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LAMPIRAN 

 

Lampiran 1 : Matrik Penelitian 
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Lampiran 2 : Kuesioner Penelitian 

 

1. Nama  
2. Fakultas  
3. Jenis kelamin 

 
: …………………………………. 
 
: ………………………………….  
: Perempuan   

Laki-Laki 

 

4. Pernah melakukan belanja online pada shopee lebih dari  
2 kali : YA 

 

TIDAK  

     
 

A. Pertunjuk Pengisian  
1. Bacalah baik – baik setiap pertanyaan dan pilihlah 

alternative jawaban yang paling sesuai menurut anda dan 

berikan tanda (√).  
2. Jika terjadi kesalahan pengisian, berikan tanda (x) 

pada jawaban yang salah tersebut. 
 

Contoh:   
Alternatif Jawaban 

No Pernyataan 
STS TS KS S SS 

 

1. √ 
 

Keterangan:  
1. SS  = Sangat Setuju (5  
2. S   = Setuju (4)  
3. KS  = Kurang Setuju (3)  
4. TS  = Tidak Setuju (2)  
5. STS = Sangat Tidak Setuju (1) 



 

1. Kepercayaan Konsumen  
 

Alternatif Jawaban 
Pernyataan 

 STS TS KS S SS 
      

Integritas (Integrity) 
 

Shopee merupakan situs belanja online 
 

1. yang memiliki reputasi yang baik 
Situs belanja online shopee selalu  

2. memberikan informasi 

karakteristik produk dengan jelas 
 

Kebaikan (Benovolence) 
 

Shopee selalu tanggap dalam  

3. memberikan pelayanan terhadap 
konsumennya 

 
4. Saat saya belanja di shopee setiap 

tahapan selalu dimudahkan 

dengan respon penjual yang baik 
 

Kompetensi (Competence) 
 

Saya merasa shopee adaah situs belanja  

5. online yang unggul dan kompeten 
dalam memenuhi kebutuhan 
belanja konsumen 

 
Saya merasa kualitas berbelanja di 

6. dhopee sangat baik 



 

2. Loyalitas  
 

AlternatifJawaban 
Pernyataan 

STS TS KS S SS 
 

Pembelian Ulang 
 

Saya melakukan pembelian produk secara 
 

1. berulang pada situs belanja online shopee 
Saya sudah lebih dari 2 kali berbelanja di  

2. shopee dalam waktu 2 bulan terakhir ini 

 

Merekomendasikan Kepada Orang Lain 
 

Saya akan merekomendasikan kepada  

3. teman ataupun saudara untuk berbelanja di 
situs belanja online shopee 

 
Saya akan menyarankan teman ataupun  

4. saudara untuk memilih shopee sebagai 
tempat berbelanja online 

 

Ketahanan Terhadap Daya Tarik Pesaing 
 

Saya lebih mendahulukan shopee  

5. dibandingkan situs belanja online lainnya 
untuk melakukan belanja online 

 
Saya tidak mudah berpindah ke situs  

6. belanja online lainnya karena sudah 

mempercayai shopee untuk tempat 



 

belanja online 
 

3. Kepercayaan KOnsumen  
 
 

 

AlternatifJawaban 
Pernyataan 

STS TS KS S SS 
 

Kinerja (Performance) 
 

Situs belanja online shopee melakukan 
 

1. apa yang dijanjikan 
kepada konsumennya. 

 

2. Situs belanja online shopee dapat 
melayani konsumen dengan baik 

 

Kendalan (Reliability) 
 

Shopee merupakan situs belanja online 
 

3. yang dapat dihandalkan untuk 
belanja online 

 
Shopee selalu melakukan pengiriman 

4. barang dengan waktu yang akurat 

 

Kesesuaian (Conformance) 

Produk yang dipesan di shopee selalu 
5. sesuai dengan harapkan saya 
 

Harga produk yang ditetapan pada 
6. 

shopee sudah sesuai dengan kulaitas 



 

produk 
 

Kualitas Yang Dipersepsikan (Perceived Quality)  

