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LAMPIRAN 7 – SURAT PENGANTAR CEK PLAGIASI 
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LAMPIRAN 7 – SURAT PERNYATAAN BEBAS PLAGIAS 

LAMPIRAN 7 – SURAT PERNYATAAN BEBAS PLAGIAS 



 
  

 

 



 
  

 

LAMPIRAN 11 – KUISIONER 

Kuisioner 

PENGARUH KENYAMANAN DAN CONSUMER 

EXPERIENCE TERHADAP MINAT BELI CONSUMER DI 

PASAR PAGESANGAN SURABAYA 

A. PETUNJUK PENGISIAN 

1. Bacalah baik-baik setiap pernyataan dan seluruh pilihan 

jawaban yang diberikan 

2. Jawablah seluruh pertanyaan sesuai hati nurani anda 

3. Berilah tanda √  untuk setiap jawaban yang anda pilih 

pada kolom jawaban yang sudah disediakan, sebagai 

berikut: 

Keterangan Skor 

Sangat Tidak Setuju 1 
Tidak Setuju 2 

Netral 3 
Setuju 4 

Sangat Setuju 5 

4. Selamat menjawab dan terima kasih 

B. PROFIL RESPONDEN 

1. Nama :.........................................(boleh tidak diisi) 

2. Profesi :........................................................................ 

3. Jenis kelamin : Perempuan/Laki-laki 

4. Umur :........................................................................ 

5. Alamat :........................................................................ 

6. Pendapatan  : a. < Rp. 500.000 

a. Rp. 500.000 – Rp. 2.000.000 

b. Rp. 2.000.000 – Rp. 4.000.000 

c. > Rp. 4.000.000  



 
  

 

C. Pernyataan untuk kuisioner Kenyamanan (X1) 

Decision convenience 

NO PERNYATAAN 
ALTERNATIF JAWABAN 

STS TS N S SS 

1. 
Saya mudah mendapatkan 
informasi sebelum berbelanja. 

     

2. 
Saya sulit  memutuskan 
berbelanja di Pasar Pagesangan. 

     

3. 
Saya mudah percaya dalam 
proses pembelian barang. 

     

4. 
Saya tidak mudah menerima 
harga yang ditawarkan. 

     

 

Access convenience 

NO PERNYATAAN 
ALTERNATIF JAWABAN 

STS TS N S SS 

1. 
Saya bisa memesan barang 
melalui telepon. 

     

2. 
Saya tidak mudah berinteraksi 
dalam mendapatkan barang 
melalui kurir. 

     

3. 
Efektif biaya waktu saya 
dapatkan saat menggunakan 
pelayanan jasa antar. 

     

4. 
Saya merasa kurang nyaman 
ketika menggunakan jasa kurir 
pasar. 

     

 

 

 

 

 



 
  

 

Transaction convenience 

NO PERNYATAAN 
ALTERNATIF JAWABAN 

STS TS N S SS 

1. 
Saya mendapatkan pelayanan 
transaksi di Pasar Pagesangan  
dengan sangat baik. 

     

2.  
Saya tidak dapat mempercayai 
penawaran yang dijanjikan di 
Pasar Pagesangan. 

     

3. 
Saya mudah mendapatkan hal 
yang dibutuhkan. 

     

4. 
Saya merasa kurang nyaman 
ketika berbelanja di Pasar 
Pagesangan. 

     

 

Post-benefit convenience 

NO PERNYATAAN 
ALTERNATIF JAWABAN 

STS TS N S SS 

1. 
Saya tidak melakukan 
kunjungan/berbelanja kembali 
di Pasar Pagesangan. 

     

2. 
Saya tidak memerlukan banyak 
waktu saat berbelanja di Pasar 
Pagesangan. 

     

3. 
Biaya operasional yang saya 
keluarkan saat menuju pasar 
tidak efisien. 

     

4. 
Saya rasa perlu 
pengaturan/pemeliharaan 
lokasi parkir. 

     

 



 
  

 

