1.000*

* 

.326 1 .698** 

Sig. (2-tailed) .155 .258 .104 .344 .012 .000 .078  .000 

N 30 30 30 30 30 30 30 30 30 

Brand 

Trust 

Pearson 

Correlation 

.600** .648** .796** .738** .789** .698** .461* .698** 1 

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

N 30 30 30 30 30 30 30 30 30 

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

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

Cronbach's 

Alpha N of Items 

.837 8 

 

Online Consumer Review (X3) 

Correlations 

 X3.1 X3.2 X3.3 X3.4 X3.5 X3.6 

Online 

Consumer 

Review 

X3.1 Pearson 

Correlation 

1 .226 .400* .276 .528** .325 .602** 

Sig. (2-tailed)  .230 .029 .141 .003 .080 .000 

N 30 30 30 30 30 30 30 

X3.2 Pearson 

Correlation 

.226 1 .325 .193 .465** .735** .711** 

Sig. (2-tailed) .230  .080 .306 .010 .000 .000 

N 30 30 30 30 30 30 30 

X3.3 Pearson 

Correlation 

.400* .325 1 .353 .414* .386* .681** 

Sig. (2-tailed) .029 .080  .056 .023 .035 .000 

N 30 30 30 30 30 30 30 

X3.4 Pearson 

Correlation 

.276 .193 .353 1 .544** .320 .657** 

Sig. (2-tailed) .141 .306 .056  .002 .085 .000 

N 30 30 30 30 30 30 30 
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X3.5 Pearson 

Correlation 

.528** .465** .414* .544** 1 .446* .796** 

Sig. (2-tailed) .003 .010 .023 .002  .013 .000 

N 30 30 30 30 30 30 30 

X3.6 Pearson 

Correlation 

.325 .735** .386* .320 .446* 1 .771** 

Sig. (2-tailed) .080 .000 .035 .085 .013  .000 

N 30 30 30 30 30 30 30 

Online Consumer 

Review 

Pearson 

Correlation 

.602** .711** .681** .657** .796** .771** 1 

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

N 30 30 30 30 30 30 30 

*. 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 

.792 6 

Purchase Intention (Y) 

Correlations 

 Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 Y.7 Y.8 

Purchase 

Intention 

Y.1 Pearson 

Correlation 

1 .371* .517** .194 .176 .212 .371* .167 .590** 

Sig. (2-

tailed) 

 .043 .003 .304 .351 .262 .043 .379 .001 
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N 30 30 30 30 30 30 30 30 30 

Y.2 Pearson 

Correlation 

.371* 1 .465** .310 -.058 .231 1.000** .061 .661** 

Sig. (2-

tailed) 

.043  .010 .096 .760 .220 .000 .750 .000 

N 30 30 30 30 30 30 30 30 30 

Y.3 Pearson 

Correlation 

.517** .465** 1 .314 .237 .188 .465** .109 .650** 

Sig. (2-

tailed) 

.003 .010  .091 .208 .319 .010 .566 .000 

N 30 30 30 30 30 30 30 30 30 

Y.4 Pearson 

Correlation 

.194 .310 .314 1 .375* .511** .310 .490** .725** 

Sig. (2-

tailed) 

.304 .096 .091  .041 .004 .096 .006 .000 

N 30 30 30 30 30 30 30 30 30 

Y.5 Pearson 

Correlation 

.176 -.058 .237 .375* 1 .142 -.058 .877** .544** 

Sig. (2-

tailed) 

.351 .760 .208 .041  .455 .760 .000 .002 

N 30 30 30 30 30 30 30 30 30 

Y.6 Pearson 

Correlation 

.212 .231 .188 .511** .142 1 .231 .255 .557** 

Sig. (2-

tailed) 

.262 .220 .319 .004 .455  .220 .173 .001 

N 30 30 30 30 30 30 30 30 30 

Y.7 Pearson 

Correlation 

.371* 1.000** .465** .310 -.058 .231 1 .061 .661** 
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Sig. (2-

tailed) 

.043 .000 .010 .096 .760 .220  .750 .000 

N 30 30 30 30 30 30 30 30 30 

Y.8 Pearson 

Correlation 

.167 .061 .109 .490** .877** .255 .061 1 .612** 

Sig. (2-

tailed) 

.379 .750 .566 .006 .000 .173 .750  .000 

N 30 30 30 30 30 30 30 30 30 

Purchase 

Intention 

Pearson 

Correlation 

.590** .661** .650** .725** .544** .557** .661** .612** 1 

Sig. (2-

tailed) 

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

N 30 30 30 30 30 30 30 30 30 

*. 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 

.778 8 
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Hasil Uji Validitas Instrumen 