Produk yang dijual dalam situs belanja 
7. online shopee selalu berkualitas 
 

Saya semakin terbantu dengan adanya  

8. kolom testimonial yang dapat 
dibaca oleh calon pembeli 



Lampiran 3 : Berita Acara Bimbingan Skripsi  



Lampiran 4 : Berita Acara Ujian Proposal  



Lampiran 5 :Surat Balasan Ijin Penelitin  



Lampiran 6 : Surat Ijin Penelitian  



Lampiran 7 : Berita Acara Bimbingan Revisi Skripsi  



Lampiran 8 : Lembar persetujuan ujian skripsi  



Lampiran 9 : Output Pengolahan Data SPSS 

Hasil Tabulasi 
 

Responden X Y Z 
    

resp_1 23 24 32 

resp_2 22 21 32 

resp_3 24 21 32 

resp_4 24 24 31 

resp_5 24 22 30 

resp_6 25 24 30 

resp_7 22 22 32 

resp_8 23 25 32 

resp_9 25 24 28 

resp_10 24 24 34 

resp_11 25 24 32 

resp_12 24 24 36 

resp_13 24 24 36 

resp_14 26 23 31 

resp_15 26 23 32 

resp_16 24 18 31 

resp_17 23 26 29 

resp_18 22 28 31 

resp_19 26 17 32 

resp_20 26 22 30 

resp_21 22 27 30 

resp_22 29 22 29 

resp_23 25 24 38 

resp_24 27 27 37 

resp_25 28 18 33 

resp_26 26 18 30 



resp_27 27 23 33 

resp_28 23 24 35 

resp_29 30 22 35 

resp_30 26 25 34 

resp_31 28 30 33 

resp_32 23 27 30 

resp_33 24 23 34 

resp_34 18 27 28 

resp_35 22 24 28 

resp_36 21 24 25 

resp_37 22 23 32 

resp_38 23 23 36 

resp_39 23 26 32 

resp_40 26 25 35 

resp_41 21 24 30 

resp_42 22 20 33 

resp_43 28 23 27 

resp_44 22 21 26 

resp_45 23 24 32 

resp_46 24 24 28 

resp_47 24 23 29 

resp_48 29 23 34 

resp_49 22 19 26 

resp_50 29 26 39 

resp_51 19 17 22 

resp_52 17 16 19 

resp_53 26 19 32 

resp_54 25 24 32 

resp_55 24 20 32 

resp_56 24 24 31 

resp_57 30 30 40 



resp_58 24 24 36 

resp_59 25 24 28 

resp_60 21 18 30 

resp_61 29 30 40 

resp_62 18 18 25 

resp_63 21 30 18 

resp_64 29 27 32 

resp_65 28 20 32 

resp_66 23 20 27 

resp_67 24 23 34 

resp_68 23 20 30 

resp_69 25 24 32 

resp_70 24 24 30 

resp_71 25 23 31 

resp_72 26 24 35 

resp_73 29 28 39 

resp_74 27 24 31 

resp_75 22 26 34 

resp_76 25 25 34 

resp_77 25 22 27 

resp_78 27 25 38 

resp_79 29 25 38 

resp_80 27 29 36 

resp_81 28 25 33 

resp_82 24 22 31 

resp_83 24 21 32 

resp_84 25 19 35 

resp_85 24 19 32 

resp_86 21 25 32 

resp_87 25 21 29 

resp_88 22 22 30 



resp_89 21 20 30 

resp_90 21 24 35 

resp_91 24 25 34 

resp_92 24 26 34 

resp_93 25 26 36 

resp_94 24 21 34 

resp_95 21 24 31 

resp_96 19 22 33 

resp_97 23 27 36 

resp_98 22 25 33 

resp_99 21 24 28 
    

 

 

Hasil Output Uji Validitas 
 

Correlations  

        TOT 

  X.1 X.2 X.3 X.4 X.5 X.6 AL_X 

X.1 Pearson 1 .313* .317* .254* .276* .276* .603** 

 
Correlation 

 * *  * *  
        

 Sig. (2-  .002 .001 .011 .006 .006 .000 

 tailed)        

 N 99 99 99 99 99 99 99 

X.2 Pearson .313** 
1 .289* .353* .242* .226* .609** 

 
Correlation 

  * *    
        

 Sig. (2- .002  .004 .000 .016 .024 .000 

 tailed)        

 N 99 99 99 99 99 99 99 



X.3 Pearson .317** .289* 
1 .384* .440* .334* .698** 

 
Correlation 

 *  * * *  
        

 Sig. (2- .001 .004  .000 .000 .001 .000 

 tailed)        

 N 99 99 99 99 99 99 99 

X.4 Pearson .254* .353* .384* 
1 .377* .447* .696** 

 
Correlation 

 * *  * *  
        

 Sig. (2- .011 .000 .000  .000 .000 .000 

 tailed)        

 N 99 99 99 99 99 99 99 

X.5 Pearson .276** .242* .440* .377* 
1 .675* .729** 

 
Correlation 

  * *  *  
        

 Sig. (2- .006 .016 .000 .000  .000 .000 

 tailed)        

 N 99 99 99 99 99 99 99 

X.6 Pearson .276** .226* .334* .447* .675* 
1 .713** 

 
Correlation 

  * * *   
        

 Sig. (2- .006 .024 .001 .000 .000  .000 

 tailed)        

 N 99 99 99 99 99 99 99 

TOTA Pearson .603** .609* .698* .696* .729* .713* 
1 

L_X Correlation 
 * * * * *  
       

 Sig. (2- .000 .000 .000 .000 .000 .000  

 tailed)        