D. Pernyataan untuk kuisioner consumer  experience (X2) 

sense 

NO PERNYATAAN 
ALTERNATIF JAWABAN 

STS TS N S SS 

1. 
Pasar Pagesangan memiliki 
desain interior yang tidak 
menarik.  

     

2. 
Barang yang dijual terjamin 
kebersihannya. 

     

3. 
Barang yang dijual tidak 
memberikan anda kepuasan. 

     

4. 
Barang-barang yang dijual di 
Pasar Pagesangan tertata rapi. 

     

 

feel 

NO PERNYATAAN 
ALTERNATIF JAWABAN 

STS TS N S SS 

1. 
Nama Pasar Pagesangan 
merupakan nama yang keren. 

     

2. 
Penjual di Pasar Pagesangan 
memberikan anda pelayanan 
yang kurang bagus. 

     

3. 
Penjual di Pasar Pagesangan 
bersikap ramah dalam melayani 
anda. 

     

4. 
Penjual kurang tanggap dalam 
proses melayani anda. 

     

 

 

 

think 



 
  

 

NO PERNYATAAN 
ALTERNATIF JAWABAN 

STS TS N S SS 

1. 
Pasar Pagesangan memiliki citra 
positif di masyarakat. 

     

2. 
Anda kurang tertarik 
mengunjungi Pasar Pagesangan. 

     

3. 
Harga produk di Pasar 
Pagesangan murah. 

     

5. 
Akses menuju Pasar Pagesangan 
sulit dijangkau. 

     

 

act 

NO PERNYATAAN 
ALTERNATIF JAWABAN 

STS TS N S SS 

1. 
Aroma di dalam pasar 
pagesangan membuat anda 
kurang nyaman saat berbelanja. 

     

2. 
Anda mendapatkan 
pengalaman positif setelah 
berbelanja. 

     

3. 
Anda memiliki pengalaman 
interaksi kurang baik dengan 
penjual. 

     

4. 
Anda puas terhadap 
kelengkapan/kesediaan barang 
di Pasar Pagesangan. 

     

 

 

 

 

relate 



 
  

 

NO PERNYATAAN 
ALTERNATIF JAWABAN 

STS TS N S SS 

1. 
Anda bangga berbelanja barang 
di Pasar Pagesangan. 

     

2. 
Anda sulit mencari barang di 
Pasar Pagesangan 

     

3. 
Anda senang berbelanja di Pasar 
Pagesangan. 

     

4. 

Anda mendapatkan respon 
negatif terhadap kritik dan 
saran yang disampaikan kepada 
penjual. 

     

 

 

E. Pernyataan untuk kuisioner minat beli (Y) 

Product quality 

NO PERNYATAAN 
ALTERNATIF JAWABAN 

STS TS N S SS 

1. 
Anda memberikan referensi 
produk kepada orang lain. 

     

2. 
Kualitas produk kurang 
menunjang minat beli. 

     

3. 
Barang yang dijual di pasar 
bermutu sehingga 
menumbuhkan minat beli anda. 

     

4. 
Saya tidak berminat membeli 
karena kurang beragaman 
produk. 

     

 

reputable 



 
  

 

NO PERNYATAAN 
ALTERNATIF JAWABAN 

STS TS N S SS 

1. 
Saya cenderung tidak 
mengunjungi Pasar Pagesangan. 

     

2. 
Keberadaan Pasar Pagesangan  
membantu/menunjang anda 
dalam proses jual beli. 

     

3. 
Pasar Pagesangan bukan pilihan 
utama saya saat berbalanja. 

     

4. 
Nama baik Pasar Pagesangan 
menumbuhkan minat beli anda. 

     

 

Benefit  

NO PERNYATAAN 
ALTERNATIF JAWABAN 

STS TS N S SS 

1. 
Saya bangga membeli barang di 
pasar Tradisional. 

     

2. 
Harga barang tidak kompetitif 
ketika saya berbelanja di Pasar 
Pagesangan. 

     

3. 
Saya merasa kurang aman dan 
nyaman saat berbelanja di Pasar 
Pagesangan. 

     

4. 
Membeli di Pasar Pagesangan 
merupakan simbol rasa cinta 
saya terhadap produk lokal. 

     

 

 

 

 

Promotion  



 
  

 

NO PERNYATAAN 
ALTERNATIF JAWABAN 

STS TS N S SS 

1. 