Variabel 
Item 

Pernyataan 

Total Pearson 

Correlation 
R.tabel Keterangan 

Brand awareness 

(X1) 

1 0,728 0,349 Valid 

2 0,759 0,349 Valid 

3 0,835 0,349 Valid 

4 0,601 0,349 Valid 

5 0,516 0,349 Valid 

6 0,727 0,349 Valid 

7 0,756 0,349 Valid 

8 0,757 0,349 Valid 

Brand Trust (X2) 

1 0,600 0,349 Valid 

2 0,648 0,349 Valid 

3 0,796 0,349 Valid 

4 0,738 0,349 Valid 

5 0,789 0,349 Valid 

6 0,698 0,349 Valid 

7 0,461 0,349 Valid 

8 0,698 0,349 Valid 

Online Consumer 

Review (X3) 

1 0,602 0,349 Valid 

2 0,711 0,349 Valid 

3 0,681 0,349 Valid 

4 0,657 0,349 Valid 

5 0,796 0,349 Valid 

6 0,771 0,349 Valid 

Purchase Intention 

(Y) 

1 0,590 0,349 Valid 

2 0,661 0,349 Valid 

3 0,650 0,349 Valid 

4 0,725 0,349 Valid 

5 0,544 0,349 Valid 

6 0,557 0,349 Valid 

7 0,661 0,349 Valid 

8 0,612 0,349 Valid 

 

Berdasarkan hasil Uji Validitas dengan menggunakan Correlation Product 

maka dari 30 butir pernyataan yang diuji dan N=30 (Diluar konsumen produk Baju 

Batik Basurek Bengkulu), ternyata semua item pernyataan sah (Valid), sebab 

memiliki nilai korelasi lebih dari 0.349. 
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Hasil Uji Reliabilitas 

No Variabel Cronbach’s Alpha Keterangan 

1. Brand awareness  0,854 Reliabel 

2. Brand Trust  0,837 Reliabel 

3. Online Consumer Review  0,792 Reliabel 

4. Purchase Intention 0,778 Reliabel 

 

Dari hasil Uji Reliabilitas yang dilakukan dengan menggunakan program 

statistik SPSS maka diperoleh Cronbach’s Alpha lebih besar dari 0.70. Maka semua 

item pernyataan kuesioner dikatakan reliable. 

UJI ASUMSI KLASIK 

Hasil Uji Normalitas 

One-Sample Kolmogorov-Smirnov Test 

 

Unstandardiz

ed Residual 

N 150 

Normal Parametersa,b Mean .0000000 

Std. 

Deviation 

4.16233062 

Most Extreme 

Differences 

Absolute .073 

Positive .045 

Negative -.073 

Test Statistic .073 

Asymp. Sig. (2-tailed) .147c 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

Sumber : Hasil Output SPSS 25, 2026 
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Hasil Uji Multikolinearitas 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B 

Std. 

Error Beta Tolerance VIF 

1 (Constant) 29.917 4.043  7.399 .000   

BRAND.AWARENESS .912 .089 .208 5.389 .001 .865 1.156 

BRAND.TRUST .841 .094 .076 3.899 .000 .926 1.080 

CONSUMER.REVIEW .613 .109 .016 2.192 .000 .914 1.094 

a. Dependent Variable: PURCHASE.INTENTION 

 

Hasil Uji Heterokedastisitas 

 
Sumber : Output SPSS 25. 2026 

 

Hasil uji R2 

Model Summaryb 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .599a .339 .320 4.20488 

a. Predictors: (Constant), CONSUMER.REVIEW, BRAND.TRUST, 

BRAND.AWARENESS 

b. Dependent Variable: PURCHASE.INTENTION 

Sumber : Output SPSS 25. 2026 
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Hasil Uji Parsial (Uji T) 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 29.917 4.043  7.399 .000 

BRAND.AWARENESS .912 .089 .208 5.389 .001 

BRAND.TRUST .841 .094 .076 3.899 .000 

CONSUMER.REVIEW .613 .109 .016 2.192 .000 

a. Dependent Variable: PURCHASE.INTENTION 

Sumber : Output SPSS 25. 2026 

 

 

Hasil Uji Simultan (Uji F) 

 

ANOVAa 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 105.909 3 35.303 11.997 .001b 

Residual 2581.424 146 17.681   

Total 2687.333 149    

a. Dependent Variable: PURCHASE.INTENTION 

b. Predictors: (Constant), CONSUMER.REVIEW, BRAND.TRUST, 

BRAND.AWARENESS 

Sumber : Output SPSS 25. 2026 
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