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Saya kurang minat membaca
review produk Pixy kosmetik di
media sosial jika tidak
disarankan oleh teman saya.

Saya suka berkonsultasi dengan
konsumen lain mengenai produk
Pixy kosmetik di media sosial.

Saya merasa kurang
pengetahuan jika jarang
berkomunikasi dengan
konsumen lain mengenai produk
Pixy kosmetik di media sosial.

Saya mendapatkan informasi
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(Y) BRAND IMAGE

Pernyataan

aya merasa produk dari brand
ixy kosmetik sangat bervariasi
ehingga diminati oleh para
onsumen.

aya merasa beberapa produk
dari brand Pixy kosmetik kurang
ukup diingat oleh para
onsumen.

3. [Saya merasa sangat percaya diri
ketika menggunakan produk dari
brand Pixy kosmetik.

4. Saya merasa ketergantungan
ketika menggunakan produk dari
brand Pixy kosmetik.




5. [Saya merasa produk dari brand
Pixy kosmetik memiliki kualitas
yang sangat baik.

6. [Saya merasa beberapa produk
dari brand Pixy kosmetik kurang
cukup bervariasi.
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Lampiran 7. Hasil Olah Data SPSS

Frekuensi dan Presentase Usia dan Pekerjaan Responden Pixy
Kosmetik di Carissa Store Surabaya

Usia
Cumulative
Frequency Percent Valid Percent Percent
Valid 16-25 tahun 52 48.1 48.1 48.1
26-45 tahun 42 38.9 38.9 87.0
> 46 tahun 14 13.0 13.0 100.0
Total 108 100.0 100.0
Pekerjaan
Cumulative
Frequency  Percent = Valid Percent Percent
Valid Pelajar/Mahasiswa 25 23.1 23.1 23.1
Karyawan Swasta 20 18.5 18.5 41.7
PNS 16 14.8 14.8 56.5
Wirausaha 17 15.7 15.7 72.2
Pegawai BUMN 19 17.6 17.6 89.8
Ibu Rumah Tangga 11 10.2 10.2 100.0

Total 108 100.0 100.0




Frekuensi Jawaban Responden Variabel Celebrity Endorser (X1)

X1.1
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 2 1.9 1.9 1.9
Ragu-Ragu 22 20.4 20.4 22.2
Setuju 54 50.0 50.0 72.2
Sangat Setuju 30 27.8 27.8 100.0
Total 108 100.0 100.0
X1.2
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 2 1.9 1.9 1.9
Ragu-Ragu 20 18.5 18.5 20.4
Setuju 52 48.1 48.1 68.5
Sangat Setuju 34 31.5 31.5 100.0
Total 108 100.0 100.0
X1.3
Cumulative
Frequency Percent  Valid Percent Percent
Valid  Tidak Setuju 2 1.9 1.9 19 -
Ragu-Ragu 19 17.6 17.6 19.4 ‘
Setuju 49 45.4 45.4 64.8
Sangat Setuju 38 35.2 35.2 100.0
Total 108 100.0 100.0 |




X1.5

Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 2 1.9 1.9 1.9
Ragu-Ragu 20 18.5 18.5 20.4
Setuju 51 47.2 47.2 67.6
Sangat Setuju 35 32.4 32.4 100.0
Total 108 100.0 100.0
X1.6
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 4 3.7 3.7 3.7
Ragu-Ragu 17 15.7 15.7 19.4
Setuju 44 40.7 40.7 60.2
Sangat Setuju 43 39.8 39.8 100.0
Total 108 100.0 100.0
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 2 1.9 1.9 1.9
Ragu-Ragu 18 16.7 16.7 18.5
Setuju 50 46.3 46.3 64.8
Sangat Setuju 38 35.2 35.2 100.0
Total 108 100.0 100.0




X1 8

Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 2 1.9 1.9 1.9
Ragu-Ragu 20 18.5 18.5 20.4
Setuju 52 48.1 48.1 68.5
Sangat Setuju 34 31.5 31.5 100.0
Total 108 100.0 100.0
Frekuensi Jawaban Responden Variabel Electronic Word Of
Mouth (X2)
X2.1
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 2 1.9 1.9 1.9
Ragu-Ragu 16 14.8 14.8 16.7
Setuju 60 55.6 55.6 72.2
Sangat Setuju 30 27.8 27.8 100.0
Total 108 100.0 100.0
X2.2
Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 2 1.9 1.9 1.9
Ragu-Ragu 21 19.4 19.4 21.3
Setuju 57 52.8 52.8 74.1