Saya bersedia 
merekomendasikan Pasar 
Pagesangan kepada kerabat 
saya. 

     

2. 
Papan nama Pasar Pagesangan 
tidak terlihat jelas dari jalan. 

     

3. 
Saya mendapatkan parcel 
menjelang lebaran oleh 
pedagang langganan saya. 

     

4. 
Saya jarang mendapatkan 
potongan harga saat pembelian 
barang di Pasar Pagesangan. 

     

 

 

 

 

 

 

 

 

 

 



 
  

 

LAMPIRAN 12 – TABULASI VARIABEL KENYAMANAN (X1) 

 



 
  

 

 

 

 

 

 

 

 



 
  

 

LAMPIRAN 13 – TABULASI VARIABEL CONSUMER 

EXPERIENCE (X2) 

 



 
  

 

 

 

 

 

 

 

 



 
  

 

LAMPIRAN 14 – TABULASI VARIABEL MINAT BELI (Y) 

  



 
  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
  

 

LAMPIRAN 15 – FREKUENSI JAWABAN RESPONDEN 

VARIABEL KENYAMANAN (X1) 

X1.1_1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 2 1.5 1.5 1.5 

2.00 25 19.2 19.2 20.8 

3.00 14 10.8 10.8 31.5 

4.00 32 24.6 24.6 56.2 

5.00 57 43.8 43.8 100.0 

Total 130 100.0 100.0  

 

X1.1_2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 20 15.4 15.4 15.4 

3.00 18 13.8 13.8 29.2 

4.00 46 35.4 35.4 64.6 

5.00 46 35.4 35.4 100.0 

Total 130 100.0 100.0  

 

X1.1_3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 22 16.9 16.9 16.9 

3.00 21 16.2 16.2 33.1 

4.00 41 31.5 31.5 64.6 

5.00 46 35.4 35.4 100.0 



 
  

 

Total 130 100.0 100.0  

 

X1.1_4 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 .8 .8 .8 

2.00 22 16.9 16.9 17.7 

3.00 14 10.8 10.8 28.5 

4.00 41 31.5 31.5 60.0 

5.00 52 40.0 40.0 100.0 

Total 130 100.0 100.0  

 

X1.2_1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 .8 .8 .8 

2.00 19 14.6 14.6 15.4 

3.00 18 13.8 13.8 29.2 

4.00 42 32.3 32.3 61.5 

5.00 50 38.5 38.5 100.0 

Total 130 100.0 100.0  

 

X1.2_2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 .8 .8 .8 

2.00 18 13.8 13.8 14.6 

3.00 18 13.8 13.8 28.5 



 
  

 

4.00 43 33.1 33.1 61.5 

5.00 50 38.5 38.5 100.0 

Total 130 100.0 100.0  

 

X1.2_3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 .8 .8 .8 

2.00 19 14.6 14.6 15.4 

3.00 21 16.2 16.2 31.5 

4.00 38 29.2 29.2 60.8 

5.00 51 39.2 39.2 100.0 

Total 130 100.0 100.0  

 

X1.2_4 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 23 17.7 17.7 17.7 

3.00 13 10.0 10.0 27.7 

4.00 53 40.8 40.8 68.5 

5.00 41 31.5 31.5 100.0 

Total 130 100.0 100.0  

 

X1.3_1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 
1.00 1 .8 .8 .8 

2.00 22 16.9 16.9 17.7 



 
  

 

3.00 11 8.5 8.5 26.2 

4.00 45 34.6 34.6 60.8 

5.00 51 39.2 39.2 100.0 

Total 130 100.0 100.0  

 