 N 99 99 99 99 99 99 99 
 
**. Correlation is significant at the 0.01 level (2-tailed). 

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



 

 

Correlations  

  Z.1 Z.2 Z.3 Z.4 Z.5 Z.6 Z.7 Z.8 TOTAL_Z 

Z.1 Pearson 1 .67 .33 .42 .39 .41 .60 .31 .747** 

 Correlati  8** 8** 7** 2** 9** 3** 1**  

 on          

 Sig. (2-  .00 .00 .00 .00 .00 .00 .00 .000 

 tailed)  0 1 0 0 0 0 2  

 N 99 99 99 99 99 99 99 99 99 

Z.2 Pearson .67 1 .58 .36 .37 .41 .46 .34 .758** 

 Correlati 8**  9** 7** 8** 4** 4** 1**  

 on          

 Sig. (2- .00  .00 .00 .00 .00 .00 .00 .000 

 tailed) 0  0 0 0 0 0 1  

 N 99 99 99 99 99 99 99 99 99 

Z.3 Pearson .33 .58 1 .40 .24 .23 .27 .40 .626** 

 Correlati 8** 9**  9** 7* 0* 1** 4**  

 on          

 Sig. (2- .00 .00  .00 .01 .02 .00 .00 .000 

 tailed) 1 0  0 4 2 7 0  

 N 99 99 99 99 99 99 99 99 99 

Z.4 Pearson .42 .36 .40 1 .44 .41 .39 .28 .677** 

 Correlati 7** 7** 9**  7** 1** 0** 9**  

 on          

 Sig. (2- .00 .00 .00  .00 .00 .00 .00 .000 

 tailed) 0 0 0  0 0 0 4  

 N 99 99 99 99 99 99 99 99 99 



Z.5 Pearson .39 .37 .24 .44 1 .58 .49 .15 .677** 

 Correlati 2** 8** 7* 7**  6** 0** 6  

 on          

 Sig. (2- .00 .00 .01 .00  .00 .00 .12 .000 

 tailed) 0 0 4 0  0 0 4  

 N 99 99 99 99 99 99 99 99 99 

Z.6 Pearson .41 .41 .23 .41 .58 1 .60 .40 .736** 

 Correlati 9** 4** 0* 1** 6**  2** 9**  

 on          

 Sig. (2- .00 .00 .02 .00 .00  .00 .00 .000 

 tailed) 0 0 2 0 0  0 0  

 N 99 99 99 99 99 99 99 99 99 

Z.7 Pearson .60 .46 .27 .39 .49 .60 1 .44 .764** 

 Correlati 3** 4** 1** 0** 0** 2**  5**  

 on          

 Sig. (2- .00 .00 .00 .00 .00 .00  .00 .000 

 tailed) 0 0 7 0 0 0  0  

 N 99 99 99 99 99 99 99 99 99 

Z.8 Pearson .31 .34 .40 .28 .15 .40 .44 1 .580** 

 Correlati 1** 1** 4** 9** 6 9** 5**   

 on          

 Sig. (2- .00 .00 .00 .00 .12 .00 .00  .000 

 tailed) 2 1 0 4 4 0 0   

 N 99 99 99 99 99 99 99 99 99 

TO Pearson .74 .75 .62 .67 .67 .73 .76 .58 1 

TAL Correlati 7** 8** 6** 7** 7** 6** 4** 0**  

_Z on          



 Sig. (2- .00 .00 .00 .00 .00 .00 .00 .00  

 tailed) 0 0 0 0 0 0 0 0  

 N 99 99 99 99 99 99 99 99 99 
 
**. Correlation is significant at the 0.01 level (2-tailed). 

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

 

 

Correlations  

        TOTA 

  Y.1 Y.2 Y.3 Y.4 Y.5 Y.6 L_Y 

Y.1 Pearson 1 .525** .326** .429** .424** .442** .704** 

 Correlation        

 Sig. (2-  .000 .001 .000 .000 .000 .000 

 tailed)        

 N 99 99 99 99 99 99 99 

Y.2 Pearson .525** 
1 .420** .407** .453** .315** .692** 

 Correlation        

 Sig. (2- .000  .000 .000 .000 .002 .000 

 tailed)        

 N 99 99 99 99 99 99 99 

Y.3 Pearson .326** .420** 
1 .585** .298** .303** .671** 

 Correlation        

 Sig. (2- .001 .000  .000 .003 .002 .000 

 tailed)        

 N 99 99 99 99 99 99 99 

Y.4 Pearson .429** .407** .585** 
1 .510** .481** .787** 

 Correlation        



 Sig. (2- .000 .000 .000  .000 .000 .000 

 tailed)        

 N 99 99 99 99 99 99 99 

Y.5 Pearson .424** .453** .298** .510** 
1 .675** .771** 

 Correlation        

 Sig. (2- .000 .000 .003 .000  .000 .000 

 tailed)        