Sangat Setuju 28 25.9 25.9 100.0
Total 108 100.0 100.0
X2.3
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 2 1.9 1.9 1.9
Ragu-Ragu 16 14.8 14.8 16.7
Setuju 62 57.4 57.4 74.1
Sangat Setuju 28 25.9 25.9 100.0
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 2 1.9 1.9 1.9
Ragu-Ragu 20 18.5 18.5 20.4
Setuju 61 56.5 56.5 76.9
Sangat Setuju 25 23.1 23.1 100.0
Total 108 100.0 100.0
X2.5
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 4 3.7 3.7 3.7
Ragu-Ragu 27 25.0 25.0 28.7
Setuju 54 50.0 50.0 78.7
Sangat Setuju 23 21.3 21.3 100.0



Total 108 100.0 100.0
X2.6
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 2 1.9 1.9 1.9
Ragu-Ragu 21 194 19.4 21.3
Setuju 53 49.1 49.1 70.4
Sangat Setuju 32 29.6 29.6 100.0
Total 108 100.0 100.0
X2.7
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 2 1.9 1.9 1.9
Ragu-Ragu 15 13.9 13.9 15.7
Setuju 53 49.1 49.1 64.8
Sangat Setuju 38 35.2 35.2 100.0
Total 108 100.0 100.0
X2.8
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 2 1.9 1.9 1.9
Ragu-Ragu 18 16.7 16.7 18.5
Setuju 50 46.3 46.3 64.8
Sangat Setuju 38 35.2 35.2 100.0
Total 108 100.0 100.0




X2.9

Cumulative
Frequency Percent Valid Percent Percent
Valid  Tidak Setuju 2 1.9 1.9 1.9
Ragu-Ragu 19 17.6 17.6 19.4
Setuju 52 48.1 48.1 67.6
Sangat Setuju 35 32.4 32.4 100.0
Total 108 100.0 100.0
X2.10
Cumulative
Frequency Percent Valid Percent Percent
Valid Tidak Setuju 2 1.9 1.9 1.9
Ragu-Ragu 22 20.4 20.4 22.2
Setuju 52 48.1 48.1 70.4
Sangat Setuju 32 29.6 29.6 100.0
Total 108 100.0 100.0
Frekuensi Jawaban Responden Variabel Brand Image (Y)
Y1.1
Cumulative
Frequency Percent Valid Percent Percent
Valid Ragu-Ragu 21 194 194 194
Setuju 42 38.9 38.9 58.3
Sangat Setuju 45 41.7 41.7 100.0
Total 108 100.0 100.0




Y1.2

Cumulative
Frequency Percent Valid Percent Percent
Valid Ragu-Ragu 20 18.5 18.5 18.5
Setuju 41 38.0 38.0 56.5
Sangat Setuju 47 43.5 43.5 100.0
Total 108 100.0 100.0
Y1.3
Cumulative
Frequency Percent Valid Percent Percent
Valid  Ragu-Ragu 18 16.7 16.7 16.7
Setuju 43 39.8 39.8 56.5
Sangat Setuju 47 43.5 43.5 100.0
Total 108 100.0 100.0
Y14
Cumulative
Freqguency Percent Valid Percent Percent
Valid Ragu-Ragu 20 18.5 18.5 18.5
Setuju 43 39.8 39.8 58.3
Sangat Setuju 45 41.7 41.7 100.0

Total 108 100.0 100.0




Y1.5

Cumulative
Frequency Percent Valid Percent Percent

Valid Ragu-Ragu 25 23.1 23.1 23.1
Setuju 52 48.1 48.1 71.3
Sangat Setuju 31 28.7 28.7 100.0

Total 108 100.0 100.0

Y1.6

Cumulative

Freguency Percent Valid Percent Percent

Valid Ragu-Ragu 25 23.1 23.1 23.1
Setuju 52 48.1 48.1 71.3
Sangat Setuju 31 28.7 28.7 100.0

Total 108 100.0 100.0




Uji Validitas

Variabel Celebrity Endorser (X1)
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Variabel Electronic Word Of Mouth (Xz)
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Variabel Brand Image (Y)