X1.3_2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 20 15.4 15.4 15.4 

3.00 15 11.5 11.5 26.9 

4.00 52 40.0 40.0 66.9 

5.00 43 33.1 33.1 100.0 

Total 130 100.0 100.0  

 

X1.3_3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 22 16.9 16.9 16.9 

3.00 19 14.6 14.6 31.5 

4.00 47 36.2 36.2 67.7 

5.00 42 32.3 32.3 100.0 

Total 130 100.0 100.0  

 

X1.3_4 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 
2.00 22 16.9 16.9 16.9 

3.00 15 11.5 11.5 28.5 



 
  

 

4.00 38 29.2 29.2 57.7 

5.00 55 42.3 42.3 100.0 

Total 130 100.0 100.0  

 

X1.4_1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 19 14.6 14.6 14.6 

3.00 19 14.6 14.6 29.2 

4.00 45 34.6 34.6 63.8 

5.00 47 36.2 36.2 100.0 

Total 130 100.0 100.0  

 

X1.4_2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 20 15.4 15.4 15.4 

3.00 19 14.6 14.6 30.0 

4.00 42 32.3 32.3 62.3 

5.00 49 37.7 37.7 100.0 

Total 130 100.0 100.0  

 

X1.4_3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 20 15.4 15.4 15.4 

3.00 19 14.6 14.6 30.0 

4.00 36 27.7 27.7 57.7 



 
  

 

5.00 55 42.3 42.3 100.0 

Total 130 100.0 100.0  

 

X1.4_4 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

1.00 1 .8 .8 .8 

2.00 19 14.6 14.6 15.4 

3.00 18 13.8 13.8 29.2 

4.00 42 32.3 32.3 61.5 

5.00 50 38.5 38.5 100.0 

Total 130 100.0 100.0  

 

 

 

 

 

 

 

 

 

 

 

 

 



 
  

 

LAMPIRAN 16 – FREKUENSI JAWABAN RESPONDEN 

VARIABEL CONSUMER EXPERIENCE (X2) 

X2.1_1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 21 16.2 16.2 16.2 

3.00 29 22.3 22.3 38.5 

4.00 60 46.2 46.2 84.6 

5.00 20 15.4 15.4 100.0 

Total 130 100.0 100.0  

 

X2.1_2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 17 13.1 13.1 13.1 

3.00 30 23.1 23.1 36.2 

4.00 51 39.2 39.2 75.4 

5.00 32 24.6 24.6 100.0 

Total 130 100.0 100.0  

 

X2.1_3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 23 17.7 17.7 17.7 

3.00 24 18.5 18.5 36.2 

4.00 59 45.4 45.4 81.5 

5.00 24 18.5 18.5 100.0 

Total 130 100.0 100.0  



 
  

 

 

X2.1_4 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 19 14.6 14.6 14.6 

3.00 31 23.8 23.8 38.5 

4.00 57 43.8 43.8 82.3 

5.00 23 17.7 17.7 100.0 

Total 130 100.0 100.0  

 

X2.2_1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 23 17.7 17.7 17.7 

3.00 17 13.1 13.1 30.8 

4.00 62 47.7 47.7 78.5 

5.00 28 21.5 21.5 100.0 

Total 130 100.0 100.0  

 

X2.2_2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 18 13.8 13.8 13.8 

3.00 28 21.5 21.5 35.4 

4.00 50 38.5 38.5 73.8 

5.00 34 26.2 26.2 100.0 

Total 130 100.0 100.0  

 



 
  

 

X2.2_3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 23 17.7 17.7 17.7 

3.00 19 14.6 14.6 32.3 

4.00 52 40.0 40.0 72.3 

5.00 36 27.7 27.7 100.0 

Total 130 100.0 100.0  

 

X2.2_4 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 20 15.4 15.4 15.4 

3.00 26 20.0 20.0 35.4 

4.00 48 36.9 36.9 72.3 

5.00 36 27.7 27.7 100.0 

Total 130 100.0 100.0  

 