 N 99 99 99 99 99 99 99 

Y.6 Pearson .442** .315** .303** .481** .675** 
1 .752** 

 Correlation        

 Sig. (2- .000 .002 .002 .000 .000  .000 

 tailed)        

 N 99 99 99 99 99 99 99 

TOTA Pearson .704** .692** .671** .787** .771** .752** 
1 

L_Y Correlation        

 Sig. (2- .000 .000 .000 .000 .000 .000  

 tailed)        

 N 99 99 99 99 99 99 99 
 
**. Correlation is significant at the 0.01 level (2-tailed). 

 

 

Hasil Output Uji Reliabitas 
 

Item-Total Statistics  

  Scale Mean Scale Corrected Cronbach's 

  if Item Variance if Item-Total Alpha if Item 

  Deleted Item Deleted Correlation Deleted 

 X.1 154.5455 214.291 .473 .850 



 X.2 154.8586 215.735 .378 .852 

 X.3 154.6465 212.700 .498 .849 

 X.4 154.4242 217.328 .311 .853 

 X.5 154.7172 212.287 .617 .848 

 X.6 154.7071 213.026 .583 .849 

 TOTAL_ 134.4646 169.986 .656 .842 

 X     

 Y.1 154.6364 215.662 .431 .851 

 Y.2 154.6566 216.105 .417 .851 

 Y.3 154.8788 214.924 .422 .851 

 Y.4 154.9091 213.043 .496 .849 

 Y.5 154.8081 213.075 .533 .849 

 Y.6 154.8990 212.031 .506 .849 

 TOTAL_ 135.3535 170.966 .561 .853 

 Y     

 Z.1 154.5859 211.653 .590 .848 

 Z.2 154.6667 211.837 .602 .848 

 Z.3 154.8687 210.258 .621 .847 

 Z.4 154.7475 211.987 .556 .848 

 Z.5 154.8485 212.824 .494 .849 

 Z.6 154.6768 210.650 .601 .847 

 Z.7 154.7172 212.287 .558 .848 

 Z.8 154.5960 213.978 .579 .849 

 TOTAL_ 126.8990 138.479 .775 .852 

 Z     



Hasil Output Uji Normalitas 
 

One-Sample Kolmogorov-Smirnov Test  

  Unstandar Unstanda Unstandar 

  dized rdized dized 

  Residual Residual Residual 

N  99 99 99 

Normal Mean .0000000 .0000000 .0000000 

Parametersa,b 
Std. 3.229008 2.784201 2.898876 

 Deviation 63 97 30 

Most Extreme Absolute .058 .081 .087 

Differences Positive .038 .081 .069 

 Negative -.058 -.070 -.087 

Test Statistic  .058 .081 .087 

Asymp. Sig. (2-tailed) .200c,d .112c .063c 

a. Test distribution is Normal.    

b. Calculated from data.    
 
c. Lilliefors Significance Correction. 

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

 

 

Hasil Output Uji Homogenitas 
 

Test of Homogeneity of Variances 
 
 TOTAL      

 Levene Statistic df1  df2  Sig. 

 2.774  2  294 .064 
       



Hasil Output Uji Linieritas 
 

ANOVA Table  

    Sum of  Mean   

    Square  Squar   

    s df e F Sig. 

TOTAL_Z Between (Combined) 599.69 12 49.97 4.95 .000 

* Groups  5  5 8  

TOTAL_X  Linearity 444.74 1 444.7 44.1 .000 

   9  49 23  

  Deviation 154.94 11 14.08 1.39 .189 

  from 6  6 7  

  Linearity       

 Within Groups 866.85 86 10.08   

   1  0   

 Total 1466.5 98    

   45     
 

 

ANOVA Table  

   Sum of  Mean   

   Square  Squar   

   s df e F Sig. 

TOTAL_Y Between (Combined) 389.14 14 27.796 2.16 .016 

* Groups  2   7  

TOTAL_Z  Linearity 206.25 1 206.25 16.0 .000 

   5  5 81  



  Deviation 182.88 13 14.068 1.09 .373 

  from 8   7  

  Linearity      

 Within Groups 1077.4 84 12.826   

   03     

 Total 1466.5 98    

   45     
 

 

ANOVA Table  

   Sum of  Mean   

   Squar  Squar   

   es df e F Sig. 

TOTAL_Y Betwee (Combined) 209.54 12 17.46 2.22 .017 

* n  1  2 7  

TOTAL_X Groups Linearity 60.459 1 60.45 7.70 .007 
     

9 9 

 

      

  Deviation 149.08 11 13.55 1.72 .080 

  from 2  3 8  

  Linearity      

 Within Groups 674.45 86 7.843   

   9     

 Total  884.00 98    

   0      