(paNeI-Z) |2A8] L0°0 UL JUEIWUBIS SI UONE|SL0D "

B0l B0l 80} 80l B0l B0l 80} M
0oo’ 0oo’ oo’ oo’ 0oo’ 0oo’ (palie}-z) ‘fis

! reg JBrE LGTE Beg VOB LEEE UOQE(BUOD UDSIERd  JOYIN| ANYHE

B0} B0} 80} 801 B0l B0} 80} M

0oo 000’ 000’ 000’ 0oo’ 000’ (palie}-g) Big

_yeE b BEL FBL LEEL s Llew UONE|BUOD UDSIEAd 9T LA

B0l B0l 80} 80l B0l B0l 80} N

0o 0o oo 0o 0o oo’ (palier-z) big

JBbE LBPL | BCEY LE09 YA LBaL UORE|ENOD UOSIEAd 5TEA

B0l Eh 80} 80l B0l Eh 80} M

0oo’ 0no’ 0oo’ oo’ 0no’ 0oo’ (paliel-z) Bis

LGTE LVBL G ! oegr osg =t} UONE|BUOD UOSIER pEA

B0} B0} 80} 801 801 B0} 80} M

0oo 0oo’ 000’ 000’ 0oo’ 000’ (palie-g) ‘Big

Beg LEEL LY LoEg ! LB OB UDRE|EUOD UOSIER E kA

B0} B0} 80} 801 B0} B0} 80} N

0o 000’ 000’ oo’ oo 000’ (palley-z) Bis

LYOB LA s ose LBl b L UONE|BUOD UDSIEAd T HA

801 B0l 80} 80l B0l B0l 80} N

0oo’ o000’ 0oo’ oo’ oo’ o000’ (palier-z) Bis

LEEB g LBaL ) 062 Lo I UOQE|BUOD UOSIEa TRA

39wl gTEA 5TIA FLA ETLA TTIA LA
(o ST

suope|adlon



Uji Realibilitas
Variabel Celebrity Endorser (X1)

Reliability Statistics
Cronbach's
Alpha N of Items
.934 8

Variabel Electronic Word Of Mouth (X2)

Reliability Statistics
Cronbach's
Alpha N of Items
941 10

Variabel Brand Image (Y)

Reliability Statistics
Cronbach's
Alpha N of Items
.953 6




Uji Normalitas

One-Sample Kolmogorov-Smirnov Test

Unstandardized

Residual
N 108
Normal Parameters” Mean .0000000
Std. Deviation 3.41120733
Most Extreme Differences Absolute .072
Positive .047
Negative -.072
Test Statistic .072
Asymp. Sig. (2-tailed) .200%¢

a. Test distribution is Normal.
b. Calculated from data.
c. Lilliefors Significance Correction.

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



Frequency

Histogram

Dependent Variable: BRAND IMAGE

N

L1

/r.

Mormal P-P Plot of Regression Standardized Residual

Expected Cum Prob

-2 -1 1

Regression Standardized Residual

Dependent Variable: BRAND IMAGE

-

Iean = 2.08E-18
Std. Dev. = 0.891
N=108
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Uji Multikolinearitas

Collinearity Statistics

Model Tolerance VIF

1 (Constant)
CELEBRITY ENDORSER .993 1.007
ELECTRONIC WORD OF .993 1.007
MOUTH

Uji Autokorelasi

Model Summary”
Adjusted R Std. Error of the
Model R R Square Square Estimate Durbin-Wat:

1 514% .264 .250 3.444 1.

a. Predictors: (Constant), ELECTRONIC WORD OF MOUTH, CELEBRITY ENDORSEI
b. Dependent Variable: BRAND IMAGE

Uji Heterokedastisitas

Scatterplot
Dependent Variable: BRAND IMAGE

Regression Studentized Residual
bk
o
o
o
o

Regression Standardized Predicted Value



Uji Regresi Linear Berganda

Unstandardized Coefficients

Model B Std. Error

1 (Constant) 5.057 3.292
CELEBRITY ENDORSER .264 .066
ELECTRONIC WORD OF .278 .056
MOUTH

Ujit

Model t Sig.

1 (Constant) 1.536 .128
CELEBRITY ENDORSER 4.007 .000
ELECTRONIC WORD OF 4.969 .000
MOUTH

Uji F

Model F Sig.

1 Regression 18.855 .000"

Residual

Total
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