X2.3_1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 19 14.6 14.6 14.6 

3.00 21 16.2 16.2 30.8 

4.00 65 50.0 50.0 80.8 

5.00 25 19.2 19.2 100.0 

Total 130 100.0 100.0  

 



 
  

 

 

X2.3_2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 20 15.4 15.4 15.4 

3.00 26 20.0 20.0 35.4 

4.00 48 36.9 36.9 72.3 

5.00 36 27.7 27.7 100.0 

Total 130 100.0 100.0  

 

X2.3_3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 18 13.8 13.8 13.8 

3.00 27 20.8 20.8 34.6 

4.00 48 36.9 36.9 71.5 

5.00 37 28.5 28.5 100.0 

Total 130 100.0 100.0  

 

X2.3_4 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 20 15.4 15.4 15.4 

3.00 27 20.8 20.8 36.2 

4.00 47 36.2 36.2 72.3 

5.00 36 27.7 27.7 100.0 

Total 130 100.0 100.0  

 



 
  

 

X2.4_1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 21 16.2 16.2 16.2 

3.00 25 19.2 19.2 35.4 

4.00 50 38.5 38.5 73.8 

5.00 34 26.2 26.2 100.0 

Total 130 100.0 100.0  

 

X2.4_2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 20 15.4 15.4 15.4 

3.00 24 18.5 18.5 33.8 

4.00 48 36.9 36.9 70.8 

5.00 38 29.2 29.2 100.0 

Total 130 100.0 100.0  

 

X2.4_3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 21 16.2 16.2 16.2 

3.00 16 12.3 12.3 28.5 

4.00 54 41.5 41.5 70.0 

5.00 39 30.0 30.0 100.0 

Total 130 100.0 100.0  

 



 
  

 

 

X2.4_4 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 21 16.2 16.2 16.2 

3.00 22 16.9 16.9 33.1 

4.00 53 40.8 40.8 73.8 

5.00 34 26.2 26.2 100.0 

Total 130 100.0 100.0  

 

X2.5_1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 22 16.9 16.9 16.9 

3.00 17 13.1 13.1 30.0 

4.00 56 43.1 43.1 73.1 

5.00 35 26.9 26.9 100.0 

Total 130 100.0 100.0  

 

X2.5_2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 21 16.2 16.2 16.2 

3.00 24 18.5 18.5 34.6 

4.00 59 45.4 45.4 80.0 

5.00 26 20.0 20.0 100.0 

Total 130 100.0 100.0  

 



 
  

 

X2.5_3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 20 15.4 15.4 15.4 

3.00 21 16.2 16.2 31.5 

4.00 53 40.8 40.8 72.3 

5.00 36 27.7 27.7 100.0 

Total 130 100.0 100.0  

 

X2.5_4 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 23 17.7 17.7 17.7 

3.00 21 16.2 16.2 33.8 

4.00 48 36.9 36.9 70.8 

5.00 38 29.2 29.2 100.0 

Total 130 100.0 100.0  

 

 

 

 

 

 

 

 

 

 

 

 

 



 
  

 

LAMPIRAN 17 – FREKUENSI JAWABAN RESPONDEN 

VARIABEL MINAT BELI (Y) 

Y.1_1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 18 13.8 13.8 13.8 

3.00 40 30.8 30.8 44.6 

4.00 46 35.4 35.4 80.0 

5.00 26 20.0 20.0 100.0 

Total 130 100.0 100.0  

 

Y.1_2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 15 11.5 11.5 11.5 

3.00 29 22.3 22.3 33.8 

4.00 66 50.8 50.8 84.6 

5.00 20 15.4 15.4 100.0 

Total 130 100.0 100.0  

 

Y.1_3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 20 15.4 15.4 15.4 

3.00 33 25.4 25.4 40.8 

4.00 64 49.2 49.2 90.0 

5.00 13 10.0 10.0 100.0 

Total 130 100.0 100.0  



 
  

 

 

Y.1_4 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 16 12.3 12.3 12.3 

3.00 29 22.3 22.3 34.6 

4.00 58 44.6 44.6 79.2 

5.00 27 20.8 20.8 100.0 

Total 130 100.0 100.0  

 

Y.2_1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 18 13.8 13.8 13.8 

3.00 25 19.2 19.2 33.1 

4.00 60 46.2 46.2 79.2 

5.00 27 20.8 20.8 100.0 

Total 130 100.0 100.0  

 

Y.2_2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 18 13.8 13.8 13.8 

3.00 22 16.9 16.9 30.8 

4.00 55 42.3 42.3 73.1 

5.00 35 26.9 26.9 100.0 

Total 130 100.0 100.0  

 

 



 
  

 

Y.2_3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 20 15.4 15.4 15.4 

3.00 12 9.2 9.2 24.6 

4.00 63 48.5 48.5 73.1 

5.00 35 26.9 26.9 100.0 

Total 130 100.0 100.0  

 

Y.2_4 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 19 14.6 14.6 14.6 

3.00 18 13.8 13.8 28.5 

4.00 57 43.8 43.8 72.3 

5.00 36 27.7 27.7 100.0 

Total 130 100.0 100.0  

 

Y.3_1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 21 16.2 16.2 16.2 

3.00 25 19.2 19.2 35.4 

4.00 45 34.6 34.6 70.0 

5.00 39 30.0 30.0 100.0 

Total 130 100.0 100.0  

 

 

 



 
  

 

Y.3_2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 22 16.9 16.9 16.9 

3.00 20 15.4 15.4 32.3 

4.00 52 40.0 40.0 72.3 

5.00 36 27.7 27.7 100.0 

Total 130 100.0 100.0  

 

Y.3_3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 20 15.4 15.4 15.4 

3.00 33 25.4 25.4 40.8 

4.00 41 31.5 31.5 72.3 

5.00 36 27.7 27.7 100.0 

Total 130 100.0 100.0  

 

Y.3_4 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 18 13.8 13.8 13.8 

3.00 28 21.5 21.5 35.4 

4.00 59 45.4 45.4 80.8 

5.00 25 19.2 19.2 100.0 

Total 130 100.0 100.0  

 



 
  

 

 

Y.4_1 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 23 17.7 17.7 17.7 

3.00 38 29.2 29.2 46.9 

4.00 50 38.5 38.5 85.4 

5.00 19 14.6 14.6 100.0 

Total 130 100.0 100.0  

 

Y.4_2 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 20 15.4 15.4 15.4 

3.00 34 26.2 26.2 41.5 

4.00 63 48.5 48.5 90.0 

5.00 13 10.0 10.0 100.0 

Total 130 100.0 100.0  

 

Y.4_3 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 16 12.3 12.3 12.3 

3.00 38 29.2 29.2 41.5 

4.00 61 46.9 46.9 88.5 

5.00 15 11.5 11.5 100.0 

Total 130 100.0 100.0  

 

 



 
  

 

Y.4_4 

 Frequency Percent Valid Percent Cumulative 

Percent 

Valid 

2.00 21 16.2 16.2 16.2 

3.00 31 23.8 23.8 40.0 

4.00 58 44.6 44.6 84.6 

5.00 20 15.4 15.4 100.0 

Total 130 100.0 100.0  

 



 

 
 

LAMPIRAN 18 – HASIL PERHITUNGAN UJI VALIDITAS 

VARIABEL KENYAMANAN (X1) 

 

  



 
  

 

LAMPIRAN 19 – HASIL PERHITUNGAN UJI VALIDITAS 

VARIABEL ONSUMER EXPERIENCE (X2) 

 

LAMPIRAN 5 – BERITA ACARA BIMBINGAN SKRIPSI 

BERITA ACARA BIMBINGAN SKRIPSI 

 

 

 

 

  



 
  

 

LAMPIRAN 20 – HASIL PERHITUNGAN UJI VALIDITAS 

VARIABEL MINAT BELI (Y) 

 

 

 

 

 

 

 



 
  

 

LAMPIRAN 21 – HASIL PERHITUNGAN UJI RELIABILITAS 

VARIABEL KENYAMANAN (X1) 

 

Case Processing Summary 

 N % 

Cases 

Valid 130 100.0 

Excludeda 0 .0 

Total 130 100.0 

a. Listwise deletion based on all variables 
in the procedure. 

 

Reliability Statistics 

Cronbach's 
Alpha 

N of Items 

.985 16 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
  

 

LAMPIRAN 22 – HASIL PERHITUNGAN UJI RELIABILITAS 

VARIABEL CONSUMER EXPERIENCE (X2) 

 

Case Processing Summary 

 N % 

Cases 

Valid 130 100.0 

Excludeda 0 .0 

Total 130 100.0 

a. Listwise deletion based on all variables 
in the procedure. 

 

Reliability Statistics 

Cronbach's 
Alpha 

N of Items 

.985 20 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
  

 

LAMPIRAN 23 – HASIL PERHITUNGAN UJI RELIABILITAS 

VARIABEL KENYAMANAN (X1) 

 

Case Processing Summary 

 N % 

Cases 

Valid 130 100.0 

Excludeda 0 .0 

Total 130 100.0 

a. Listwise deletion based on all variables 

in the procedure. 

 

Reliability Statistics 

Cronbach's 

Alpha 

N of Items 

.979 16 

 

 

 

 

 

 

 

 

 

 

 



 
  

 

LAMPIRAN 24 - UJI ASUMSI KLASIK (UJI NORMALITAS) 

 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardiz

ed Residual 

N 130 

Normal Parametersa,b 
Mean 0E-7 

Std. Deviation 8.18754006 

Most Extreme 

Differences 

Absolute .061 

Positive .061 

Negative -.052 

Kolmogorov-Smirnov Z .691 

Asymp. Sig. (2-tailed) .727 

a. Test distribution is Normal. 

b. Calculated from data. 

 

 

 

 

 



 
  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
  

 

LAMPIRAN 25 - UJI ASUMSI KLASIK (UJI 

MULTIKOLINEARITAS) 

Coefficientsa 

Model Collinearity Statistics 

Tolerance VIF 

1 
Kenyamanan (X1) .412 2.425 

Consumer Experience (X2) .412 2.425 

a. Dependent Variable: Minat Beli (Y) 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
  

 

LAMPIRAN 26 - UJI ASUMSI KLASIK (UJI AUTOKORELASI) 

Model Summaryb 

Model Durbin-Watson 

1 2.251a 

a. Predictors: (Constant), Consumer Experience (X2), Kenyamanan 

(X1) 

b. Dependent Variable: Minat Beli (Y) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
  

 

LAMPIRAN 27 - UJI ASUMSI KLASIK (UJI 

HETEROSKEDASTISITAS) 

 

 
  



 
  

 

LAMPIRAN 28 -  ANALISIS REGRESI LINIER BERGANDA 

 
Model Summaryb 

Model R R Square Adjusted R 
Square 

Std. Error of 
the Estimate 

1 .788a .621 .615 8.25176 

a. Predictors: (Constant), Consumer Experience (X2), Kenyamanan (X1) 
b. Dependent Variable: Minat Beli (Y) 

 
ANOVAa 

Model Sum of 
Squares 

df Mean 
Square 

F Sig. 

1 

Regressio
n 

14161.003 2 7080.502 103.985 .000b 

Residual 8647.620 127 68.091   

Total 22808.623 129    

a. Dependent Variable: Minat Beli (Y) 
b. Predictors: (Constant), Consumer Experience (X2), Kenyamanan (X1) 

 
Coefficientsa 

Model Unstandardized 
Coefficients 

Standardi
zed 

Coefficien
ts 

t Sig. 

B Std. 
Error 

Beta 

1 

(Constant) 13.026 3.277  3.975 .000 

Kenyamanan (X1) .315 .072 .372 4.377 .000 

Custumer 
Experience (X2) 

.351 .064 .465 5.468 .000 

a. Dependent Variable: Minat Beli (Y) 

 

 



 
  

 

 


